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FCC Giveaway 
Edict Halted 
in Court Test 


Three-Judge Tribunal to 
Hear Arguments Oct. 7 
on Validity of Ban 


CuiIcaco—Radio’s giveaway 
shows last week won a temporary 
reprieve, at least, from the Fed- 
eral Communications Commission’s 
Oct. 1 ban when Federal District 
Judge Michael Igoe granted a re- 
straining order and set Oct. 7 for 
a three-judge hearing on legality 
of FCC’s edict. 

The court order, climaxing a 
two-day hearing, represented an 
initial victory for Radio Features 
Inc., which charged that cancela- 
tion of its syndicated giveaways, 
“Tello-Test” and “Tune-Test,” by 
worried stations threatened to put 
it out of business by Oct. 1. 

Government attorneys, in los- 
ing the first round in the legal bat- 
tle, also provoked a series of curt 
comments from the bench by fail- 
ing to answer questions directly 
and refusing to suspend the FCC 
ban pending a court ruling on 
merits of the case. 


s Judge Igoe’s temporary restrain- 
ing order affects only radio give- 
away shows, not televising of such 
programs, since Radio Features, 
which successfully presented its 
appeal for immediate court action 
to prevent its ruination, does not 
sell any shows for video use. 

Under regular court procedure, 
Judge Igoe will be one of the three 
federal judges who will hear argu- 
ments Oct. 7, barring a delay be- 
cause of separate ccurt actions by 
major networks in New York. 
Judge J. Earl Major, chief jurist 
of the U.S. Court of Appeals, will 
name another federal district court 
judge and one from the Court of 
Appeals to complete the judicial 
trlumverate. 

That procedure will enable 
either party to the court action 
here to appeal the three-judge de- 
Cision directly to the U. S. Supreme 
Court. 


& Judge Igoe, in upholding the 
Chicago plaintiff, pointed out that 
William J. Hickey, special assist- 
ant attorney general with the Jus- 
ce Department, and Max Gold- 
ma, FCC’s assistant general coun- 
Sel. had filed no counter affidavit 
hor introduced contradictory evi- 
dence. Government counsel, he 
add-d, conceded his right to issue 
ar straining order pending action 
by he three-judge court. 

Tne court proceeding heré, he 
Sal’ is similar to many actions un- 
der which the Interstate Commerce 
Cor mission suspends the effec- 
date of a contested order pend- 
an official ruling by a three- 
t judge. 

have made that suggestion,” 
the judge. “It has not been 
ag: ed to. I think .it is the only 
al. manner of procedure in cases 
ationwide importance such as 

(Continued on Page 86) 


+ eThree Fine Furniture Stores Proudly Present This Exclusive New ~~ 


HOME SECURITY PLAN 
GIVING You and Yoon Family 


COMPLETE PROTECTION 


When You Purchase Home Furnichings From Them! 


SECURITY—Milwaukee stores ran this ad 
on Evans & Brisbois’ revived buyer-pro- 
tection plan (Story on Page 89). 


Ayer Gets Morrell 
Account; Adman 


Helps in Selection 


Ottumwa, Ia.—N. W. Ayer & 
Son has been appointed to handle 
the advertising of John Morrell 
& Co., meat packer and maker of 
Red Heart dog food. Henri, Hurst 
& McDonald formerly handled the 
account. 

Morrell employed a New York 
consultant to screen advertising 
agencies that bid for the account. 
Two primary requirements in bid- 
ding were that (1) the agency have 
a strong Chicago office and (2) 
the agency have no competitive 
meat account. 

The consultant went through the 
list of agencies that previously so- 
licited Morrell, and invited others. 
About 15 agencies finally put in 
their bids. This list was narrowed 
to three shortly thereafter, and 
the three made second presenta- 
tions. The advertiser made the 
selection from the trio of finalists. 

The consultant checked with 
Chicago publishers and with agen- 
cies unable to compete, in order to 
get their impressions, AA learned. 

A partial list of the agencies 
that sought the account includes 
Ayer; Aubrey, Moore & Wallace; 
Dancer-Fitzgerald-Sample; Earle 
Ludgin Inc.; Tatham-Laird (re- 
portedly a finalist); Fuller & 
Smith & Ross; Roche, Williams & 
Cleary; Western Advertising Agen- 
cy; Buchen Co.; Maxon Inc., and 
L. W. Ramsey Co. 


Puns... 
Do they serve a purpose? 
See ‘Creative Man,’ Page 
32. Other features: 
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Tea Bureau 
Tells How It 
Picked Agency 


‘Laid Cards on Table’; 
Hyde Explains Positive 
and Negative Criteria 


New YorK—How and why the 
Tea Bureau selected the Leo Bur- 
nett Co., Chicago, to handle its ad- 
vertising from the 17 agencies that 
solicited the account was told to 
AA last week by Anthony Hyde, 
managing director of the bureau. 

In preparing to select an agency 
and resume advertising after a 
lapse of nine years, the Tea Bu- 
reau literally laid its cards on the 
table and prepared a comprehen- 
sive memorandum which presented 
a complete analysis of its problem. 
Its purpose was to give any ad- 
vertising agency interested in so- 
liciting the bureau’s account a clear 
picture of the job to be done as 
the bureau saw it (AA, Aug. 15). 

This 16-page mimeographed 
pamphlet stated specifically, “For 
the first six months or a year, we 
expect to operate on a fee basis. 
After that, we hope to spend $500,- 
000 a year, and within two years, 
$1,000,000 annually. 

“Since our funds must be ap- 
proved by the board in London,” 
it stated, “‘and then by the govern- 
ing bodies in India, Ceylon, Pak- 
istan and Java-Sumatra, this can 
in no way be considered a com- 
mitment. It is a hope and an ex- 
pectation.” 


ws Mr. Hyde told AA last week that 
the bureau’s over-all budget for 
1949-50 (the fiscal year starts 
Oct. 1) has been approved. It is 
for $500,000. A recommendation 
for an appropriation of an ad- 


(Continued on Page 85) 


Ayer Makes Switch 
to ‘Conventional’ 15% 


NAMP Reelects 
Officers to Keep 
Up Postal Fight 


Magazine Group Will 
Broaden Clinics’ Scope 
But Drop PR Forums 


SPRING LAKE, N. J.—Walter D. 
Fuller, president of the Curtis Pub- 
lishing Co., accepted reelection as 
chairman of the board at the an- 
nual meeting of the National As- 
sociation of Mag- 
azine Publishers 
here Sept. 13 be- 
cause of the de- 
sire of the asso- 
ciation to contin- 
ue its fight on 
prohibitive postal 
rate increases 
through the exec- 
utive staff which 
has succeeded 
thus far in fend- 
ing off the dras- 
tic proposals which have been sub- 
mitted to Congress by the Post 
Office Department. 

Mr. Fuller, who was not present 
at the convention because of being 
hospitalized in Philadelphia, told 
the convention in a message read 
following his election that the 
postal situation will call for un- 
remitting effort in 1950 as in 1949, 
and Marvin Pierce, president of 
McCall Corp., in presenting the 
nominations, told the NAMP that 
the question of survival of many 


(Continued on Page 40) 


Walter D. Fuller 


Last Minute News Flashes 


Court to Hear Networks on Giveaways Today 


NEw YorK—Federal Judge Simon H. Rifkind today (Sept. 19) will 
hear arguments here on radio networks’ requests for temporary in- 
junction restraining orders enjoining the Federal Communications 
Commission from enforcing its giveaway ban. The hearing is set for 
2:30 p.m. ABC, CBS and NBC pleas will be heard. 


Kroger Plans Big October Contest 


CINCINNATI—Kroger Co. is understood to be planning a mammoth 
contest starting about mid-October, with 50 advertisers cooperating. 
Ads will run in 175 publications, it is believed. The five-week promo- 
tion will center on identifying slogans of the 50 advertisers and a jingle 
to complete on “Why I like to buy in a Kroger store.” Names of the 


advertisers have not been disclosed. 


Morning TV Show Makes Debut on WBKB 


Cuicaco—“Your Second Cup,” half-hour (10:30-11 a.m.) studio aud- 
dience video program with participating sponsors, makes its first ap- 
pearance today (Sept. 19) on Station WBKB. One of the first morning 
entertainment programs telecast, the show is sponsored by the Fair 
Store, Bremner Biscuit Co., Thomas J. Webb Co., Beloit Dairy Co. 
and Kroger Co. and is produced by Service Unlimited. Prizes will be 
given to studio and telephone participants. 


Cigar Institute Trys Advertising for First Time 
New York—Cigar Institute of America has appointed Benton & 
Bowles to handle a $70,000 pilot or test advertising campaign for 1950 
which will serve as pattern for future advertising of the institute, or- 
ganized in 1941 by leaf growers, cigar manufacturers and suppliers. 
It is trying advertising for the first time. 
(Additional News Flashes on Page 89) 


16 2/3% to Advertiser 
Changes to 15%; Video 
Cited as Chief Cause 


By ALLEN SOMMERS 


PHILADELPHIA—N. W. Ayer & 
Son has completed internal changes 
in billing procedures under which 
the agency now will charge its 
clients a straight 15% of card rates 
for space and time and 15% on 
commissionable production and 
costs instead of 1624% on the net 
cost of space and time and on prep- 
aration. 

The change was made under the 
oft repeated and emphasized his- 
toric policy of arranging its com- 
pensation with its clients and not 
with sellers of space and time. 

To make it clearer, Ayer still is 
not “accepting” a commission from 
media used. It is billing clients for 
space or time for such amounts as 
will make the net cost to Ayer 
85% of the agency’s charge to cli- 
ents. 

The agency’s 16%% policy, 
which involved giving the client 
the benefit of all discounts and 
commissions from standard card 
rates and then adding the percent- 
age as a charge for its services, 
began in 1876, seven years after 
the agency was founded. 


a At that time advertising agen- 
cies customarily had lists of pub- 
lications from which they received 
secret concessions and to which 
they tried to divert as much ad- 
vertising as possible. The advertis- 
ing agent of that day, in fact, was 
a space broker rather than an 
agency as the term is understood 
today. 

F. Wayland Ayer, founder of the 
present company, decided that the 
way to put his business on a 
sound, ethical basis was to act 
solely for the advertiser. Also, he 
felt it was his duty to give his cli- 
ents the benefit of all rebates, dis- 
counts and commissions. To derive 
his profit, he first added 15% to 
the net amount, later increasing it 
to 1624 % ° 


es Recently, however, the growth 
of television created a new problem 
for the Ayer agency. Show produc- 
tion costs in television may often 
account for a high percentage of 
total costs. There, Ayer’s 1644% 
commission might result in higher 
charges to a client for production 
costs than other agencies would 
make for similar services. The 
change to a 15% commission basis 
eliminates any such possible dif- 
ferential. 

Although ADVERTISING AGE has 
been aware that a change in the 
commission basis was taking place, 
first official notice that the change 
had been made effective was dis- 
closed with publication of a re- 
vised edition of “The History of an 
Advertising Agency” by Ralph M. 
Hower (Harvard University Press, 
$7.50). 

The 647-page book, complete 
with index and extra references, is 

(Continued on Page 8) 
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New Pre-Wrapped 
Modess Will Please 


Dealers, Consumers 


MILLTOWN, N. J.—Personal Prod- 
ucts Corp. reached Modess’ dealers 
last week with a new merchandis- 
ing formula for sanitary napkins. 
Modess henceforth will be shipped 
pre-wrapped to avoid customer 
embarrassment and to save time in 
making retail sales. 

Advertising and promotion for 
the Modess pre-wrapped package 
will be directed only to dealers 
with a print schedule that calls 
for space in ten business publica- 
tions. There will be no tie-in with 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Artkraft® Mencererg Corporation 
900 Kibby St, Lima, Ohio, U.S.A. 


“Tredemerts fog US Per OF 


present Modess consumer advertis- 
ing, which is stressing a new- 
size package for convenient han- 
dling. 

Copy for dealer promotion points 
out that Modess in the new 
wrapped form gives dealers sav- 
ings on costs of labor and mate- 
rials. Three-fourths of Modess or- 
ders are pre-wrapped; the re- 
mainder is unwrapped for display 
purposes and multiple sales re- 
quiring wrapping with other items 
that a customer purchases. 


# Personal Products created the 
merchandising plan as the result 
of surveys showing up to 300% in- 
crease in sales of pre-wrapped 
Modess, according to George 
Murphy, vice-president in charge 
of merchandising. Pre-wrapping 
avoids any possible embarrassment 
in that it removes the possibility 
of positive identification. 
According to Personal Products’ 
surveys, druggists and grocers who 
have been pre-wrapping Modess 
have spent an average of 22% min- 
utes wrapping a case of Modess 


| Merchandiser and Variety 


12’s and 10% minutes for Modess 
48’s. 

Personal Products first intro- 
duced the campaign with four 
teaser mailings to dealers. Each 
consisted of a small cloth pouch 
containing wrapping materials and 
telling the story of saving and 
greater sales. 

Business publications that will 


carry Modess copy include: 

American Druggist, Chain Store Age 
(Druggist Edition), Chain Store Age 
(Grocers’ Edition), Drug Topics, Food 
Topics, National Association of Retail 
Druggists Journal, National Grocers’ Bul- 
letin, Progressive Grocer, Supermarket 
Merchandiser. 


Mission Dry Plans NY Oftice 
Mission Dry Corp., Los Angeles, 
will establish sales, advertising 


,;and merchandising headquarters 


in New York. J. W. Pipes, presi- 
dent, has moved to New York and 
James Kuehn, advertising mana- 
ger, will follow later. Location of 
the New York office has not yet 
been decided upon. Mission Dry’s 
advertising, which has been han- 
dled by McCarty Co., Los Angeles, 
will be placed through an eastern 
agency, yet to be selected. 


ge! 


Fadell Brothers 
Settle Differences 


MINNEAPOLIS—Michael and Fred 
Fadell have settled their differ- 
ences in an out-of-court agree- 
ment. 

Last month Michael filed suit 
against his brother charging that 
Fred had wrongfully dissolved 
their partnership in the Fadell Co. 
agency. Fred asked the court for 
an accounting of finances and im- 
mediate dissolution of the agency 
(AA, Aug. 29). 

A court hearing had been set 
for Sept. 18, but on Sept. 11 Fred 
agreed to sell his’ one-third inter- 
est to Michael for an undisclosed 
sum. Fadell Co. will continue un- 
der that name at its offices in the 
Northwestern Bank Bldg. 


Two Name Ohio Advertising 
Ohio Advertising Co., Cleveland, 
has been appointed to handle ad- 
vertising for Wynn Friction Proof- 
ing Co. of Ohio, distributor of fric- 
tion-proofing oil, and World Tele- 
vision Co., retail outlet, Cleveland. 


Ooo 


TO GAIN ON EVERY PLAY FOR THE BIG INDIANAPOLIS MARKET 


Hard-hitting advertising to the nation’s biggest inland market makes consistent 
sales gains when Indiana’s two largest dailies “‘carry the ball’ for you. 


Combined, The Star and The News are also key performers in keeping your sales 
curve up over a 44 county bonus area surrounding Metropolitan Indianapolis. 
There the circulation of both papers reaches out in effective concentration to 


guide buyers on shopping trips to the Hoosier capital . . . or to any of ten 


trading centers doing a steady 350 million of their own in retail sales. 


And, to make your effort effective, The Star and The News provide the finest 
market service available— if you’ll only write. 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 


an 


THE INDIANAPOLIS NEWS 


Co. s 


Distilleries 
trade character pedals a bike in this 


ANIMATED—Glenmore 


new display now being distributed 
throughout the country. A motor turns 
the wheel at 20 rpm for the 22” high 
unit, which was produced by W. L. 
Stensgaard & Associates. 


NBC Realignment of 
AM, TV Will Follow 
Booz, Allen Ideas 


New YorK—National Broad- 
casting Co.’s impending reorgani- 
zation into separate divisions for 
radio and television is expected 
io be finalized this fall. 

The move to set up separate 
staffs—on all but the top manage- 
ment level—for AM and TV fol- 
lowed upon recommendations in 
a preliminary report made by 
Booz, Allen & Hamilton, manage- 
ment consultant, which has been 
studying NBC’s operations for sev- 
eral months. The final report, de- 
layed for several weeks, is due 
late this month. 

NBC, which has never officially 
made public its realignment plans, 
probably will start putting them 
into effect soon after the final re- 
port of the management consult- 
ant is received. First near-con- 
firmation on the proposed reor- 
ganization came from Niles Tram- 
mell, NBC president, at the net- 
work’s recent convention: 


es “In our approach to organiza- 
tion in the network field, we are 
seeking to eliminate any possibil- 
ity of burdening radio with tele- 
vision or burdening television with 
radio. We are doing that because 
we have abounding faith in the 
future of both media—if they are 
developed and administered intel- 
ligently to meet changing require- 
ments.” 

Most speculation centers around 
the possible selection to head the 
radio division. No radio program 
vice-president has been named to 
replace Ken R. Dyke, who resigned 
several months ago and has since 
joined Young & Rubicam as vice- 
president in charge of public re- 
lations. Sylvester L. Weaver Jr. 
formerly Y&R radio vice-presi- 
dent, now NBC video vice-p:és!- 
dent, is mentioned as the nos! 
likely choice to direct the TV : 
up. 

The reorganization is not 
pected to result in any major 
increase at the network. How 
certain additional executive | 05!- 
tions may be created. 


Poster Group Elects 


W. H. Williamson has ee 
elected president of the Poste) 
vertising Association of Ca: 1@ 
Other officers are: H. D. Clev« an° 
and R. J. Miller, vice-presic © 
and W. G. White, secretary-t. °@- 
urer. 


712 FEDERAL STREET * CHICAG 
Phone WAbash 2-8816 & 
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in New Orleans 


Yes, you’re geared to cut an efficient, straight course 
... direct to ocean-size sales .. . with The Times-Picayune 


and New Orleans States! 


And what a market today’s New Orleans is! 
First, a billion and a quarter dollars annual 
port business . . . next, spectacular industrial 
expansion . .. and now new, booming oil. . . 
in producers off the coast! 


It’s here you find media uncommonly well- 
geared to the market . . . It’s here you scoop 
sales and move hands , . . with the geared, 
one-cost Times-Picayune and States! 


\\\ 
A 


TO SCOOP SALES 


SCOOPING SALES is routine with The Times-Picayune and States! 
Witness their constant, profit-minded endorsement by retail display 
advertisers . . . close to the market, close to the media , . . keen 
to advertising results! In the first six months of 1949, they placed 
7,271,378 lines in The Times-Picayune . . . only one other VU, S. 
morning newspaper carried more, And the evening States’ story in 
retail advertising—runaway growth of more than 2 million lines 
since 1940! Both are available to you at one, low cost. 


Ask Jann & Kelly, Inc., today. 


To Give You the Helm 


ew Ohleians 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
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TO MOVE HANDS 


YOU MOVE HANDS—hands by the thousands to your product! 
with New Orleans geared newspapers. With good reason... Two 
solid, big-circulation influences work for you, . . 
ing and evening .. . with the special advantage that—like gears! 
they move in different directions! Duplication is at a rare minimum 
(15.2% by carrier record). You reach the most different prospects, 
and you reach the most prospects .. . Better look into New Orleans 
today ... the geared way! 


at one cost, morn- 


City Zone Families ............++- 187,900 
Sales Management Survey of Buying Power, May, ‘49 
Total Circulation 
M & E ow nee eee ee + 270,636 Sunday . ....-+- 281,710 
3 Months Ending Mar. 31, ‘49 


Milline rates as low as 1.88 MG&E... 1.95 Sunday 


Moving in different directions! 
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Chicago Printers 
Vote on Contract 
to End Long Strike 


Cuicaco—Fifteen hundred union 
printers were expected to vote ap- 
proval at a special meeting yester- 
day (Sept. 18) of a contract pro- 
posal ending their 22-month-old 
strike against Chicago’s five major 
dailies. 

The strike, which started Nov. 
24, 1947, has cost members of the 
local unit, Chicago Typographical 
Union No. 16, an estimated $13,- 
000,000 in wages and has hiked 
production costs as the newspapers 


EMIL REYNOLDS 
PHOTOGRAPHY 


PUBLIC RELATIONS — INDUSTRIAL 
FASHIONS — PUBLICITY 
33 W. 42nd St.—N. Y. 18, N. Y.—Longacre 3-2758 


shifted to other printing methods. 

Agreement on the proposed con- 
tract was reached Wednesday by 
committees representing both sides, 
after more than 130 separate ne- 
gotiating sessions, and was sanc- 
tioned by the executive council of 
the AFL International Typograph- 
ical Union in Indianapolis. John 
J. Pilch, president of the union 
local, said its newspaper scale com- 
mittee would recommend approval 
of the pact at the Sunday meet- 
ing. 


ws The agreement provides a $10 
weekly wage increase, with print- 
ers getting $95.50 for a 36%-hour 
week daytime; $101 for a 36%4- 
hour night week, and $101 for a 
30-hour third shift week. 

A joint statement by the union 
president and John F. O’Keefe, 
secretary of the Chicago News- 
paper Publishers Association, ex- 
plained that the two committees 
“have reassessed the issues in dis- 
pute and have reached agreement 


on all provisions of the new con- 
tract.” 

Last week’s negotiations were 
the first since March 10, when the 
publishers’ group submitted 4 con- 
tract proposal which was first ap- 
proved by the Chicago local and 
then rejected because ITU Presi- 
dent Woodruff Randolph ruled 
that its terms did not conform with 
ITU policies. The March proposal 
carried the same wage boost. 


Fellman Appoints Gore 


Edward S. Gore, formerly ac- 
count executive of Lavenson Bur- 
eau of Advertising, Philadelphia, 
has been named director of public 
relations of Leonard F. Fellman 
& Associates, Philadelphia. The 
agency has been appointed to 
handle the advertising of the boy’s 
division of J. W. Landenberger & 
Co., Philadelphia. 


Florez Promotes Erne 


Hans A. Erne, vice-president in 
charge of sales, has been named 


Advertising Age, September 19, 19.9 


CHICAGO ARTISTS REWARDED—Movie stor Janet Blair presents awards to prize 
winners in the Fine Art Exhibition of the Artists Guild of Chicago at the Associated 
American Artists gallery. Left to right are Cal Dunn, James Axelrod, Katherine 


Grace, Miss Blair, 


Alex Yaworski and Franklin McMahon. Other winners in the 


competition, judged by Raymond Breinin, Franklin Boggs and Prof. Thomas M. Folds, 
were Everett McNear, Ann McGuiness, Phoebe Moore and Robert D. Ritter. 


eral manager of Florez Inc., De- 
troit, training and promotional 


executive vice-president and gen- 


programs. 


HUGE IMMEDIATE 
AND CONTINUING 
DEMAND FOR ALL 
TYPES OF MASS < 
HOUSING & FEEDING kN 
PRODUCTS 


O MEET the ever-increasing demands put upon them . . . to 


¥ 


es 


maintain their physical plants on a practical, economical basis 


. to increase efficiency and sanitation . . 
of their dining and housing facilities . . . 
to perform these and the many other serv- 


personnel relations .. . 


ices vital to successful, profitable operation . . . 


. to raise the standards 
to better customer and 


institutional man- 


agement as a whole has embarked on a gigantic program of 
expansion, remodeling and refurnishing of present structures and 


construction and equipping of new buildings. 
Evidence of this comes from all parts of the country and is con- 


reach the buying and specifying factors 
which make up the institutional field: 


Airlines ~ 


INSTITUTIONS Magazine and INSTITUTIONS CATALOG DIRECTORY 


© Hotels © Asylums, Municipal and 
State Institutions 


© Hospital 
rs ae * Restaurants and Cafeterias 
© Army, Navy and 
* Colleges and Universities Government Institutions 
© Industrial Cafeterias and © Office and Public Buildings 
Restaurants © YMCA's and YWCA's and 
© Jobbers, Dealers, and YMHA's 
Distributors * City and Country Clubs 
* Steamship Lines and © Utilities 
Shipyards © Architects, Engineers, 
© Railway Systems Decorators and Designers 


Other Institutions 


in the following institutions 


Kaiser-Frazer Drops 
Winchell; Jergens 
May Sign Him Again 


New YorK—There is no shortage 
of bidders for Walter Winchell’s 
news commentary, which will be 
available to advertisers after Dec. 
31 when his contract with Kaiser- 
Frazer Corp. expires. 

William H. Weintraub Co., the 
automobile manufacturer’s agency 
for the show, is eager to keep the 
top-rating newscaster on its pro- 
gram list and is pitching him to 
other clients. Sponsored by An- 
drew Jergens Co. for 16 years be- 
fore he was bought by Kaiser- 
Frazer as cf Jan. 2, 1949, Mr. Win- 
chell is under contract to the 
American Broadcasting Co., which 
guarantees him $10,000 weekly on 
a 52-week basis. 

ABC put Mr. Winchell under 
contract in June, 1948, when news 
of his pending sponsor switch 
leaked out, to make him immune 
to golden offers from competing 
networks. 


s To get the Broadway columnist 
last fall, Kaiser-Frazer outbid P. 
Lorillard Co., reportedly raising 
the ante to $650,000 yearly. Lennen 
& Mitchell again is “very much 
interested” in the Sunday night 
program—but not necessarily for 
Old Gold, which is well pleased 
with its current radio-video fare 
However, all negotiations were in 
the early discussion stage last 
week. First name mentioned as 4 
possible buyer by radio row’s 
rumormakers was WW’’s old spon- 
sor, Jergens. 

Kaiser-Frazer, whose sales and 
production for 1949 are running 
below the °48 figures, did not in- 


firmed in the latest survey conducted by INSTITUTIONS Magazine 
among 40,000 mass feeding and mass housing establishments. 
Actually upwards of $9,000,000,000 has been ticketed for projects 
now planned or under way during the current year. This money 
will be expended on products that fall in hundreds of categories, 
the major classifications of which are listed below. 

Here is a market of tremendous proportions which is actively 
and constantly in motion. It’s a market that is ready and waiting 
right now. This is the market which is served 


for your products... . 


PLANNED INSTITUTIONAL 
EXPENDITURES FOR THE 
NEXT 12 MONTHS 


eee 


eee es ate ee we eee eee a eee OF 


8 Snptitutions 8 


; Sps| 
‘ | 
CATALOG DIRECTORY 


in all its phases only by INSTITUTIONS Magazine and INSTITU- 
TIONS CATALOG DIRECTORY. 
the many ways in which these publications can serve you . . . if 
you want to know how you can obtain your full share of business 
we urge that you Consult Your Adver- 


If you are not familiar with 


in the institutional field. . . 
tising Agency without delay. If you do not have an advertising 


agency write direct. ’ 


MAJOR PURPOSES FOR WHICH THIS $9 BILLION IS BEING SPENT 


MAINTENANCE Chinaware, Silverware, RE-EQUIPPING 
and REPAIR Napery Fire and Safety 
Paint Bedding and Towels Equipment 
Floor Cleaning Business Machines Kitchen and 


Laundry Equipment 
Refrigeration 


Equipment and Supplies Office Equipment 


Maintenance Chemicals 


Maintenance Machines REMODELING Intercommunication 
Heating NEW CONSTRUCTION 

REFURNISHING Air Conditioning Constryction 

Furniture Plumbing General Furnishings 

Draperies Lighting Food Service and 

Carpeting Structural Changes Other Mechanical 


Lamps Elevators Equipment 


dicate its reasons for discontinuing 
network radio. 

However, the company report- 
edly feels that it must emphasize 
local activities designed to meet 
specific situations arising because 
of distributor or dealer difficulties 
or economic factors. In each case, 
the advertising will be directed to 
meet a particular need. There was 
no displeasure with Mr. Winchell, 
who did a “terrific job of sc'ling 
automobiles.” 

The rapid fire commentator, @ 
radio regular since 1929, has Dee! 
featured on every major AM net 
work except Mutual. 


Beacon Wax Sues Dealers 

Beacon Wax Co., Bostor 
brought a $2,000,000 suit a 
40 New York dealers, chi 
them with reducing the sta 
price of Beacon wax. It is s 
be the largest suit in the h 
of the Fair Trade Act. 


IF Pet USE CAR CA 
for FREE Samp 


“CARDISPL 


UNIQUE POINT-OF-SA 
~CAR-CARD HOLDER 


CARDISPLAY CO. 


1004 MARQUETTE AVE., MINNEAPOLI 
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Manufacturers and Bankers are 


"Solid for the South!” 


Ask leading manufacturers and bankers! Ask Southern wholesalers 


and retailers! You will get a solid vote of confidence in the future di ; 


of the rural South. Southern farm families are a huge, new, up- 
and-coming market no advertiser can afford to overlook today! 


“Diversified farming is rapidly 
replacing the single crop system 
throughout the South.This means 
more livestock and livestock prod- 
ucts... better cotton and tobacco 

. richer and more abundant 
pastures... larger yields of corn, 
hay and other foodstuffs . . . less 
debt, more wealth and _ higher 
standards of living.” 


C. W. BAILEY 

President 

The First National Bank of Clarksville 
Clarksville, Tennessee 


“The rural South is making tre- 
mendous strides in business pro- 
gress, offering continuously in- 
creasing opportunities to build 
new sales records. We are both 
optimistic and confident in the 
future of the South as a market. 
Farm families of the 14 Southern 
states are extremely important 
customers in our business.”’ 


J. A. McILNAY 
General Sales Manager 
RAY-O-VAC Company 


“Record - breaking increases in 
depositsin country banks through- 
out the South during the last 
decade reflect the strong economic 
position enjoyed by Southern 
farm families. Soil conservation, 
crop diversification and farm 
mechanization and electrification 
are bringing a newera of prosperity 
to the rural South.”’ 


Cc. M. MALONE 

Vice Chairman of the Board 
The Second National Bank 
Houston, Texas 


eg 
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“Weare reallysolid for the South! 
Our Southern region has consist- 
ently led in home freezer sales 
since the war and we expect our 
greatest rural expansion in the 
South. What other region holds 
such promise? To sell this great, 
new Southern farm market, we 
believe The Progressive Farmer 
has what it takes!”’ 


R. V. NEWBELL 


Advertising Manager 
Deepfreeze Division 
Motor Products Corporation 
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MORE THAN $2 MILLION was invested in 
advertising in The Progressive Farmer 
in the first half of 1949. During that 
period, The Progressive Farmer led 
every sectional farm magazine in the 
U. S. in advertising revenue—leading 
the second Southwide farm magazine 


by more than 2 to 1. 


Your advertising in The Progressive 
Farmer is your one best route to sales 
in the prosperous rural South. More 
Southern farm families read more ad- 


vertising in The Pro- 
gressive Farmer than in 
any other publication. 


SIRMINGHAM + RALEIGH + MEMPHIS + DALLAS » NEW YORK + CHICAGO - EDW. S$. TOWNSEND CO., SAN FRANCISCO, tOS ANGELES 
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Kreisler Names Beekman 

Seymour L. Beekman has been 
appointed salés manager of the 
newly created men’s jewelry divi- 
sion of Jacques Kreisler Mfg. 
Corp., North Bergen, N. J. 


Miss Wultt Opens PR Oftice 


Marianne Wulff, former adver- 
tising manager of Associated Music 
Publishers, New York, has opened 
a public relations office in Cleve- 
land. 


BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 


where they buy. No wetting . . . they're 
STICKY... they sell anywhere. Printed to 
your order. Millions sold. Write MARK'- 
ANDY, Inc., Dept.AAl, St. Lovis 22, Mo. 
for details, samples. Do it, today! 


Ten-Man Team to 
Help Spur Sales 
of British Goods 


Sales Execs Told Most 
Leading Manufacturers 
Will Boost Sales Staffs 


WaASHINGTON—Directors of the 
National Sales Executives agreed 
last week to send a ten-man team 
to England and Scotland next Feb- 
ruary and offer industries there 
a few tips on how to boost sales in 
the United States. 


As part of the plan to stimulate 
British trade in this country, and 
build up Britain’s dwindling dol- 
lar supply, a group of British 
salesmen will journey to the 
United States next spring for a 
first-hand inspection of markets 
and U. S. sales techniques. 

Robert A. Whitney, president 
and headquarters office director 
of National Sales Executives, re- 
vealed plans for the trip to Brit- 
ain following a two-day meeting 
of the board of directors here. 
British executives had suggested 
the trip, and the interchange of 
sales groups, Mr. Whitney ex- 
plained, may eventually result in 
establishment of an Anglo-Amer- 
ican Council on Distribution. 


gs This council would be similar 


to the U. S.-British Council on 
Productivity. The productivity 
group, aided by the Economic Co- 
operation Administration, has been 
helping British industries improve 
production methods. 

The Incorporated Sales Mana- 
gers Association, British organiza- 
tion of sales executives, has been 
urging Sir Stafford Cripps, chan- 
cellor of the exchequer, to back the 
proposal for a joint Council on 
Distribution. The proposed council 
has won the support of ECA, 
Treasury Secretary John Snyder 
and business leaders in this coun- 
try. William Benton, former agen- 
cy chief and now chairman of En- 
cyclopaedia Britannica Inc., in a 
talk before the American Chamber 
of Commerce in London last sum- 
mer (AA, June 6), also urged crea- 
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North Dakota has that ‘‘come-hither"’ look, too 
advertiser who wants to tell his story in a market having 
the highest per capita income of any farm state. To reach 
this market most effectively at lowest cost, use the NORTH 
DAKOTA DAILIES -- with a combined circulation of 133,000 


reaching nearly 90% of all rural, small town and city homes. 


THE NORTH DAKOTA DAILIES | 
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tion of an Anglo-American grou) 
on distribution or merchandisinz 
as a kind of two-nation “coopera- 
tion in competition.” 


s Faulty sales techniques on the 
part of British manufacturers and 
distributors, not high prices, have 
prevented them from selling more 
in U. S. markets, Mr. Whitney 
declared. 

The British sales executives 
coming here next spring, he saic, 
will exhibit products which are 
available for manufacture, under 
license, in this country. 


ws Six out of ten leading manu- 
facturers in four major fields plan 
to increase their sales forces dur- 
ing the remainder of this year, 
Arthur H. (Red) Motley, chairman 
of National Sales Executives, and 
publisher of Parade, said at the 
joint meeting of the NSE board 
and government officials. 

The estimate, Mr. Motley said, 
is based on preliminary results of 
a survey of business prospects be- 
ing made by NSE and covers 30 
major companies in the home ap- 
pliance, proprietary drug, office 
equipment and processed food in- 
dustries. 

Two-thirds of the companies ex- 
pect to increase sales volume dur- 
ing the remainder of this year, 
Mr. Motley said. One-sixth predict 
they will hold their own; one- 
sixth expect a drop in volume. 
Among appliance companies the 
median expected increase is 30%. 
Over-all processed foods expect 
a gain of 5%, proprietary drugs a 
gain of 12%, and office equip- 
ment a loss of 4%. 


ws In general, Mr. Motley said, 
indications are that appliance com- 
panies will increase sales forces 
by 12% in the next four months; 
processed food companies expect 
to show a 13% increase; office 
equipment firms a gain of 5%, 
and proprietary drugs an increase 
of about 1%. 

Compared with a year ago, 63% 
of the companies surveyed have 
augmented their sales staffs. The 


median increases cited are 20% 
for appliances, 20% for office 
equipment, 18% for processed 


food, and 2% for drugs. 

None of the reporting companies 
has cut its sales force, nor plans 
to do so, Mr. Motley said. 

Sales budgets are higher than a 
year ago in 74% of the reporting 
companies and unchanged in the 
other 26%. The median increase 
for food and appliances is 18%; 
for drugs and office equipment, 
10%. 

“The general optimism and ex- 
pansion of sales forces reflected 
in these results seems to hold in 
most other lines of industry 
covered, where our data are not 
complete enough for commodity 
classification,” Mr. Motley said. 
“We covered in our survey the 6 
to 12 largest producers, in volume 
of sales, in 12 major lines of in- 
dustry. Complete results should 
be available within . the next 
month.” 


Peter Pace to Junger Agency 


Peter Pace Salon de Coiffeur, 
New York, has placed its d-rect 
mail and fashion magazine ad cI- 
tising with Mort Junger Adve'tis- 
ing, New York. 


Throughout the U.S.A, the best-nf 
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me ap- Signing up for an ; ges of Cardinal Food Stores advertising to appear exclusively in 
- the Chicago Tribune is A. B. Bryan, (right) vice pres. and comptroller, Sprague Warner div., 
office Consolidated Grocers Corp. Looking on are (1. to r.) G. O. Fossler, acct. exec., Weiss and Geller 
ood in- adv. agency; W. H. Reilly, adv.-sales promotion mgr., Sprague Warner, and L. W. Jacobsen, 
Chicago Tribune gen. adv. staff. Since September 10 last year, this voluntary chain of 600 mem- 
nies ex- bers has placed a full page of its offerings before Tribune readers every Friday. 
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“With ‘back-to-school’ promotions and favorable 
weather, week to week comparisons showed better 


go, 63% 


2d have § Eight trucks were adcquate for Chicago deliveries of New Era Potato than seasonal (department store) sales gains through- 
ffs. The § Chips last year before the firm launched its newsprint color page campaign out the district. Chicago led with an increase of 21%, 
re 20% in the Chicago Tribune. By the time the fourth color page had appeared reported the Federal Reserve Bank of Chicago on 
. : on Sept. 1, with no other advertising whatever, the new demand was August 25, following publication on August 14 of the 
* office keeping 29 trucks busy. Part of the new equipment is shown above. Chicago Tribune's ““Back-to-School”’ supplement con- 
rocessed | Mitchell-Faust is the agency. taining more than 45,000 lines of advertising from 58 
Chicago retail stores. 
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| should & yy, re than 93,000 persons jammed Chicago’s Soldiers’ Field stadium the night of August 12 to see the 16th annual All-Star football 
e «neXt B game sponsored by the Chicago Tribune Charities Inc. 
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x nights later on August 20, the stadium again was filled with Chicago Tribune readers who had gathered to see and hear the 


annual Chicagoland Music Festival sponsored by Chicago Tribune Charities Inc. 


OR GREATER SALES IN CHICAGO, ADVERTISE IN 


“Since June, our 14-line want ads in the Chicago Tribune offering brick homes in Arlington 
Heights have produced 17 sales for a total of $286,450 worth of business,”’ reports Leonard W. 
Besinger & Associates, Inc., Park Ridge, Ill. “In one week, our Tribune ad sold nine houses.” 
Shown above are some of the 17 houses. 


As a gag, Chester Gould, creator of Dick Tracy, has marked 
off in the yard of his home near Woodstock, Illinois, a grave- 
yard, complete with headstones identifying the 16 fictional 
scoundrels outwitted by the detective in the past 17 years. 
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General Mills, five days a week, Monday thru Friday, keep 
before Chicago Tribune homemakers the chatty, highly per- 
sonalized messages of Betty Crocker timed to capitalize each 
day’s varying pantry needs. Launched Jan. 17 in the Chicago 
Tribune, the series of 200 x 2 col. ads placed by Knox Reeves 
Advertising, Inc. notched its 180th insertion Sept. 16 for 
a total of more than 36,000 lines. 


THE CHICAGO TRIBUNE 
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Gresham Succeeds Fleener 
in White Motor Division 


N. O. Gresham, formerly whole- 
sale manager of the Kansas City 
region of White Motor Co., Cleve- 
land, has been appointed sales 
manager of the wholesale divi- 
sion in Cleveland, succeeding Lon 
A. Fleener, who becomes regional 
manager in Kansas City. 

Before joining White, Mr. Gres- 
ham spent more than 20 years with 
Firestone Tire & Rubber Co., Ak- 
ron. 


Crosley Names MacDonald 


H. M. MacDonald has been ap- 
pointed director of sales of Cros- 
ley Motors Inc., Cincinnati. Stan- 
ley E. Kess has been named vice- 
president in charge of sales. 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 

BIRTH LISTS EXCLUSIVELY 

for the past 55 years. 

90 Fifth Ave., New York 11 
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Ayer Commission 


Cut; Professor's 
Book Tells Why 


(Continued from Page 1) 
actually a very detailed and docu- 
mented study of N. W. Ayer & Son 
from 1869 to 1949, from its incep- 
tion as one of the world’s first ad- 
vertising agencies to the present 
time when it is one of the world’s 
largest. The original edition was 
reviewed in AA, Oct. 2, 1939. 


s The commission basis is dis- 
cussed in great detail in two chap- 
ters. They relate Mr. Ayer’s entry 
into the agency business and 
his growing dislike for the man- 
ner in which agents (before 1890) 
competed for advertising, and how 
he changed his basis to the “open- 
contract-plus-commission” 
later adding the “open-cgntract- 


plan, 


without-commission” plan in which 
no set commission was fixed, but 
in which Ayer represented the 
client and not the media. The lat- 
ter plan gradually wormed its 
way out of the Ayer picture and 
the commission plan remained 
fixed. 

As the advertising business grad- 
ually stabilized, other agencies 
adopted the practice of charging 
15% of the gross as compared to 
Ayer’s 16%4% of the net. Actually 
both methods resulted in approxi- 
mately the same charge to adver- 
tisers, since Ayer’s slightly lower 
charge for buying space and time 
was balanced by a slightly higher 
charge for preparation and pro- 
duction costs. 


s Professor Hower explains cur- 
rent Ayer thinking by pointing to 
the fact that television show pro- 
duction costs often equal 70% or 
80% of the entire cost of the pro- 
gram. Under their 1624% commis- 
sion basis, Ayer felt that it was 
“quite unintentionally penalizing 
the advertiser.” 


Pisa on 


Advertising Age, September 19, 1949 


Thus, no ionger could the agency 
claim that it employed a uniform 
system of charges without regard 
to the media involved, a second 
basic Ayer policy. The one solu- 
tion to that problem was the 
change in the method of compen- 
sation. Thus Ayer has now adopted 
the predominant system of charg- 
ing advertisers. Ayer now adds 
15% across the board, instead of 
the traditional Ayer commission of 
16%4% on the net. 


w Ayer executives had considered 
retaining the 16344% on commis- 
sionable media and 15% on other 
expenditures. But clients con- 
sidered that method a little con- 
fusing and even difficult to ex- 
plain. 

However, Professor Hower 
points out that at the turn of the 
century, when the Ayer method of 
charging commission on net costs 
was adopted, commissions were 
not standardized. Commission rates 
of 15% have been standardized for 
a quarter of a century now. 


The author also delves into 


72 pages, cloth bound, good paper, 82 x 11, 15 


Advertising 


_ 


Send now for your copy of this informative, 


up-to-date HAND BOOK 


= book will help you buy better advertis- 


ing typography (and 


readers) for the advertising dollars you spend. 

Wisely, the advertising typographers reason 
that the more you get for your investment with 
them, the firmer their business is built. 

They constantly see their customers using 
up costly time (which is money) by 
ing” copy to them without adequate or thor- 
oughly thought-out instructions. 

So they hope that this book will tell their 
patrons a few things about typographic prac- 
tices and about allied processes of engraving, 
electrotyping, printing processes, etc., which 
will help cut down their production costs. 

They know that an advertisement which, by 
virtue of its superior typography, is read by 
1,000,000 people, is a better buy than the same 
advertisement in the same space which is read 
by only 300,000 people. And these typogra- 
phers feel better when they see you getting the 
1,000,000 people to which you are entitled. 


Advertising Typographers Association 


Executive Offices, 461 Eighth Avenue, New York City 1 


consequently more 
clarity. 


“shoot- 


dandy! 


of America, Inc. 


These men or organizations are definitely not 
in the business of setting “pretty ads.” 
they are not blind to the commercial appeal 
of typographic beauty, their real goal is read- 
ership. Fortunately, for the more aesthetic 
among them, it happens almost invariably that 
clarity produces beauty and beauty produces 


Every Advertising Man Should Have a Copy 
This book is neither a book on mechanical 
processes, nor a book on typographical “‘art.”’ 
If it helps you to a better understanding of 
mechanics in the graphic arts field, fine and 
If it helps you produce more artistic 
results, swell! But its essential desire is to help 
you to produce more dynamic advertisements, 
typographically speaking, with greater under- 
standing, and for fewer dollars. 

Send $2.50 check or money order today for 
a copy to Mr. Albert Abrahams, Secy., 
Advertising Typographers of America, 461 
Eighth Ave., New York City, today. 


* Albert Abrahams, Executive Secretary 


Typographers 


chapters, “ Mechanics Uf tapes. * “Easy to 
Read,” ‘Characteristics of Typefaces,’ “* Layouts,” : : 
“Saving Moneyon Typography, Proofreading,” Assoc lation 
“Printing Processes,’ ‘‘Photo-Engraving,”’ ‘How s 
to Get Better grees so. gd " etc. A wel prepared of America, Inc. 
comprehensive textbook for novice or professional nce © 
advertising people. The Akron Typesetting Co. 
ATLANTA, GA. 


Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 
BOSTON, MASS. 

ow Berkeley Press 


. G. McMennamin 


AAD. N. Y. 

Axel Edw. Sahlin Typographic Service 
CHICAGO, ILL. 

. M. Bundscho, Inc. 


Faithorn Corp. 


Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Co. 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stowall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 


The A. B. Hirschfeld Press 


DETROIT, MICH. 

The Thomas P. Henry Co, 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 


The Typographic Service Co., Inc. 
KALAMAZOO, MICH, 

Claire J. Mahoney 

LOS ANGELES, CAL. 


William Carnall 


The House of Hartman 
LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Arrow Press 


George F. Wamser, Typographer 
MINNEAPOLIS, MINN, 


While 


Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 

Acias Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 

year 4 Typogmopnecal Service, Inc. 


T. Edwards Typography, Inc. 


Seapine State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 


Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 

Frederic Nelson Philli s, Inc. 
Royal Typographers . 

Frederick W 


Schmidt, ee. 


Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 


Typographic Service Co. 


Vanderbilt vacmgen Typo hy, Inc. 
Kurt H. Volk, Inc. _— 
NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

John C. Meyer & Son 

Walter T. Armstrong, Inc. 
Progressive Composition Co. 
Alfred J. Jordan, Inc. 
Typographic Service, Inc, 
PORTLAND, ORE. 


Paul O. Giesey 


ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 


SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 
SEATTLE, WASH. 


Martin & Pettitt, Inc. 
Frank McCaffrey’s Acme Press 


binding agreements for a year be- 
tween the agency and the adver- 
tiser. 

“Even this length of time,” he 
writes, “is barely sufficient to al- 
low an agency to analyze an ad- 
vertiser’s problems, to plan and 
launch an advertising campaign, 
and to show some results.” 

He likens an agency to a phy- 
sician who should be allowed to 
diagnose and treat an illness in 
his own way before another doc- 
tor is called in. 

“Few advertising agencies, how- 
ever, have had the courage to in- 
sist upon this consideration,” he 
added. 

Echoing critics of present re- 
muneration methods, the autho: 
declares that this problem is one 
confronting the entire industry and 
not just one agency. 

“It is not a new problem by 
any means,” he writes. 


s Professor Hower, of the Har- 
vard Graduate School of Busi- 
ness Administration, started to 
write “The History of an Adver- 
tising Agency” as a history of the 
Ayer agency. However, he dis- 
covered that in order to carry out 
his mission he was compelled to 
study the whole development of 
modern advertising and why ad- 
vertising agents—once scornfully 
described as “drummers” in the 
era immediately following the 
Civil War—succeeded in building 
today’s billion-dollar industry. 

The author tells how the agency 
commission system started, the 
old days of woodcuts and smudged 
black type heralding the newest 
wasp-waisted corset, and the fam- 
ous struggle in 1879 for a thresh- 
ing machine account and how the 
latter produced the first known 
market survey. He describes the 
origin of agency copywriting de- 
partments—the Uneeda Biscuit 
campaign of 1899 which took the 
open cracker barrel from the na- 
tion’s stores and introduced pack- 
aged foods. 

Hower also brings into his doc- 
ument the rise of institutional 
advertising following the insurance 
scandals early in the 20th Century, 
tracing advertising history through 
the first cat’s whisker squalls of 
commercial radio and then the 
sudden rise of television. 


Lockwood Journal Co. 
to Issue New Directory 


The 1950 annual edition of 
“Lockwood’s Directory of the Pa- 
per and Allied Trades” will be out 
this fall. The 1,400-page directory 
contains data on the paper and 
pulp mills of the United States, 
Canada and Latin America; manu- 
facturers of machinery, equipment 
and supplies; converters of prod- 
ucts made from paper, cardboard, 
etc. 

It is published in two editions— 
the full regular edition and the 
pocket-size Traveler’s edition, con- 
taining only the reports of the 
paper and pulp mills and the re- 
ports of the converters. The direc- 
tory, published by the Lockwood 
Trade Journal Co., 15 W. 47th 
St., New York, is available a‘ $9 
a copy if ordered before Nov. 3v. 
or $10 after that date. 


Borden Appoints Picard 

Picard Advertising Co. New 
York, has been named by Bo den 
Co. to handle the advertising © 
its Tykor Products division. 


THERE'S NO FIN 
ARTIST'S BRUS 
ANYWHERE ! 


‘CRAFIINT 


SERIES "A" GENUINE RED S<8L! 
| WATER COLOR BRUSHES . 


are scientifically made of self 
the finest imported red sab!¢ 
hairs . . . Fits the hand - | 
fectly— Forms a perfect © edie 
point. Available in ten »\7* 


At your dealer or write die! 


THE CRAFTINT MFG. ©° 
1615 Collamer Ave., Cleve. 0 
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lov. 30, advertising. During the first six months of 1949 through all classifications—General, Department 
the Los Angeles Times carried 3,861,828 more Store, Total Retail and Classified advertising. 
lines of advertising than its nearest competitor The Times leads in advertising volume and 
and showed a gain of 28.2% over the same per- progress in the nation’s third largest market 
iod a year ago. This is the greatest gain of any because The Times leads in results. 
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FACTORY PRESENTS A SIGNIFICANT SERIES OF ARTICLES: 


"BEAR DOWN ON 


WHICH STARTED IN FACTORY, MAY 1949 AND IS ALREADY 


* * . * * * 


NOW — 

WHEN THE NEED IS GREATER THAN EVER BEFORE 
FACTORY ’s readers are using the most carefully considered and com- 
prehensive editorial program that FACTORY has yet undertaken. Keyed 
to the theme of “BEAR DOWN ON PRODUCTION COSTS,” this series 
was started in FACTORY’s May 1949 issue and has already achieved 
widespread and enthusiastic reception. 


NEARLY A YEAR IN PREPARATION 


SINCE EARLY LAST SUMMER, FACTORY ’s enlarged editorial staff has 
combed industry to find the exceptional plants . . . the men who have 
achieved successful results . . . to provide a MANUAL OF PROCEDURE 
to aid plant operating men meet their greatest challenge. 


THE COLD WAR 
THAT WILL BE FOUGHT IN AMERICA’s FACTORIES... 


For many years, plant management in American industry has concen- 
trated upon one objective only. It has raised total production to new and 
. astonishing peaks. But it has failed to budge productivity per man-hour 
from its 1941 level. 

Now, as competition is giving consumers an increasingly realistic con- 
ception of dollar value, industry faces the difficult task of maintaining or 
increasing volume of sales. As FACTORY’s publisher, ALFRED M. 
STAEHLE, said in an address at the Cornell University Plant Managers’ 
Conference on March 29, 1949 — 


“As a plant manager, how would you like to be faced with assuring 
your firm a profit at a price level 37% below your current prices?” 


SECTIONS IN FACTORY’S SERIES WHICH ARE ALREADY IN USE BY 
INDUSTRY’S PLANT OPERATING GROUP 


APPEARED IN MAY — 


HOW TO ORGANIZE FOR COST REDUCTION 


Presentation of a cost reduction program that can be applied by any company to 
any product. G. Z. Wollam, executive of Westinghouse Electric Corp., gives step- 
by-step procedure. 


APPEARED IN JUNE — 


SELLING EMPLOYEES ON COST REDUCTION 


Presentation of a procedure for dealing with employees to secure their support 
for cost-cutting. Authority is Fred Rudge, one of the nation’s leading consultants 
in the field of management-employee communication. 


APPEARED IN JULY— 


HOW TO CUT COSTS THROUGH BETTER METHODS 


Specific directions for carrying out a program. Authority is A. H. Mogensen, 
Consulting Editor of FACTORY, a leading consultant in the field of work simpli- 
fication and methods improvement. 


APPEARED IN AUGUST— 


MAKING THE BEST USE OF ELECTRICAL EQUIPMENT AND SERVICES 
A guide by which industry can follow the path to electrical economies, set down 


’ which was started in the May 1949 issue. 
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a * * * * 


No one can predict with certainty that 37% will be the exact extent of 
industry’s price drop. But it is an inescapable fact that 37% is the exact 
amount the Wholesale Price Index dropped from 1920 to 1926 — and there 
are significant parallels in the behavior of wages and prices in the periods 
following World Wars I and II. 


The pressure to lower the selling price of industry’s goods provides the 
greatest impetus for launching a full-scale attack on production costs with ~ 
all possible vigor. 


The great burden of meeting the challenge of this new cold war on manu- 
facturing inefficiency falls upon the shoulders of the same group that so 
ably met the challenge of the hot war — America’s PLANT OPERATING 
EXECUTIVES. 


It is not new for FACTORY’s readers—the principal plant operating 
executives of American industry — to seek the elimination of waste anc 
inefficiency as part of their daily jobs. Nor is it new for FACTORY to 
point the way to lower manufacturing costs. What is new, both to this 
publication and its readers, IS THE SIZE AND SERIOUSNESS OF THE 
CHALLENGE NOW PRESENTED. 


The program, which will appear as monthly sections, is the most compre- 
hensive editorial plan that FACTORY has yet undertaken. Its magnitude 
is in proportion to the size of the task. Extended treatment will be given 
one topic a month for at least a year, regardless of the number of pages 
or articles required. 


The thoroughness with which the entire “BEAR DOWN ON PRODUC- 
TION COSTS” program is being presented is indicated by the following 
detailed description of each section of FACTORY’s continuing series 


by G. A. Van Brunt, Associate Editor of FACTORY, an electrical engineer, a highly 
respected authority in the field. 


Reports from a large number of manufacturing plants cite cost-cutting results 
achieved in the use of capacitors, demand limiters, meters, protected motors, adjust- 
able speed drives, automatic controls and many other types of electrical equipment 


APPEARING IN SEPTEMBER — 
HOW TO LAY OUT THE PLANT FOR LOW-COST PRODUCTION 


Thorough exposition of the scientific approach to straight line production, wit! 
supporting evidence of cost reducing results. Analysis of the fundamental proce- 
dures involved in removing the obstacles to a straight flow of work. A series o 
typical examples of effective layouts now being used; comparison of new and olc 
arrangements; reports of cost-cutting achievements in the way of reduced floo! 
space; decreased overhead; less idle time for men and machines, 


APPEARING IN OCTOBER — ° 


ESTABLISH WORKING CONDITIONS THAT WILL INSURE HIGH PRODUCTIVITY 


Presentation of the physical factors that create employee satisfaction and a review 
of the methods of leading concerns for obtaining successful results. Numerous 
examples of successful employment of such aids as adequate light; proper ventila- 
tion and heating; modern sanitary, recreational and eating facilities, etc. 
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—-TO APPEAR IN FUTURE ISSUES: 
HOW TO ANALYZE PRODUCTION EQUIPMENT FOR OBSOLESCENCE 


A clear and concise description of the approach to replacement through the a,praisal 
of potential cost savings. How to determine the basic factors that underlie obsolescence 
in production equipment in any industry, by an engineering consultant specializing 
in replacement. 


HOW TO TRAIN EMPLOYEES TO WORK EFFECTIVELY 


A summary of what has been learned during both peace and war about training 
workers and supervisors, set forth by a specialist who has made training his principal 
work for the past several years. Examples of successful work and supervisory systems 
and programs that have increased capabilities and raised production. 


GETTING THE MOST OUT OF MECHANICAL EQUIPMENT AND SERVICES 


Exhaustive analysis of the relationship between the use of mechanical equipment and 
low-cost production in all phases of plant operations. Reports from plants in various 
manufacturing industries telling of economies from the proper choice and use of 
mechanical equipment and services. 


HOW INCENTIVES INSURE WORKER COOPERATION 


An expert summary and analysis of the principal methods of paying workers on incen- 
tive, plus proof of their effectiveness, discussed by a specialist who devoted full time 
to methods study and incentive application. The proof material will come from a 
group of manufacturing plants selected from a variety of industries, 


HOW MATERIALS HANDLING REDUCES COSTS 
How to determine the best methods for tying operations and departments together by 


proper transportation means and thus profitably integrating production. Starting point — 


is the transportation survey, covering the plant from receiving yard to shipping plat- 
form. Protitable and applicable examples of successful practice are given from varied 
industries and large and small plants, and cost savings are cited. 


HOW TO PLAN AND CONTROL PRODUCTION 


A compact, but far-reaching treatment of the fundamentals of this all-important sub- 
ject, also supporting proof material, by an executive of an internationally known 
management consulting firm which has made production planning and control its 
major function for more than twenty years. Cases from industrial plants, selected to 
illustrate the successful cost-saving use of the major kinds of control systems. 


KEEPING PLANT AND EQUIPMENT IN TOP OPERATING CONDITION 


A searching appraisal of the methods, procedures, and equipment maintenance men 
must use, and a codification of the information required for effective application. 


A -ymposium of what well-kept plants are doing, the services involved, and the equip- 
ment used, such as instruments and meters; floor conditioning equipment; paints and 
pa iting equipment; detergents and other cleaners. Among the functions involved are 
cl. ning, replacing, electrical servicing, painting, patching. 


T +se are some of the sections in FACTORY’s “Manual of Procedure.” 
 . completed series will approximate, when completed, a handbook of a 
t usand pages. It constitutes a guide to action to help industry “BEAR 
b WN ON PRODUCTION COSTS.” FACTORY has never offered a 
" e@ important series. Plant operating men never have had a deeper obli- 
ga on to follow the precepts that will be presented. 


rm WHAT THIS PROGRAM MEANS mn 
TO INDUSTRIAL ADVERTISERS 


1 \s program provides an outstanding opportunity for industrial 
‘ vertisers to directly aid industry and to materially increase the 
ctiveness of their sales efforts. 


‘ obvious that the men responsible for increasing industry’s produc- 
'y must seek information on methods and equipment which will enable 
‘m to carry out this program. By aligning their sales activities to what 
be the driving force in American industry, industrial advertisers have 


PRODUCTION COSTS” 


ONE OF THE MOST WIDELY DISCUSSED SUBJECTS IN INDUSTRY 


* * * * * * 


* * * * * 


WHAT INDUSTRIAL LEADERS SAY 
ABOUT FACTORY’S SERIES 


WALTER GEIST, President, ALLIS-CHALMERS MANUFAC- 
TURING COMPANY — “I think that this is a stimulating challenge 
and FACTORY Magazine has done a thoroughly careful analysis. 
It should prove helpful, not only to companies who have not as yet 
undertaken this job, but companies like ourselves who are already 
in the throes of it.” 


J. H. REDMOND, Asst. Mgr., Production Department, KOPPERS 
COMPANY, INC. —‘“May we congratulate you on your vision in 
preparing such a comprehensive and forceful program to meet one 
of our most pressing needs.” 


H. P. SCHRANK, Vice-President in Charge of Production, 
SIEBERLING RUBBER COMPANY—“FACTORY deserves hearty 
congratulations for this program. It is a fine contribution to American 
industrial management.” 


M. W. SMITH, President, THE BALDWIN LOCOMOTIVE WORKS 
—“‘Bear Down on Production Costs’ presents an effective program 
in a very interesting way.” 


HENRY J. KAISER, KAISER-FRAZER CORPORATION —“Con- 
gratulations to you for aggressively continuing a program on behalf 
of greater productivity that should make a real contribution to the 
progress of American Industry.” 


the opportunity, if not the responsibility, of helping industry meet its 
greatest challenge. 


At the same time unprecedented advertising attention can be developed 
by capitalizing on FACTORY’s theme “BEAR DOWN ON PRODUC- 
TION COSTS” and the high degree of reader interest FACTORY’s 
editorial content is creating. YoUR FACTORY REPRESENTATIVE WILL BE GLAD 


TO OUTLINE 1HIS PROGRAM IN DETAIL, AND TO COOPERATE WITH YOU IN 
GEARING YOUR ADVERTISING TO THIS THEME, 


A McGRAW-HILL PUBLICATION * 330 WEST 42nd ST., NEW YORK 18 
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Don’t Sell Radio Short 


We are inclined to believe that some advertisers who have success- 
fully used sound broadcasting over the years are exaggerating the im- 
pact of television on radio listening. Television is doing all right, and 
is steadily increasing its coverage. However, it is growing as an ad- 
vertising medium because of its demonstration of power in selling its 
relatively small audiences, and not because of any claim to full or 
substantial market coverage. 

Statistics regarding televiewing versus radio listening may not be 
conclusive, and may overemphasize the extent to which televiewing 
has taken the place of radio listening in television homes. It must 
be remembered, too, that television homes usually have several radio 
receivers and that when the kids are looking at a Western on tele- 
vision, dad may be listening to a newscast via radio. The large num- 
ber of automobile radios is another factor which provides a plus for 
the radio audience that has not always been properly evaluated. 

We think radio and television can be considered as two different 
types of media at present—one exiensive and the other intensive. 
Granted that television hits hard and does a great sales job, when 
properly used, on its audience, the number of people who can be 
reached and influenced by the new medium at this time is admittedly 
only a small part of the potential market at which most general ad- 
verlisers are aiming. 

There is plenty oi room for the growth of television without dis- 
turbing other media, including sound broadcasting. Duane Jones 
made this clear in his address a few months ago at the annual meet- 
ing of the Newspaper Advertising Executives Association, when he 
reported that recent studies have demonstrated that televiewing does 
not seriousiy affect newspaper reading. 

Radio is a mass medium, like newspapers, magazines and outdoor. 
It will be a long time, if ever, before teievision takes its place in the 
same category. In the meantime, it offers opportunity for a powerful 
Sales presentation which can be extremely heiptul in moving par- 
ticular segments of specific markets to action. 

But don’t sell radio short. 


How to Make Advertising Work 


Now that manufacturers and merchants have realized that this 
is a period when salesmanship is coming back into its own, when the 
persuasion of both the personal and the printed salesman is needed 
to create interest, desire and action on the part of buyers who have 
the money to spend but who want to be sure they are getting value 
for it, advertisers are relearning a lot of the good old fundamentals. 

One ol these is the need and importance of 1ollow-through, in the 
sense of making the most of advertising as part of a weil-rounded 
and integra.ed selling program. The oid idea that advertising alone 
can do the job is not very well accepted today, for most advertisers 
know that one of the greatest values of advertising is the increased 
enthusiasm and suppor: which it creates among the salesmen of the 
advertiser and those of his distributors and dealers. A lot of cam- 
paigns pay off even beiore they are printed or broadcast because of 
the extra energy generated by the sales organizations to which they 
have been presented. 

Big aavertisers, including those who have learned showmanship 
via radio and television, invariably stage their campaigns with dra- 
matic and effective presentations which stir their salesmen and send 
them out with renewed confidence in their house, their products and 
the power ol the advertising which supports them. 

But you don’t have to be one of the first 100 national advertisers in 
point oi expenditures to do a good selling job on your own organiza- 
tion in behalf of your advertising. When that is done, half the battle 
is already won—and the direct response to the campaign finds the 
selling job already well on the way to successful completion. 
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—Radio-Electronics 
“Junior won't monkey with those dials, he hates baths!” 


What They're Saying 


Grounds for Advertising 

One of New York’s larger ad- 
vertising agencies recently made 
the startling discovery that “Not 
all customers are friends.” It oc- 
curred to us that an even more 
heartbreaking fact is that not all 
friends are customers. It set up a 
train of thought, however, which 
can be very helpful to the coffee 
trade. At first we found it diffi- 
cult to imagine how or why any- 
one could be unfriendly to coffee. 
There is one thing, however, so 
obvious, it’s completely escaped 
our notice until now. The trouble 
is with the grounds. There’s no 
escaping it—cold, soggy, used up 
coffee grounds have absolutely no 
appetite appeal, no sex appeal, no 
glamour. They’re responsible for 
the settled opinion of many house- 
wives that coffee is a mess to make 
and that coffee-making makes a 
mess. The problem is so serious, 
we wouldn’t even mention it if we 
weren’t able to offer a solution. 
The answer is there, in the kitchen 
sink. 

Four women out of five are 
afraid to put coffee grounds down 
the sink. They shouldn’t be. We 
consulted all the authorities on the 
subject, and found unanimous 
agreement that coffee grounds are 
never responsible for the clogging 
of drains. We believe now that 
every set of brewing instructions 
should close with some such phrase 
as this: “To dispose of grounds, 
simply wash down kitchen sink; 
coffee grounds will not stop drain.” 
Of course, if the drain is already 
stopped, the grounds won’t go 
through, but neither for that mat- 
ter will water. We hope all coffee 
men who deal with newspapers 
will call the women’s page editor 
and pass this news along. We know 
most of them would be glad to set 
their readers straight on the sub- 
ject. The telephone’s right there, 
and it’s Monday morning—if you 
call her now, you'll feel better all 
week. 

—W. F. Williamson, in weekly news- 


letter of National Coffee Association 
of U.S.A. 


The Giveaways 

We never thought we'd be 
jockeyed into the embarrassing 
position of defending anything so 
obnoxious as the radio giveaway 
programs. But we’re rapidly being 
goaded into that unhappy position. 

As an occasional dial twister, 
we would applaud any constitu- 


tional device that would relegate 
“People Are Stupid” to oblivion, 
and would “Start the Music” 
flowing again. But we seriously 
doubt that any appointed com- 
mission of seven buréaucrats has 
authority to tell the radio audi- 
ence and the radio industry that 
people can’t be stupid if they en- 
joy it. 

We are reasonably certain that 
three members of such a seven- 
member board haven’t that power. 

We would sooner eat corned 
beef hash in a restaurant operated 
by a polio carrier than listen to 
one of these auditory abomina- 
tions. But the Chief Executive of 
the nation seems to approve of a 
manufacturer giving free Deep- 
freeze units to people who give the 
right answer to the question, “Who 
do you know?” 

Under the circumstances, we 
can’t make much sense out of it 
when a different branch of the 
government plays copper on an- 
other manufacturer who gives a 
Deepfreeze, an automobile, and a 
trip to Europe to someone who an- 
swers “I don’t know nothin’” on 
a radio quiz. 

The FCC professes to view with 
alarm the spectacle of the radio 
industry’s tossing out $10,000,000 
a year to simple people who an- 
swer simple questions. 

But the government, for whom 
the FCC works, is tossing away 
billions a year instead of millions, 
without even the formality of ask- 
ing any questions. 

This same government has 
stayed in office for 16 years on a 
cradle-to-the-grave giveaway pro- 
gram, promising new deals, and 
fair deals and square deals with 
five aces in every pack and a prize 
for everybody. 

If they’re going to crack down 
on giveaways, why not start at 


the top? 
—Editorial in the Chicago Daily News. 


Enough, Enough, Enough 


After months of issuing storm 
warnings, economic observers now 
are advertising that the rainbow 
ought to be in sight soon. Explana- 
tions are many and varied, but it 
seems to boil down to the fact 
that we have enough people mak- 
ing enough money to buy enough 
things to keep enough people 
working to make enough money to 
buy enough things. 


—S. O. Kaylin, editor, administration 
editions, Chain Store Age. 


Rough Proofs 


If an agency executive has just 
lost an advertiser who provided 
his sole visible means of support, 
would it be proper to refer to him 
as a no-account man? 


“TV sponsors spending more for 
same shows,” headlines the world’s 
greatest advertising journal. 

Nothing succeeds like success, 
the talent always says. 


Practically all of the safety ra- 
zor manufacturers are now offer- 
ing trick dispensers for their 
blades. Have he-men Americans 
given up cold on their long strug- 
gle with cellophane wrappers? 


The John Wanamaker union of 
retail clerks has started an ad- 
vertising campaign boosting the 
store, showing that there is at 
least one union in the U.S.A. 
which knows which side its bread 
is buttered on. 


“Mature man, 1949 graduate” 
with an M.A. from the University 
of Missouri wants an editorial or 
advertising job. These kids with 
brand-new B. A. degrees will have 
to ripen on the vine. 


A Packard dealer ad in a New- 
burgh paper carried the slogan, 
“When better automobiles are 
built, Buick will build them.” 

Isn’t that carrying commercial 
candor a bit too far? 


A correspondent intrigued with 
the idea that hosiery makers are 
campaigning against bare-legged 
women comes up with the thought, 
“Women look a lot better—stock- 
ing their assets.” 


Detroit reports that the idea, 
“There’s a Ford in your future,” 
is now going to be sold to the bes! 
salesmen ever introduced to the 
automotive field. 


“Pall Mall’s greater length fi'- 
ters the smoke on the way to your 
throat,” but what happens to the 
greater length after the first fev 
puffs? 


Coca-Cola and Deepfreeze a ° 
using advertising space in AA 0° 
remind all and sundry of the co - 
rect use of their trademarks. 

Come on in, boys, the wate 5 
fine. 


“A forecast of rain,” a Weatl © 
Bureau story says, “tells a taxic » 
fleet operator that his servic ‘ 
will be in demand.” 

And also warns an umbrel! - 
less pedestrian that he probal y 
won’t be able to get a cab. 


Copenhagen snuff is being 4 ‘- 
vertised outdoors in metropolit " 
markets, probably with the <> 
surance that nobody today is lil °- 
ly to sniff at it. 


Copy C'8. 
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Colorgravure Magazine 
First Issue September 11th 


NOW ... “TODAY”—A real magazine, goes 
into every Sunday Inquirer home... more 
than 1,100,000 families! 

And a REAL MAGAZINE it is. Edited by 
a magazine staff. Brilliant full color. Every 
popular editorial feature and department... 
fiction, food, fun, interior decoration, com- 
plete novel. Printed on magazine presses. With 
a large page size that gives you vital room 
for selling power. 

Total circulation in the important 60-county 
3rd Federal Reserve District (approximately 
Philadelphia wholesale market) is larger than 
any 4 national magazines combined! That’s 
selling power, too! 


In today’s competitive market, you need 


Today. ee The Philadelphia Pnguirer SUNDAY MAGAZINE 


Pt yo ee ace eae Ree Re oe os SRA gr Ae” Bee Sa, he ei he ol 
:> PrP SEE ok AOR Tek yt e Re eee eee Nee 


NEW !/ 72 page Sunday 


Real-Life color sells for you in 
“TODAY’’...and in ROTOCOMICS 


Both are Sunday sections of THE PHILADELPHIA INQUIRER... 
printed in the world’s most modern rotogravure printing plant. 


WRITE TODAY FOR THE FIRST ISSUES OF “TODAY” 
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“Woman’s Day’ Joins 
Magazine Bureau 


New YorK—Woman’s Day Inc. 
has become a member of the 
Magazine Advertising Bureau. 
Jerry Ryan, vice-president and 
advertising director of Woman’s 
Day, will be that magazine’s rep- 
resentative on the bureau. 

This raises the list of MAB 
members to 18 publishers of 44 
consumer magazines with a com- 
bined circulation of 70,000,000 
average per issue. These maga- 
zines during the first six months 
of this year, MAB says, carried 
85% of all consumer magazine 
advertising. 

The membership of the Maga- 
zine Advertising Bureau is now as 
follows: 

American Home Magazine Corp.; 
Capper Publications; Conde Nast 
Publications; Cowles Magazines; 
Crowell-Collier Publishing Co.; 
Curtis Publishing Co.; Esquire Inc.; 
Farm Journal; Hearst Magazines.; 
McCall Corp.; Meredith Publishing 


ha 


t a world of 
difference a few 
miles do make! 


IT’S ONLY 24 miles 

from the heart of Long Beach, 
California, to Los Angeles’ 
city hall. But the reading 
preferences of the 

people of these two cities 

are poles apart! 

Long Beach newspaper 
readers are definitely outside 
the “effective influence zone” 
of the Los Angeles dailies. 
The greatest Long Beach 
readership of any Los Angeles 
paper is only 14 per cent, 
and the Press-Telegram 
duplicates 60 per cent of 
that! Which again proves that 
in Long Beach the Press- 

* Telegram is “The Paper 

the People Prefer!” 


Check the chart below 
for the full story! 


LONG BEACH PRESS-TELEGRAM 68 % 


2nd L.B. 
36°%e paper 


LOS ANGELES 
PAPER “A” 


LOS ANGELES 
PAPER “B” 


LOS ANGELES 
PAPER “C’ 


LOS ANGELES 
PAPER “D’’ 


(60% YA14% 
[51% YA". 


4% 
3%. 
BMS eae 


% of Long Beach 
ae newspaper audience 


YY % duplicated by 
YU. L. B. Press-Telegram 


(All figures from impartial survey 
by Publication Research Service, 
Chicago, Ill. 


OBVIOUSLY. in Lon 


Beach, gety Se 
Press-Telegram can 


o the job alone! 


Long Beach, California 


Co.; The New Yorker; Newsweek; 
Popular Science Publishing Co.; 
Progressive Farmer Co.; Street & 
Smith Publications; Time Inc; 
Woman’s Day Inc. 


Appoints Thomas Roberts 


Thomas C. Roberts, formerly 
with Stephen E. Fitzgerald Co., 
public relations, has joined the 
Association of Better Business 
Bureaus Inc., New York, as an ex- 
ecutive assistant to Victor H. Ny- 


Zippo Plans Biggest 
Drive for Lighters 


BraprorD, Pa.—Zippo Mfg. Co. 
will launch the largest campaign 
in its history to promote its com- 
plete line of pocket and table 
lighters, it was announced by G. 
G. Blaisdell, president. 

The campaign will break this 
month and continue through De- 
cember. Insertions ranging from 


borg, association president. 


full to quarter pages, some in four 


Advertising Age, September 19, 1949 


colors, will run in Coronet, Es- 
quire, Farm Journal, Field & 
Stream, Holiday, Life, Look, Sports 
Afield and The Saturday Evening 
Post. 

A special drive, using black and 
white half pages, will also appear 
during the fall months in Army & 
Navy Journal, Our Navy and U.S. 
Coast Guard Magazine. Addition- 
ally, a full-page campaign will 
run in jewelry, drug, hardware, 
tobacco and gift trade publications. 


Free mats, radio spots, counter 


cards and display stands will be 
made available to dealers. Geyer, 
Newell & Ganger, New York, is 
the agency. 


SKF Promotes Ogle 


Emerson D. Ogle, manager of 
the automotive and electrical sec- 
tion of the industrial department, 
has been named manager of the 
industrial sales department of 
SKF Industries, Philadelphia, man- 
ufacturer of ball and roller bear- 
ings. 
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169,605 TV Sets in Chicago 


The Electric Association, Chi- 
cago, reports that as of July 31 
there were 169,605 television re- 
ceivers installed and in use in the 
Chicago area. There were 161,799 
video sets on June 30. 


Semons Joins Blum Agency 


Miriam M. Semons, formerly 
an account executive of Van Diver 
& Carlyle, has joined Seymour 
Blum Advertising, New York, in 
the same capacity. 


‘Park East' Goes on Stands 


Park East, New York, for the 
first time in its ten-year existence, 
goes on newsstands with the 
September issue. Alexander Tail- 
leur is publisher and business 
manager of the magazine. 


Kahn Joins Weintraub 


Bernard D. Kahn, formerly 
copywriter for Al Paul Lefton 
Co., has joined the copy staff of 
—— H. Weintraub & Co., New 
York. 


News, Sports, Some 
Music Shows on AM 
Do Well versus TV 


New YorK—News, sports, and 
classical, concert and familiar mu- 
sic are the types of radio fare that 
manage to keep their audiences 
almost intact despite television 
competition. 

Hardest hit by TV are dramatic 
shows, popular music programs 


and quiz broadcasts. 

These are the conclusions 
reached by Station WOR after a 
study of a Pulse Inc. survey of 
listening preferences in radio 
homes compared with radio-tele- 
vision homes. Field work covering 
nine New York stations’ fare was 
made in June. 

“Dramatic shows which ac- 
counted for 34.5% of the audience 
in radio homes were particularly 
hard hit, attracting only 26.3% 
of the listeners in television 


What put the handeufs 
on Boss Tweed ? 


The Tweed Ring was all over the papers 
eighty years ago. 

Boss Tweed, head of New York’s 
Tammany Hall, came to symbolize 
civic graft and corruption. The Tam- 
many Tiger didn’t care what the papers 
said . . .in words. 

Then the New York Times attacked 
him with some virulent pictures drawn 
by one Thomas Nast. Many of the pic- 
tures portrayed Boss Tweed in prison 
garb. That got under his skin. 

“If my followers keep seeing me in 
stripes,’’ he thundered, “I’ll end up 
wearing them!” 


Tweed Ring lawyers offered the 
Times $5,000,000 to stop the attack. 
They offered Nast $500,000 to stop 
drawing the pictures. All in vain. 


Tweed, the target of an aroused pub- 
lic indignation, was forced to flee the 
country. Disguised as a sailor, he es- 
caped to Spain. But even there, the 
Nast pictures followed him. . . led to his 
identification, arrest and extradition. 


The power of pictures is well known 
to the editors of PARADE. Each week, 
this syndicated Sunday picture maga- 
zine enjoys about the highest reader- 
ship of anything in print. 


Starch says PARADE gets more readers 
per 100 copies than any other leading 
national magazine. PARADE says the 


reason is its choice of pictures . . . which 
strike closer to the universal interests and 
hopes of most people. 


Advertisers reap rich rewards from 
this reader-compelling picture power of 
PARADE, too, according to Starch. In 
his averages for all identical ads over a 
two-year period, PARADE ranks first 
in readers per dollar with 324 of the 376 
ads appearing in PARADE and other 
syndicated Sunday Magazines . . . first 
with every one of the 237 ads appearing 
in Weekly and Women’s Magazines. 


That’s a picture you just can’t escape 
when it comes to readership for your 
advertisements. More people read 
more about what you have to sell when 
you pick PARADE. 


You ought to be in pictures in 


The Sunday Picture Magazine 
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homes,” Robert M. Hoffman, 
WOR’s research director, pointed 
out. 

Mr. Hoffman said the report— 
the second made by the station 
in an effort to determine TV’s ef- 
fect on radio’s audience—‘“cannot 
be used as predictive research, but 
merely to emphasize the June, 
1949, picture.” 


Continental Names Johnson 


C. Wheeler Johnson, vice-presi- 
dent in charge of distributor sales 
and service, has been named to 
supervise the advertising of Con- 
tinental Motors Corp. He succeeds 
Nat W. Hopkins, who resigned to 
form an advertising and public re- 
lations agency with Glenn H. Cum- 
mings. The advertising department 
of Continental will be moved from 
Detroit to Mr. Johnson’s head- 
quarters in Muskegon. 


NAEA Sets January Date 


The Newspaper Advertising 
Executives Association will hold 
its annual convention Jan. 23-25, 
1950, at the Edgewater Beach 
Hotel, Chicago. 


Everywhere you look 
it’s EXCELLO Printing! 


e PRINTED BETTER 
e PRINTED QUICKER 


e PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


,xceL.o Press... 
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Appoints Ninke Hart 


Woman’s Home Companion has 
appointed Ninke Hart as merchan- 
dise editor. She was formerly a 
copywriter for Textron Inc., and 
before that was with Dorland In- 
ternational and W. T. Grant Co. 


Names Dunay Agency 


Bloomfield Co., Cleveland, man- 
ufacturer of women’s clothing, 
has appointed Dunay & Rader, 
New York, to handle advertising 
in fashion magazines, business 
papers, and by direct mail. 


Beecher to Berke Bakeries 


Michael J. Beecher, formerly 
an account executive with Reiss 
Advertising, New York, has been 
appointed advertising and sales 
promotion manager of Berke Bak- 
eries, New York. 


Meisenzah! Names Rumrill 

Charles L. Rumrill & Co., Roch- 
ester, N. Y., has been named to 
handle the advertising of Meisen- 
zahl Food Products Inc., Rochester, 
maker of macaroni and spaghetti 
products. 


MEMO TO GIFT 
MANUFACTURERS: 


tell your 
gift buying 3 


story to 


950,000 ELKS 
who will 
“stop &F shop” 


in the 


NOV. AND DEC. 


assues of 


their fa vor ite 
fra ternal 
ma AZINE 


As givers of gifts, Elks rate high . . . it’s 


their fraternal nature. And Elks, with their 


median annual combined family income 
of $5,472.33 — twice the national aver- 
age — can afford to buy what they want. 


That's why you'll want to tell your sales 
story to 950,000 Elks in the special shop- 
ping sections of the November and De- 


cember issues of The Elks. Last year's 


advertisers reported excellent results, 


and there’s no reason why you shouldn't 


share in their success. But act fast. The 


November issue closes October 1st. 


YOU'LL SELL IT, 1F YOU TELL IT IN 


MAGAZINE 


NEW YORK « CHICAGO « DETROIT « LOS ANGELES 


BofA ‘Blue Book’ 
Explains Success 
of Varied Drives 


New York—The Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, has re- 
leased its 11th blue book ac- 
claiming the top 50 newspaper 
campaigns of 1948 and early 1949. 
Only one agency had three cam- 
paigns represented: Foote, Cone 
& Belding for Purex Corp., Ar- 
mour’s Dial soap and All-Year 
Club of Southern California. 

Agencies with two campaigns in 
the winners’ circle included N. W. 
Ayer & Son; Batten, Barton, Dur- 
stine & Osborn; J. J. Gibbons Ltd.; 
Joseph Katz Co.; Ketchum, Mac- 
Leod & Grove; Cline Advertising 
Service Inc.; J. Walter Thomp- 
son Co. and Walter Weir Inc. 

The bureau’s blue book varies 
from most other presentations in 
that the campaigns are selected 
for accolade not on a basis of art 
work, copy or production, but on 
the basis of documented results 
from newspaper advertising. 


s The grocery classification looms 
largest among the winners, with 
13 campaigns tabbed for inclusion. 
Automotive products accounted for 
seven; financial and insurance and 
industrial had four each. 

The campaigns varied widely 
in size—from Reinhart & Co.’s 14- 
line ads for “The Naked and the 
Dead” (Franklin Spier Inc.) to 
full pages. They varied in range 
from the Railroads Inter-Regional 
Advertising Committee (McCann- 
Erickson), which used every U. 
S. daily, to much smaller lists, like 
W. A. Haller Corp.’s test drive 
(through Walter Weir Inc.) in 
Pennsylvania. 

Seven of the campaigns intro- 
duced new products, and others 
were geared for unusual jobs, like 
Illinois Bell Telephone Co.’s effort 
to change numbers for 1,500,000 
telephones. 

The book details the problem 
leading to the campaigns, shows 
examples of the copy, and in many 
instances gives expenditure data. 


AFA Will Add Five 
New Clubs During 
Next Two Months 


New YorK—The Advertising 
Federation of America, which has 
chartered five new member clubs 
since June 1, expects to add five 
more during this month and Octo- 
ber. 

The Women’s Advertising Club 
of St. Paul and the Advertising 
Club of Des Moines received their 
charters from AFA President Elon 
G. Borton during June. The newly- 
organized club in Lubbock, Tex., 
and the Mobile Advertising Club 
joined last month. 

Clubs slated to join AFA this 
month and next include: The Ad- 
vertising Club of Greensboro, N. C., 
newly-organized clubs in Evans- 
ville, Ind., and Roanoke, Va., As- 
sociation of Advertising Men in 
New York, and the Advertising 
Club of the Providence Chamber 
of Commerce. 

AFA now has 97 senior advertis- 
ing clubs. 


Joins ‘Quick Frozen Foods’ 


Leslie G. Anderson has joined 
Quick Frozen Foods, New York, 
as vice-president and director of 
advertising. Associated with pro- 
cessing industries for the past 15 
years, he was field and district 
manager for F. W. Dodge Corp. 
from 1939 until this year. Before 
that he was district manager for 
the McGraw-Hill Publishing Co. 


Joins Albert Frank Agency 

Glen B. Winship, formerly a 
free-lance copywriter specializing 
in trust service advertising, has 
joined Albert Frank-Guenther 
Law, New York. 


Peggy Burleigh, assistant radio time buyer for the Olian Advertising 
Co.’s St. Louis office, is now wearing that important circlet on her third 
finger, left hand, and answers to the name of Mrs. Howard Smith. Her 
wedding took place Friday, Aug. 26. . . Ann Vinsonhaler, vice-pres- 
ident of Maurice Lionel Hirsch Advertising Co., St. Louis, became a 
“Mme” when she married a “Mlle.” rep on Sept. 10. Her groom is 
Edson Cooke Ill, Mademoiselle’s St. Louis and Kansas City represent- 
ative. . . Janet Pingel, copywriter at Robert Seat Advertising Agency, 
St. Louis, has announced her engagement to her boss, Robert Seat. 
Wedding is scheduled to take place in the fall. 

Paul Frieberg, publisher of Chicago Stagebill, is back on the job after 
three months’ illness and surgery. He set some kind of record by being 
in three different hospitals in three weeks’ time. . . John Gillin Jr. 
missed the Aug. 29 
opening of WOW-TV, 
Omaha, third outlet of 
WOW Inc., of which 
he’s president and gen- 
eral manager. He is 
back home for a rest of 
several weeks follow- 
ing three weeks’ hos- 
pitalization. . . 

Nalley’s Inc., Ta- 
coma, Wash., manufac- 
turer of specialty foods, 
celebrated its 31st an- 
niversary with an open 
house for food dis- 
tributors, restaurant 
men and city officials. 
Mayor C. Val Fawcett 
was among those who 
paid ‘bute to Marcus 
Nalley, founder and 
now board chairman. 
... Aseven-pound heir 
named Stephen arrived 
Sept. 1 at West Sub- 
urban Hospital, Oak Park, Ill., tagged for Harlow F. Haas, art and 
production director of Allan J. Copeland Advertising, Chicago, and his 
wife, Margaret. . . ; 

Wilferd A. Peterson, v.p. of Jaqua Advertising Co., Grand Rapids, is 
the author of “The Art of Getting Along,” which will be published Nov. 
15. Billed as a “harvest of [his] 20 years of house organ writing,” the 
volume, which has an introduction by Harry J. (Hig) Higdon, editor 
- the “Phoenix Flame,” is being offered at a pre-publication price of 

50... 

E. M. (Ted) Dealey, president of the Dallas Morning News, by-lined 
a couple of Sunday features on salmon fishing in Newfoundland, based 
on his trip with a party that included Branch Rickey of the Brooklyn 
Dodgers; Jack Wise, general manager of the Richmond News-Leader 
and Times-Dispatch; W. W. (Chick) White, exec of Standard Oil in 
New York; and Charlie Hicks, of Bowater Paper Co., New York. . . 


PROOF—Jack Denove, account executive, BBDO, was 

mighty proud of a receni catch at Lake St. Francis, 

Que. He was on a three day fishing trip with Victor 

Keppler, photographic illustrator, who carried the 
camera to substantiate the story. 


AT QUAKER RIDGE—Dick Gulick of A. W. Lewin Co., low gross winner with an 

83, and E. C. Kennedy of The American Weekly; Bob Reimers, Roberts & Reimers, 

and Howard Kiser, The American Weekly, are ready to tee off at Quaker Ridge 

Golf Club, Mamaroneck, N. Y., where media men of New York agencies were 

entertained at lunch, golf and dinner by the sales staffs of The American Weekly 
and Puck—the Comic Weekly. 


Benjamin Glazer, president of Advertising Arts Corp., New York, ha 
become a director of the Palestine Economic Corp., an American de 
velopment organization operating in Israel. . . Robert Gould, ad manage 
of Sebel Products, New York, has been flying Navy Hellcats out « 
Floyd Bennett Field during a two-week tour of duty with the Nave 
Reserve. . : 

A. Edward Miller, director of research, and Sue Morris, merchandisin 
department, both of Life, became engaged Aug. 28. Present nupti: 
plans depend upon their finding a suitable apartment—a not unhear: 
of problem... 

Edward Serle, sales manager, Royal Dutch Airlines, has won a nam 
in mail order circles by taking the Direct Mail Recognition Award fc 
July, thereby becoming twice winner of the prize this year. It is give 
by the National Research Bureau, Chicago, for outstanding mail sale 
promotion. . . 

Jim Everett, manager of Maryland Advertising Co., received 
springer spaniel as a gift from George Sawyer, manager of Consolv 
Advertising Corp. Liking dogs, he was extremely pleased until he dis 
covered that Mr. Sawyer had previously tried to palm off the pup with 
out success. The dog has a yen for tearing up suits, wallpaper an 
everything else—whether expendable or not. . . Donn Tatum, vic« 
president and general counsel for the Don Lee Broadcasting Syster 
has been named a director of the Los Angeles Council of the Nav 
League... 
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Sow Your Advertising Dollars 
where the Ground already is Prepared 


Probably the most forward-looking group of important buyers in the entire 
country comprises the 350,000 subscribers to U.S.News & World Report. 
Forward-looking and highly responsive. 


@ @ e The majority of these subscribers occupy responsible key positions in 
practically every kind of business and industry. (Proof on request) 


* 


@ @ ¢@ Most of them are in the high income brackets — a large number in the 
very high income brackets. (Proof on request ) 


* 
@ @ e They are responsive to advertising because practically all of them 
bought U.S.News & World Report in the first instance only as a result 
of printed advertising. (Proof on request) 


* 
® @ @ This particular group of 350,000 important people can be reached 
through no other news magazine, no other business magazine — and 
no combination of any of them. (Proof on request) 


Advertise in the Magazine where the 
Ground has been Cultivated to make your 
Advertising Dollars Most Productive. 
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Magazines Seek 
Greater Sales 


in Drug Stores 


NAMP May Help Pay 
for NARD Cost Study; 
Meet with P. O. Heads 


SPRING Lake, N. J.—Circulation 
executives of magazines repre- 
sented in the National Association 
of Magazine Publishers discussed 
at the annual meeting here last 
week an interesting idea for pro- 
moting greater interest in the sale 
of magazines by retail druggists 
including participation in a cost 
Study in retail drug stores to be 
undertaken shortly by the National 
Association of Retail Druggists. 

While the promotion and re- 
search effort which were presented 
Bare circulation clinic will in- 
voive an expenditure o 
$50,000, which is yet sh 
proved by the directors, execu- 
| ey od the association indicated 

a € appropriati i 
es we priation will be 
_ Benjamin Allen, Curtis Pub- 
lishing Co., who is chairman of the 
circulation committee and Cen- 
tral Registry Board for subscrip- 
tion agency field workers main- 
tained by the association, con- 
ducted the sessions at which plans 


of the circulation group w 
sented. tata 


s Francis Dewitt Pratt, Time Inc. 
presented a study of newsstand 
Sales, emphasizing the fact that 
half of all single copy sales are ac- 
counted for by 32,000 retail] drug 


stores, which sell $196,000,000 
worth of magazines annually, 
about 15.6% of their gross sales, 


according to figures i 
year by Drug Topics. si aaadhag 
Since the average turnover of 
magazines is about 17 times a year 
far faster than most of the stock of 
the drug stores, the magazine men 


( Advertisement ) 


i 


A. F. Niendorff has been appointed 
assistant general sales manager of The 
McBee Company, sole manufacturers 
of Keysort, the marginally punched 
accounting and statistical card. The 
company is showing substantial in- 
creases in sales volume in this, its 
forty-third year. 

Mr. Niendorff says, “The fine analy- 
sis of business trends and develop- 
ments by The Wall Street Journal 
means a great deal to us in our busi- 


ness. 

Mr. Niendorff is one of 233,123 men 
of broadly diversified business inter- 
ests who read The Wall Street Jour- 
nal regularly. Men who are “getting 
ahead in business” find this publica- 
tion reports the pertinent events and 
situations of the business world. Men 
whose companies are “getting ahead 
in sales” find their sales messages 
reach the decision-makers of business 
and industry in The Journal's daily 
reading audience. You get more for 
your advertising dollars when_ you 
put the Only National Business Daily 
at the head of your list. 


feel that even though gross mar- 
gins are less than on other mer- 
chandise items, the net profit 
should be quite satisfactory. 

Their idea is to emphasize turn- 
over and profit through participa- 
tion in the NARD cost study, which 
will analyze departmental opera- 
tions in typical drug stores all 
over the country, and to promote 
the profit possibilities of maga- 
zine sales by advertising in drug 
trade publications, displays and 
talks at druggists’ conventions, and 
distribution of literature to drug- 
gists and their salespeople through 
news wholesalers. American News 
Co. and independent wholesale 
distributors are expected to tie in 
with the program. 


s Drug store sales of magazines 
are apparently favored to the ex- 
clusion of increased development 
of retail outlets in food and other 
retail stores, and the reason for 
the promotion is believed to be the 
lack of interest in magazine sales 
shown by many druggists. 

They will be told in the pro- 


posed campaign that many of the 
advertised brands of cosmetics, 
proprietaries and other products 
they sell are regularly advertised 
to their customers in the maga- 
zines the latter buy. The speed 
and low cost at which magazines 
are sold off the racks, an average 
sale requiring about 14 seconds, 
will also be emphasized. 


gs The continuing problem of re- 
strictive ordinances enacted in 
many communities, either prohib- 
iting or greatly increasing the ex- 
pense of house to house solicit- 
ing of magazine subscriptions, was 
also given attention at this clinic 
meeting. 

While the Central Registry 
Board, which supervises the work 
of subscription agency field rep- 
resentatives, has resulted in clean- 
ing up abuses which have been 
complained of, it has been found 
that in many cases ordinances pro- 
hibiting solicitation continue to be 
enacted, and it was indicated that 
plans are being made to develop 
a test case which can be carried 
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to the U.S. Supreme Court for 
the purpose of determining the 
rights of magazines to carry on 
such solicitation. 

Sessions with representatives of 
the Post Office Department who 
were present were carried on for 
the purpose of discussing a sim- 
plified method of handling changes 
of address. Proposals made some 
time ago by the magazine group 
have been accepted by the depart- 
ment, and the new methods are 
expected to result in a saving of 
time and greater convenience to 
subscribers. 


Trailer Concern Uses TV 

Silver Streak Trailer Co. El 
Monte, Cal. is sponsoring “For 
Sportsmen Only” with Ted Mey- 
ers over KFI-TV, Los Angeles. The 
company has appointed Liddiard 
& Mattinson, Glendale, to handle 
its advertising. 


Joins ‘Pathfinder’ 

Donald F. MacClemmy, formerly 
with the Wall Street Journal, has 
been named promotion manager 
of Pathfinder, Philadelphia. 


Offer Marketing Service 

Preston McGoodwin Jr. and Rolf 
H. Arneson have formed Ameri- 
mex International Inc. at 1 E. 
42nd St., New York, offering for- 
eign marketing service to manu- 
facturers in the drug, cosmetic 
and allied industries. Mr. Mc- 
Goodwin is president and Mr. Ar- 
neson, vice-president of the new 
company. Paul Klemtner & Co., 
Newark, is the agency. 


Buys ‘Motor Court Age’ 

Patterson Publishing Co., Chi- 
cago, has purchased Motor Court 
Age from J. K. Orton of Phoenix. 
Motor Court Age will be absorbed 
into the new Patterson publication, 
American Motel, which will make 
its first appearance Oct. 1. The 
first issue of the new publication 
will carry no advertising. 


Names Dinion & DuBrowin 


New Products Enterprises, New- 
ark, specialist in the introduction 
of new products, has appointed 
Dinion & DuBrowin, New York, to 
handle mail order advertising in 
women’s magazines. 


How to make money in 


There is no pat answer to your sales problem. Your particular situation is different. Nobody knows 


that better than we do. Yes, just as different as your product, price, sales policy and distribution 


may make it. But of this we both can be sure: 


Carpentry « Concrete 

Electrical « Elevators - Flooring 
Foundations » Glazing 

Heating, Ventilating, Air Conditioning 
Lath & Plastering - Masonry 
Ornamental Metal Work « Painting 
Plumbing + Roofing - Structural- 

Steel + Tile « Waterproofing 


Contractor 


g Engineers >, 


In the kind of building market we are living with 
right now, every manufacturer of a quality build- 
ing product has a clearly defined stake in the 
architect and the architectural engineer. 


Never have the architect and 
engineer been busier! 


3% Today, more than three-quarters of all building vol- 


ume is in the hands of architects and architectural 
engineers. Dodge Reports clearly show the heigh- 
tened importance of the kind of quality building 
projects in which these men are invariably prime 
product-specifying factors . . . 


Non-residential buildings 
Apartments, hotels and dormitories 
Houses designed and built for owner occupancy 


A year ago these three classifications accounted for 
74% of the building market. Currently they repre- 
sent 78% of this year’s $3.368.979,000 total of 
contract awards in the thirty-seven eastern states 
as reported by Dodge through June. 

The architect-engineer has always been your one 
constant factor in quality building. In fact, he alone 
has been continuously identifiable and reachable «| 
low cost. No manufacturer of quality building pro: - 
ucts can afford to ignore him in today’s market b- 
cause the building trend is so strongly in his dire: - 
tion. You can’t sell without bumping into him. He = 
the professional planner. He’s the specifier. And 
more and more he’s the special consultant or ste‘! 
building expert of business and industry. Any me ~ 
keting program in the field of quality building mis! 
start with the architect-engineer because all buyi: g 
decisions are either his or in his orbit. 


Never has the Record 
been stronger for you! 


ARCHITECTURAL Recorp’s readers are currently : ~ 
sponsible for well over 80% of all architect-en. '- 
neer-designed building. A continuous project-! - 
project check of Dodge Reports tells us—and you - 
precisely what this Recor architect-engineer m: ~ 
ket means in dollar volume of building at any giv " 
time. We will welcome the opportunity to give y 
today’s picture in detail. 

Why this high concentration of the quality bui 1 
ing market within the covers of the Recorp? W! », 
year after year, the largest following of archite 's 
and architectural engineer readers? Why not . 
when for years the Recorp has focused its edit ™ 
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Compulsory State 
Trademarks Called 
Intolerable by Liddy 


PortsMouTH, N. H.—Calling for 
revision of state trademark stat- 
utes, Sylvester J. Liddy, member 
of the New York law firm of 
Munn, Liddy & Glaccum, and a 
nationally known trademark au- 
thority, told the National Asso- 
ciation of Secretaries of State at 
its 32nd annual meeting here last 
week that “compulsory state trade- 
mark legislation places an intol- 
erable burden on small and big 
business alike.” 

Noting that today “the trade- 
mark has become one of the great- 
est assets of everyday business,” 
Mr. Liddy offered a_ six-point 
program for the revision of state 
trademark statutes. 

“1. State trademark § statutes 
should be permissive and not com- 
pulsory. 

“2. Registrations should be for 
a term of years based on prior 


use in the state, preferably ten 
years, and not for perpetuity as 
is now common. There should be 
a reasonable registration fee. 

“3. Provisions should be made 
for renewal of registrations at the 
option of the registrant for a term 
of years, preferably ten years, up- 
on the payment of a reasonable 
renewal fee. 


ws “4. Provisions should be made 
for assignment of trademarks with 
the good will of the business to 
which such trademarks pertain, or 
with that part of the good will of 
the business connected with the 
use and symbolized by the trade- 
mark, 

“5. Provisions should be miade 
for clearing the record of ‘dead 
wood’ and abandoned marks. 

“6. Proper protection for rights 
or the enforcement of rights in 
trademarks acquired in good faith 
at any time at common law.” 

“It is very important,” Mr. 
Liddy said, “that we understand 
the distinction between a naked 
trademark, on the one hand, and a 


trademark functioning as the sym- 
bol of the good will of a going 
business. The courts have repeat- 
edly held that there are no trade- 
mark rights in gross. This means 
merely that unless a trademark is 
used in connection with a com- 
modity or commodities of a going 
concern, it is meaningless. 

“Too often, in this connection,” 
Mr. Liddy pointed out, “we are 
tempted to liken a trademark to 
a patent or a copyright. Patents 
and copyrights are definitely mon- 
opolistic grants by the govern- 
ment, and properly so. The right 
of ownership of a trademark, how- 
ever, is not something that the 
government, be it federal or state, 
gives you. It is a right which you 
must create for yourselves by use.” 


‘Telecast Out Oct. 18 


Telecast, formerly announced as 
TV, will make its appearance on 
newsstands Oct. 18. Published by 
G&E Publishing Co., New York, it 
is described as the first national 
television picture magazine, and 
will be primarily a fan magazine. 


Swisher Rejoins WNAX 


Arden E. Swisher, for the past 
year and a half commercial man- 
ager of Station WOL, Washington, 
has been appointed district sales 
representative of Station WNAX, 
with headquarters in Sioux City, 
Ia. Mr. Swisher was sales promo- 
tion manager of WNAX in 1940-41 
before joining the Navy, and, on 
his return from service, joined the 
sales staff of KRNT in Des Moines. 


Joins ANPA Sales Statf 


Raymond B. Deane Jr., former- 
ly contact executive with Theodoro 
Advertising Service, has joined the 
Bureau of Advertising, American 
Newspaper Publishers Associa- 
tion, as an account executive on 
the national sales staff. He will 
make his headquarters in New 
York. 


GF Appoints Felder 

Sam Felder, formerly franchise 
manager for the Squirt Co., has 
been appointed franchise promo- 
tion manager of the Bireley’s di- 
vision of General Foods Corp., 
Hollywood. He will make his head- 
quarters in Chicago. 


today’s Building market 


ial eye on the architect-engineer to the exclusion of 
all other interests? Why not... when: 


The Recorp, as the “workbook” in its technical 
field, has realistically served its readers with an 
editorial program that features the kind of build- 
ing activity that actually means business for the 
architect-engineer. 


The “Pivot Paper” for your 
building market sales program 


All buying of quality building products revolves 
around the architect-engineer. What more logical 
starting point for your building market strategy 
than his preferred business publication? 

This publication is ARcHrrecruRAL Recorp. We 
base this statement on our exclusive service to 
architect-engineers, our extraordinary F.W. Dodge 
facilities, our twelve points of leadership (see col- 
umn right)... 
of judgment you care to impose. 

The Recor is your “Pivot Paper’’ for success in 
the building market. 

Builders, general contractors, owners and cer- 
tain sub-trades are vital building factors to you, 
too. They, as well, must be sold in terms of their 
specialized interests. There are excellent vertical 
business publications whose sole purpose in life is to 
serve these men and no one else. We urge you to 
use them. We urge you to consider this: 


A combination of ArcuitecTtuRAL Recorp and 
lending vertical magazines (contingent with your 
special interests) will give you more effective cov- 
erage of more architects, engineers, contractors, 
distributors, subcontractors and end customers, 
a! a lower unit cost, than you can obtain through 


ay “horizontal” medium. 


How well you sell in 1950 depends 
on how well you plan right now! 


\\ vile your competition may be coasting, while 
0! ers may be putting off their planning till the end 
ol he year, capitalize on these next few precious 
m ths to really dig into the building market as 
y\ . never have before. The success of your 1950 
4 ertising (and selling) depends on the strategy 
set this summer and fall. 
Ve’re ready to analyze, with you, today’s mar- 
for quality building products as revealed by 
lge data, and help you identify the influences 
erning the sale of specific products. We’re ready 
uelp you make money in this market. 
Yes, we’re ready to give any media director, ac- 
‘nt executive or advertising manager the solid 
stance he needs to back up his 1950 budget 
1 media recommendations. Just call the nearest 
‘CORD regional office. . 


and a wide-open door to any criteria" 


Here is why ARCHITECTURAL RECORD is your 
“Pivot Paper” to sell the quality building 
market controlled by the architect -engineer: 
Largest total architect and engineer circulation. 
Largest consulting engineer circulation. 
Highest subscription renewal percentage. 


Lowest cost per page per thousand architects 


and engineers. 


Full market information resources of 
F. W. Dodge Corporation. 


Demonstrated coverage of building planning and 
specifying activity—regionally, nationally 


and by types of buildings. 


Editorial content designed for maximum usefulness to 
active architects and engineers in terms of work actually 
on their boards, as revealed by Dodge Reports. 


Exclusive Western editorial and advertising section. 


Consistently voted the preferred magazine of architects 
and engineers who work with architects. 


Thirteen competitive awards for editorial excellence. 


Largest number of advertisers. 


Largest volume of advertising. 


PIVOT 
PAPER 
for your 


building 


program 
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quality 


market 


ARCHITECTURAL RECORD 


PUBLISHED BY F. W. DODGE CORPORATION 
NEW YORK CLEVELAND CHICAGO 
119 West Fortieth Street 321 Hanna Building 700 Merchandise Mart 
Pennsylvania 6-1500 Cherry 7256 Whitehall 4-4400 
LOS ANGELES SAN FRANCISCO PORTLAND 
672 South LaFayette Park Square 1003 TWA Building 907 Terminal Sales Building 
Dunkirk 8-2286 Yukon 6-2522 Atwater 4107 


F.W. DODGE 
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CORPORATION 


455,011 
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markets in 
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Carolina 


follows: 


GREENVILLE 


455,011 
Market No. 2 


438,216 
Market No. 3 


353,776 


| Greenville News 


MORNING & SUNDAY 


suseighut PIEDMONT 


EVENING © 


Represented Natior sly by WARD- GRIFFITH COMPANY. it. 


19 


+ 


19, 1949 Po mn 
| 
: — a - = 
Ameri- : 
2 Be. 
manu- : 
osmetic 
r. Mc- | 
Mr. Ar- _ | - 
he new laa 
& Co., 
= ee 
duction 
York, to 
= a 
nN 3, 
\ “ ) 
, 7. Sate 
| 7 } 
- _ 
a 
ee | | 
PO _ 
Oe ed | | 
Tid Nim << —fi as ecenmeenmmnss | 
= |e2 a 
| 3 | 
Pe SA Lua | a . 
XS a NEWS | ; 
— | sp. wor stony K- E a oe 


When You're Hiring A Top-Flight 


Railroad 


_ Representative 


Be Sure To Look At His Record 
* 


A Magazine Is One of Your Representatives 
in Print. And Here Is Newsweek’s 1112-Year 


Record in the Railroad Field 
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Newsweek Acceptance 


Rank Among ALL Magazines by Pages of Railroad Advertising 


Time 

New Yorker 
Nat’! Geog. 
Travel 

Atlantic Monthly 


Town & Country 
Harper's 

Fortune 

Vogue 1 
NEWSWEEK 


1 
2 
3 
4 
5 
Sat. Eve. Post 6 
7 
8 
ae 
it) 


66¢ out of every dollar spent for 
travel and recreation comes from 
only 2/5 of all U.S. families . . . the 
2/5 with the highest incomes.* 

85.5% of Newsweek’s more than 
800,000 families is concentrated in 
this high-income group that ac- 
counts for 66% of all travel and 
recreation dollars. 

Newsweek offers more top-income 
families—at the lowest cost per 


SOURCE: PIB 


Newsweek Is One of the Top Three With the Railroads 


thousand—than any other weekly 
or general monthly magazine. 

Per advertising dollar, Newsweek 
delivers more leaders in business, 
industry, government . . . leaders 
with a voice in shipment of vast 
freight tonnage . . . than any other 
weekly or general monthly. 

In passenger miles, Newsweek 
families travel by railroad 3 times 
as much as the U.S. average. 


* Bureau of Labor Statistics and Survey of Consumer Finances Part II1— The Distribution of Con- 


sumer Income in 1947. 


Blue-Chip Railroads Advertise in Newsweek 
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Brophy Calls 
‘Soft Option’ 
Trap for U.S. 


Sprinc Lake, N. J.—Thomas 
D’Arcy Brophy, Kenyon & Eck- 
hardt, and chairman of the Am- 
erican Heritage Foundation, speak- 
ing at the annual banquet of the 
National Association of Magazine 
Publishers here last Monday, urged 
his listeners to take the lead in pro- 
moting understanding of Ameri- 
can political and economic con- 
cepts. 

In opening his address he told 
of his recent trip to Europe, one 
of the purposes of which, he said, 
was “to find out for the trustees 
of the American Heritage Founda- 
tion whether or not several plans, 
designed to bring about a better 
understanding in Western Europe 
of our American way of life, were 
practical. I went with the blessing 
of the State Department, so that 
it was possible for me to see a 
number of people who otherwise 
might not be available to a trav- 
eler.” 

After reviewing the progryss of 
economic recovery in Europe, 
which he termed excellent in Italy, 
questionable in France and clouded 
with problems in Great Britain, 
he said that the situation in the 
latter country is due to a desire 
for a soft life, and that the trend 
toward a welfare state has de- 
stroyed initiative and incentive. 


s “There is ample evidence around 
us,” he said, “of an alarming trend 
toward the ‘soft option’ in the 
United States, and if the trend is 
not halted soon, the welfare state 
will become a reality here, too! 

“Should this occur, it will be 
because the American people are 
ignorant of the basic principles 
under which this country rose 
from a primitive frontier civiliza- 
tion to our present eminence in a 
century and a half... 

“In my opinion the magazines of 
America possess the coordinated 
power and influence to assume the 
leadership in so great an educa- 
tional undertaking. There are, I 
believe, more than 1,000 magazines 
published regularly in the United 
States, with a combined circula- 
tion of more than 150,000,000 copies 


AR Rees: | 
...- lots of Admen 


TAKE THE SHORT CUT 


. .» to getting stock photos with real 
illustrative quality . . . that fit the 
need as well as costly posed shots 
... and at a saving of time, cost and 
temper! Put yourself “in the know” 
get our current stock photo catalog. 


Send $1.00 or a company order 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 


DEPT. AA, 425 S$. WABASH AVE., CHICAGO 5 


—enough to supply a copy to 
every man, woman and child in 
the country every month. 

“The magazine, uniquely an Am- 
erican enterprise, has been since 
the passage of the postal act in 
1879 a great unifying influence in 
American life. North, South, East 
and West, in 48 states in different 
stages of economic development, 
people with different racial and 
cultural backgrounds, with dif- 
ferent problems and sometimes 
different aspirations, have de- 
veloped a common understanding, 
a national viewpoint and funda- 
mental unity, largely, I believe, 
because of the influence of the na- 
tional magazine... 


s “It would be in no sense a new 
role for you. Individual magazines 
have for years made magnificent 
contributions to the better under- 
standing of these basic principles 
of Americanism. To list them 
would mean naming virtually 
every magazine represented in 
this room tonight... You, as an 


industry, have within your grasp} Loui 


the leadership in mass public edu- 
cation. Are you measuring up to 
the opportunity and the responsi- 
bility? 

“I submit to you that what has 
been done so far is not enough; that 
you, the magazine publishers of 
the country, having both the 
strength and the desire, should 
take the leadership in this vital 
undertaking, as an industry; and 
I am confident you will not fail, 
that you will not take the ‘soft 
option’ in this task of revitalizing 
the spirit of America.” 


Union Oil Names Linden 


Roy Linden, manager of general 
sales, has been appointed sales 
manager of the Union Oil Co. of 
California, Los Angeles. William 
L. Spencer, manager of sales ser- 
vices, has been named to succeed 
-_ Linden as manager of general 

es. 


WIL Appoints Don Scott 


Don Scott has been appointed a 
copywriter of Station WIL, St. 
s. 


= 
peri, 
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SIGNS FOR CARDINAL—A. D. Bryan (seated, right), vice-president of Sprague- 
Warner, a division of Consolidated Grocers Corp., signs a contract for a second 
year of weekly full pages in the Chicago Tribune for Cardinal Food Stores, a group 
of Chicago and suburban retail grocery outlets sponsored by Sprague-Warner. 
Watching are (left to right): G. O. Fossler, account executive of Weiss & Geller, 
the agency; W. H. Reilly, advertising and sales promotion manager, Sprague- 

Warner; and L. W. Jacobson, of the Tribune. 
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De nent 


TURKEY CUP... finest, softest, most absorbent see 
brings highest prices in world market... 
found on Syrian coast, Crete, Cyprus. 


> 


HONEYCOMB... Mediterranean 
variety... cake shaped, tuft covered. 


ELEPHAN1 EAR Uefb... elastic, 
durable... native to coasts of 
Algeria and Egypt. 


‘Turkey cup 


The familiar, yellow, porous, resilient drug 
store sponge is just the skeleton of a submarine 
creature that considerably antedated man. ..was 
used to pad the helmets of Homer’s Greeks, blot 
blood for Egypt’s priest-surgeons, .. . and for a 
sorrier purpose in the Crucifixion. 

In shallow water, the sponge is detached from 
the bottom by wading natives. For deeper beds, 
sponge fishers wear air-fed masks. Mediterranean 
divers, stark naked, still dare 150 feet depths. 


SPONGES GROW in every sea, include more 
than 3,009 varieties, but few have utility:... The 


- Florida, Cuba and Bahamas waters grow a half- 


dozen commercial types... The Reef, Wool, Hard 
Heads, Hairy Yellow and Grass—none up to the 
best Mediterranean sponges. Western Atlantic 
beds, blighted in 1938, once provided two-thirds 
the world output, now yield ‘only 20% prewar 
volume, while world production is off 50%. 

Greece today is the largest producer, followed 
by Tunisia, Turkey, Egypt, of the Mediterranean 
types...Zimocca,disk shaped, hard, for scrubbing... 
Elephant’s Ear, shallow, thin, for stuffing journals, 
...- Honeycomb, large, round bath sponge... Fine 
Turkey Solid, cushion shaped, soft, higher priced 
...and Fine Turkey Cup... 
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CBS May Support 
Others’ Color TV: 
DuMont Asks Test 


New YorK—Columbia Broad- 
casting System last week assured 
the Federal Communications Com- 
mission that it will support any 
color-television system which “out- 
performs” its own. However, the 
network added that care should be 
exercised in distinguishing be- 
tween a “paper” system and an 
actual operating system. 

CBS’ statement to the FCC re- 
ferred to the color systems to be 
demonstrated to the commission 
by Radio Corp. of America and 
Color Television Inc. at hearings 
to convene Sept. 26. 

Asserting that Columbia can 
neither “oppose nor support” either 
system, since the network be- 
lieves both have been confined to 
laboratory demonstrations, CBS 
said: 

“If either system should outper- 
form the CBS color television sys- 


tem in all respects at no greater 
cost, and if, further, the system is 
ready for public use promptly,” 
Columbia’s support will be forth- 
coming. 


s “However,” the statement con- 
tinued, “on the basis of the infor- 
mation thus far filed with the com- 
mission by RCA and Color Tele- 
vision, Columbia believes there are 
a number of major questions yet 
to be answered as to both systems. 
In this connection it is essential 
to distinguish sharply between a 
‘paper’ system of color television 
and an actual operating system. 

“The virtues of a system which 
exists only on paper may not be 
attainable in actual operating prac- 
tice, or if attainable, the dollar 
cost, either in studio or in the re- 
ceiver, or both, may be exorbitant. 
Another aspect of the distinction 
is the time within which a paper 
system can be converted into an 
actual broadcast service.” 

RCA’s system was announced re- 
cently as an all-electronic one, 
while Columbia uses revolving fil- 


ters in the camera and receiver. 


s Following a request by Dr. Al- 
len B. DuMont, president of the 
DuMont Laboratories, the FCC last 
week set up a schedule for direct 
comparison tests between b&w vi- 
deo and the color systems of CBS, 
RCA and Color Television Inc. 
during the Sept. 26 hearings. FCC 
Chairman Wayne Coy’s action fol- 
lowed Dr. DuMont’s proposal to 
install commercial b&w receivers 
alongside color receivers at the 
hearing, so that the quality of 
transmission and reception may 
be compared by a series of tests. 

Dr. DuMont also suggested that 
a pickup of a sports event, either 
football or baseball, be telecast 
simultaneously by DuMont Sta- 
tion WTTG in Washington and 
the color cameras and transmitter 
equipment of RCA, CBS and Color 
Television—the latter over other 
Washington stations. 

He also asked that the demon- 
strations include such program 
material as motion pictures, slides 
or placards and a live studio pres- 


entation, again with comparison 
tests of b&w, color and mono- 
chrome. 


Ostby Joins Don Lee 


Norman J. Ostby, who was as- 
sistant to the vice-president in 
charge of the western division of 
American Broadcasting Co. when 
he resigned last February, has 
joined the Don Lee Network as 
sales service manager. He replaces 
Carlton Adair, who will devote his 
time to the newly created post of 
program service manager. John 
Hurley, assistant to Pat Campbell, 
vice-president in charge of sta- 
tion relations, has been transferred 
to the publicity department. 


Plans Furniture Campaign 


Starting in November, A. Brandt 
Co., Fort Worth, will launch a na- 
tional campaign for Ranch Oak 
furniture. Shelter magazines, trade 
publications, direct mail and mer- 
chandising helps will be used. In 
addition, newspapers will be used 
in cities where the company has 
established dealerships. MacDon- 
ald-Cook Co., Chicago, is the agen- 
cy. 


Caribbean... 


WOOL... from the Gulf of Mexico, 
. large, highly absorbent. 


HARDHEAD... 


rugged, resilient, rough 


.. mostly from the Bahamas. 


GRASS... 
.. found off Florida coast, 
Mexico and Honduras. 


and 3,000 others... 


Turkey Cup is the sponge aristocrat... 


. large, 


Middle West. Nature makes the great Central 


wiry, not durable 


cup shaped, soft in texture yet firm and highly 
absorbent, sells for as high as $25...thrives in 
Mediterranean waters...rich in protoplasm or 
whatever sponges feed on... low in lime, which 
makes skeletons brittle...clear of sediment, which 
coarsens sponge openings. ..cooler than the 
Caribbean, and down deep, often in caves, .. . 
undisturbed by other. sea creatures, tides, ships’ 
screws, oil scum...less accessible, longer lived, 
the fortunate heir of favorable environment! 


Now THE FARMER is not as badly stuck with 
environment as the sponge. He can alw says say the 
hell with it, sell something, run for Congress. But 
he gets an even break with environment, or else— 

If his soil is straight silicon or shale ...water 
arrives in tank cars...frost leaves late and comes 
early...tropics sap his energy...the greenest- 
thumbed genius takes the job in the shoe factory. 

New England ended up with hay, cordwood, 
cranberries . . . the South with sharecroppers and 
cotton ...the West with wool and range cattle... 
Some states specialize in potatoes, pecans, ood 
citrus fruits... But put a tracer on the freight 
trains full of grain, livestock and canned goods — 
and most shippers have RFD addresses in the 


Valley the leading carry-and-cash crop country. 
The glaciers gave the thickest topsoil on the 
continent, were liberal with lakes, springs, rivers. 
Mountains on both sides shut out sea changes. 
The growing season is a good six months, with 
hot sun, adequate rainfall. Here the farmers have 
always had higher yields, and more crop to sell! 
This is Successrut FarMinc country, fifteen 
Heart states that provide the majority of our 
agricultural output, and the best farmers, with 
larger investments, more know-how and better 
practice. The million SF subscribers in these 
states averaged a round $10,000 in gross income 
in’47 and’48, $4,000 above the US farm average 
.-have had nine straight years of high income, 
are one of the world’s best class markets! General 
media have shallow roots here—only SF has the 
deep hold, wide spread, earned influence to bring 
your advertising to the best farm buying power! 
No better opportunity ever existed for new 
current volume, and a lasting high potential... 
Let us show you what you're missing in this 
business-and-home medium! Call any SF office... 
SuccessruL Farminc, Des Moines, New 
York, Chicago, Cleveland, Detroit, Atlanta, San 
Francisco, Los Angeles. 


UCCESSFUL (9 


FARMING 


Here’s a ‘7 Billion 
Retail Market... 
and BSN’s 
Dealer Readers 


Sell 85% of It! 


3 Top “Main Street” Pirin ne z 
_ (1948 sales of 30,000 lumber-building 
j material dealers estimated 
b at $7 billions) i 
* 
' They Sell the 100,000 
; Contractor-Builder Market 
(Average total sales per BSN. Dealer 
in 1948--$348,000) 
“i . 
They Sell Millions of Consumers 
(Home owners, farmers, 
‘ industrial, others) 
5 « 
; They Sell Everything to Build, ‘3 
Remodel, Repair and Equip Homes, 
; Other Buildings 
cadar nails, lumber and cement to — 
major appliances) 
a 


‘i Your First Approach to the $18 Billion 
Light Construction Market 
(Because builders buy what these 
dealers sell) 


BSN RATES Ist AMONG THESE 
“BUILDING SUPERMARKETS” 


Because BUILDING SUPPLY 
NEWS shows lumber and building 
material dealers how to sell more— 
how to make more money—it builds 
eager readership for your selling mes- 
sage among the top merchants. These 
are the key dealers who sold over $150 
million of paint in 1948—who sell 65% 
of all builders’ hardware—and who, 
8,000 of them, are major home appli- 
ance merchandisers. Leading dealers 
readily testify: “BSN tells us where 
we are going; not where we have 
been.” Sell these dealers first—and 
keep ’em sold—in BUILDING SUP- 
PLY NEWS. 


FPREE—Write for your 
copies of BSN editorial re- 
print, ‘You're in a $7 Bil- 
lion Retail Business Now," 
and new BSN 
Data Sheet show- 
ing 10-year sales 
record of lumber- 
material dealers 
vs. U.S. construc- 
tion and retail 
sales. 


BUILDING SUPPLY NEWS 


5 SOUTH WABASH AVE. - CHICAGO 3, ILL. 


A HOME OF YOUR OWN 


Write for details on your letterhead. 
Practical Builder + Building Supply News 
5 Sovth Wabash Ave., Chicago 3, ill. 
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That's where PACKAGING PARADE comes 
than 75% of the actual purchases in this big 
in every phase of packaging almost as soon as 


economical bet for reaching the actual buyers. 


packagers at the lowest cost: 


¥ CIRCULATION: All-buyer—no dead- 
wood or superfivous in-plant duplication 
—98% USA— 14,000 CCA. 


Y EDITORIAL: Terse but comprehensive 
coverage of all phases of packaging — 
inviting news-magazine style—pro- 
fusely illustrated, handsomely produced 
— cover-to-cover readership ensured. | 


PACKAGING PARADE can do for you. 


360 N. Michigan Avenue, CHICAGO 1, Illinois... . 
101 Park Avenue, NEW YORK 17, N.Y.......... 


also publishers of SHEARS, 


No crystal ball will tell the responsible 
men in thousands of companies, who 
yearly spend $6,000,000,000 for packages 
and packaging machinery, materials, serv- 
ices and supplies, what next month, or next year, or tomorrow will unveil 
in new and better methods and materials. Yet keeping constantly abreast 
of what's new in packaging may spell life or death for many a product in 
today’s bare-fisted competitive conditions! 


the production line. PACKAGING PARADE gives them the whole story, month by 
month, in terse, meaty news-magazine style, thoroughly documented with a profusion of 
pictures, charts and diagrams. That's why PACKAGING PARADE readership is tops 
across the board in major companies which package—and that’s why anyone interested 
in selling the packaging market finds that PACKAGING PARADE is his best, most 


We can’t give you the entire PACKAGING PARADE story here—but check this brief 
listing of practical advantages which can help your advertising to build more business from 


If you haven't seen PACKAGING PARADE 
lately, send for a recent copy—and call our near- 
est representative for the complete data on what 


published by HAYWOOD PUBLISHING COMPANY 


in. Packaging buyers responsible for more 
$6,000,000,000 market know what's new 
each innovation or improvement comes off 


ry FORMAT: Super-Size page permits max- 
imum display of every ad— maximum 
useabie space per advertising dollar— 8 
ad sizes, to fit every layout and every 
budget. 


ADVERTISERS: 178 leading manvufactur- 
ers used PACKAGING PARADE space, in 
the first 6 months of 1949, to sell the 
Packaging Market. 


..-Dearborn 2-6803 
Murray Hill 3-5294 
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Mahwah’'s Really 
on the Map; ‘Times’ 
Ad Marks Birthday 


Manuwak, N. J.—Celebrating its 
100th anniversary, this town of 5,- 
000 decided it was high time peo- 
ple knew about it, and ran an ad 
in the Sept. 7 New York Times 
which took care of everything in 
engaging fashion. 

Headed “Did You Say Mahwah?” 
the copy answers with strong af- 
firmatives and lists some Mahwah 
milestones in sprightly and amus- 
ing prose. Samples: “... Mahwah 
is derived from a first-rate Indian 
expression, ‘Maa Eway,’ which 
means ‘Meeting Place.’ And who 
knows, maybe some day, Mr. Rog- 
ers and Mr. Hammerstein II may 
choose Mahwah as the locale for 
‘North Bergen County,’ a possible 
sequel to ‘South Pacific’.” “...One 
of our residents cut quite a niche 
for himself writing poetry about 
trees...you guessed it...Joyce 
Kilmer... Mahwah is one of the 
few places where George Wash- 
ington did not sleep...” 

Published by the business men 
of Mahwah, the ad was the work 
of the centennial committee in 
general, and Russell Berg and 
George Wolfe in particular. Berg, 
now assistant to the president of 
Schwab Bros. Corp., importer and 
manufacturer, was formerly en- 
gaged in publicity. This was his 
first try as a copywriter. Wolfe, a 
local resident, as is Berg, is a pro- 
fessional cartoonist who has often 
used the name “Mahwah” as a 
gag. He contributed the sketches 
for the ad. 


= Besides the Times, the ad ran 


in various Bergen County papers, 
and the committee is publishing 
a book on Mahwah’s first 100 
years. 

In whipping up the ad, the first 
of its kind ever attempted by 
Mahwah, Berg reports he had New 
York department stores particu- 
larly in mind. “It got to be mighty 
irritating,” he says, “to walk intc 
a department store, make a’ pur- 
chase, ask to have it sent to Mah- 
wah, and then get that ‘what— 
what did you say?’ And Mahwah 
is only 27 miles from New York.’ 
Every department store in New 
York is getting copies of the ad 
and Berg hopes it will help. 

Reactions have been favorable 
and numerous, according to the 
committee chairman. One postcard 
all the way from Boston, sum: 
them up. It read: “Now that’s the 
kind of an ad I can read through 
A good job and may you prosper.” 


Rhodes Pharmacal Joins 
Sponsors of Heatter Program 

Rhodes Pharmacal Co., Cleve- 
land, will join the list of network 
advertisers as sponsor of the 
“Gabriel Heatter Show” on Tues- 
days and Thursdays over Mutual. 
The sponsorship is effective Sept. 
20. Time for Imdrin, a medicinal 
product, was bought through 
O’Neil, Larson & McMahon, Chi- 
cago. 

Noxzema Chemical Co. airs Mr. 
Heatter on Mondays, and R. B. 
Semler Inc. carries his show on 
Wednesdays. 


Wallis Named Art Director 
Harold Wallis has been ap- 
pointed art director and a mem- 
ber of the programming and plan- 
ning boards of Rehbeck-Hollinger 
Advertising, New York. He form- 
erly was with Pedlar & Ryan and 


Doherty, Clifford & Shenfield. 


edt ee ae. 


WORCESTER 


( | 


From Worcester County pours 


the oldest package manufacturers’ magazine forth more than half a billion in 


value added by manufacture—one 
of the 25 “Half-Billion and Over 
Industrial Counties” of the nation. * 
You can actually pin point this 
mighty sales opportunity, offered 
by more than 100,000 families of 
well paid, skilled industrial workers, 
with advertising in the Worcester 


Telegram-Gazette, the only news- 
papers which completely blanket 
Worcester County. Daily circulation 
over 140,000, Sunday 100,000. 


* Source: Sales Management and U. S. Bureau of Census 


a Th TELEGRAM -GAZEIT 


| WORCESTER, MASSACHUSETTS 


GEORGE EF BooTtn PubGsher- a. 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 
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CORONET DELIVERS 
MOST BUYERS cicistion PER DOLLAR 


Multiple readership? You know a 
magazine like Coronet has it! (And 
independent research findings prove 
it.) BUT... maybe you're a bit fed 
up with the big, fuzzy phantasma- 
goria of readership claims. Like to 
start with old-fashioned paid circu- 
lation records? Like to continue with 
the obvious next step — circulation 
per dollar? You’re talking Coronet’s 
language! 


AVERAGE 
NET PAID 
CIRC. PER 
AVERAGE DOLLAR 
NET PAID (based on 
A.B.C. 4-color 
Circulation page rates) 
ENO 5,317,794....224 


S. E. POST....3,873,486....242 
COLLIER’S ....2,984,434....265 
re 2,891,644....241 


CORONET 2,568,511..449 


Yes! Coronet delivers almost twice as much net-paid-circulation- 
per-dollar as any of the four other mass-circulation magazines! 


EVER BEFORE has a major, mass- 

circulation magazine dared to guaran- 
tee its own advertising power, and the 
responsiveness of its readers, in such un- 
compromising terms. 

Either Coronet proves to be the 

most powerful selling force 

among the great national maga- 
zines — “most powerful” as 
measured by the only direct 
effectiveness yardstick known to 
advertising — or your money 
back. It’s as simple, and as revo- 
lutionary, as that. 

But if you consider buying this page as a 

gamble, our best advice is: “don’t.” 

We know that we'll seldom, if ever, 
lose. We have file after file of proof that 
Coronet’s multi-million readers see 
Coronet advertising, believe in it, act on it. 

Why? Because the relationship between 
Coronet and its readers is something 
deeply different from that of the entertain- 
ment magazines. Yes, and we’d change 
that “different” to “unique” if it weren't 
for one other magazine that evokes in its 
readers the same kind of confidence and 
loyalty. That one other magazine is, of 
course, Reader’s Digest. 

Many magazines—including those fine 
and respected leaders, Life, Look, Post and 
Collier’s—are ‘“‘edited for the family.”’ But 
Coronet and its elder brother, Reader’s 
Digest, almost literally join the American 
family. They share the family’s living phi- 
losophy, its innate courage and basic good- 
ness, its automatic reaction to real life 
stories of inspiration and achievement, its 
love of America and what we still choose 


Because it’s a 
Trusted ‘Friend 
of the Family”. . . 


to call the American Way of Life. Both 
Coronet and the Digest devote page after 
page to articles of service to the family. 
(Did you know that Coronet has a higher 
percentage of family service pages than 
most women’s service magazines devote to 
similar articles for women only?) 

Both magazines are clean, cover to cover 
and issue by issue. In this bewildered era 
of the atom and anarchy, Coronet’s out- 
look on the future of country and home is 
precisely the outlook of the American 
family: an intelligent optimism that the 
people’s will to happy and constructive 
lives will prove stronger than the old, 
blind urge towards destruction. 

People believe in Reader's Digest and 
Coronet, as they believe in a trusted friend 
of the family. 

They're different magazines because 
of it. 

They’re stronger for it. 

Reader’s Digest does not accept adver- 
tising. Coronet does. It does as a duty to 
advertisers—to give them the benefit of its 
intimate relationship with the American 
family. So today, Coronet is the only me- 
dium offering to advertisers this intangible 
but very provable power of reader-confi- 
dence. 

Today, Coronet makes this dar- 

ing, unprecedented challenge: 

prove this unique selling power 

with your own advertising—on a 

money-back guarantee. 

Today, you can’t lose. Today, you can win 
the most eagerly responsive family market 
in America, the 2,500,000-circulation mar- 
ket that is Coronet. Today! 


/ It’s Advertising’s 
| Most Powerful 


| Mass Magazine 
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MODERN MEDICINE 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 


... with Advertisers’... 
because first with Doctors 


For Complete coverage of the 
Active Medical Market. 


REACHES EVERY PRACTICING PHYSICIAN, TWICE-A-MONTH 


In Any Monthly or Semi-Monthly Publication 


Tei 


Wildroot Becomes 
6th Godfrey Backer 


New YorK—Wildroot Co. will 
become Arthur Godfrey’s sixth 
network sponsor starting Sept. 27. 
As of that date, Wildroot’s liquid 
cream shampoo and other hair 
products will share the first 15 
minutes (10:15 a.m., EDT) of his 
daily CBS broadcast with Lee 
Pharmacal Co. 

Mr. Godfrey took on the addi- 
tional hour and 15 minutes of 
microphone duty for Spray-A- 
Wave several months ago in a stock 
deal. 

Wildroot will carry the program 
Tuesdays and Thursdays one week, 
Mondays, Wednesdays and Fridays 
the next. Batten, Barton, Durstine 
& Osborn is the agency. Lee Phar- 
macal will continue as the first 
quarter-hour sponsor the remain- 
der of the time. 

Godfrey’s full lineup of backers: 
Chesterfield, half-hour of radio, 
Monday-Friday, and one hour of 


Cee 


Advertising Age, September 19, 1949 


TV weekly; Lipton’s Tea, half- 
hour evening AM-TV simulcast; 
National Biscuit, 15 minutes ra- 
dio daily; Gold Seal, 15 minutes of 
radio daily; Spray-A-Wave, and 
now, Wildroot. 

Spray-A-Wave is reducing net- 
work radio because of Godfrey-in- 
spired sales rather than lack of 
them. Dancer-Fitzgerald-Sample 
reports that Spray-A-Wave bus- 
iness quadrupled shortly after the 
redhead began tossing off com- 
mercials for the hair curl prepara- 
tion. 

Funds formerly spent on the 
radio show now will be used to 
give it a closer tie-in on the local 
level. Newspaper copy will be 
pushed, the sales force will be in- 
creased, more point-of-sale ma- 
terial will be prepared and the co- 
operative budget will be aug- 
mented. 


Survey Company Moves 


Northwest Certified Surveys has 
moved to new quarters in the 
Terminal Sales Bldg., Seattle. 


WOM 


slant 


Detroit News, given way 


ENS 


PAGES 


with a 


VEWS 


Society with a capital S has, in The 


to news 


about women’s activities in business, in the 


home, at her clubs. Not only news, but views 
challenge the home-maker and compel reader interest, 
which is translated into buying interest for the products 
advertised to women in its pages. 


In the competitive sales era now prevailing, the acceptance 

by Detroit women of News’ leadership in reporting women’s 
activities through these new women’s pages, offers a clear channel 

to successful advertising procedure. Sell the great Detroit market, 
the most prosperous major city area in America, by employing 

its HOME newspaper, The Detroit News. It delivers 
170,000 more copies to the homes in the Detroit trading area than one 
paper, and 40,000 more than the other! 


444,173—total weekday 
circulation — again the 


th 


for 6 


559,675—total Sunday 
circulation. A.B.C. Figures 


di 


highest weekday circula- 
tion ever attained by any 
Michigan newspaper. 


NATIONAL REPRESENTATIVES: DAN A. CARROLL. 110 E 


period 
March 31, 1949, 


Largest circulation gains of any Detroit newspaper 


42ND ST. NEW YORK 17-—-THE JOHN E LUTZ CO. 
Owners and Operators of Radio Stations WU J, UUW J-EM UW -7) 


TRIBUNE TOWER. CHICAGO 11 


Borton Urges 
Increased Ad 
Expenditures 


BepForD, Pa.—Advertising mus 
carry a larger share of our in 
creased selling job because we ar: 
producing about 50% more goods 
than in 1939 and have only about 
12% more people to sell those 
goods, Elon G. Borton, president of 
the Advertising Federation of 
America, told the annual adver- 
tising conference held here last 
week under the joint sponsorship 
of the Pennsylvania Newspaper 
Publishers’ Association and the In- 
terstate Advertising Managers As- 
sociation. 

“Significantly, our sales forces 
are not in the best shape for the 
job,” Mr. Borton said. “Many of 
our 3,000,000 business enterprises 
have never sold under stiff com- 
petitive conditions, as they were 
formed in lush selling years. We 
have a shortage of salesmen, be- 
cause young people are not look- 
ing to selling careers as they for- 
merly did. 

“Advertising, therefore, must 
carry a bigger share of an in- 
creased selling job and do it un- 
der handicaps,” Mr. Borton de- 
clared. “Business is spending a 
smaller percentage of its total sales 
on advertising than it did 20 and 
30 years ago, even though many 
costs connected with advertising 
have gone up. 


a “For more than 20 years before 
1939, the percentage of our na- 
tional income spent in advertising 
ranged between 2.5% and 3.5%. If 
we were spending in that propor- 
tion now, we would be spending 
over $6 billion or nearly 30% 
more than we are. In 20 years our 
advertising expenditure has _ in- 
creased about 50% while national 
income and sales have nearly 
tripled. 

“For all forms of advertising in 
the United States during 1948,” 
Mr. Borton said, “the per capita 
expenditure was about $33. The 
best estimates we can get indi- 
cate that in 1947 about $4.50 pe 
capita was invested in advertising 
in Great Britain. In France it was 
about $1 per capita, in Sweden 
about $6.50 per capita, and in Den- 
mark about $2 per capita... 


a “The critic of our system points 
to this expenditure as a waste, 
a needless expense which adds to 
the cost of the goods we buy. He 
fails to tell, however,” Mr. Borion 
pointed out, “that while large, |! 
is only 1.9% of our national in- 
come, and probably less than 2% 
of our gross sales volume. This 
advertising expenditure is far ‘ess 
than the extra sales cost thal 
would be needed if there were Nn 
advertising. 

“The advertising expense pe! 
unit of sale on most product 
surprisingly small,” Mr. Bortor 
said. “It is about one-third o! 4 
cent on a pack of cigarets, a! ou! 
one-fiftieth of a cent on a wi él! 
advertised soft drink, about «ne 
third of a cent on a dozen oran 4é5 

“Our whole economy is built 
around advertising as a too © 
selling, and our whole sy: & 
would have to change sha p!) 
without it.” 

Theodore S. Repplier, presi °" 
of the Advertising Council, u: °° 
newspaper publishers and ad ¢!- 
tising managers to continue (| ¢!! 
use of public service advertisi '& 

Thomas W. Walker, represen ‘"& 
the American Association of Ne 
paper Representatives, showe! ° 
slide film which described 
newspapers can “provide a soi 1° 
er, more specific, more lo:'¢# 
answer for products sold thre ué° 
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With WCAU’s Umbrella Coverage your advertising 
dollars meet more customers. WCAU’s 50,000 watts 
in all directions blanket a metropolitan, suburban 


and rural market. 


TV 
AM 


CBS AFFILIATE FM 


The Philadelphia Bulletin Stations 
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CLINCH SALES 
with AUTOMATIC 


iW FILM SLIDES 
|3 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 


promotion. Synchronized sound attachment at 
nominal added cost. 


2” x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


f ADMATIC PROJECTOR COMPANY 
111 West Jackson Blyd., Chicago 4, Ill. 
ADMATIC OF CANADA, 69: York 5t., Toronto fl 


Write for 
Circular AY 


get 


Taft-Hartley Law 
Repeal Unimportant 


to Economy: Keezer 


Cuicaco—Repeal of the Taft- 
Hartley law would not make “a 
mosquito bite’s difference” in the 
nation’s business economy in the 
next ten years, Dexter M. Keezer, 
director of the department of eco- 
nomics, McGraw-Hill Publishing 
Co., New York, said last week. 

The important factors will be 
capital expenditures and taxes, he 
said. 

Addressing the first fall meet- 
ing of the Chicago Industrial Ad- 
vertising Association, Mr. Keezer 
said that if capital expenditures 
drop no lower than 10% in 1950 
below the total for 1949, business 
conditions can continue to be very 
good. He predicted that any drop 
will not exceed 10%. 

U. S. industry, he said, must 
spend $65 billion to catch up on 
new plants and equipment—a fer- 
tile market for the industrial sup- 


plier and a challenge to his sales 
force. He urged tax relief for in- 
dustry to increase its purchasing 
power for modernization. 

Asserting that everyone is bored 
with generalities about free pri- 
vate enterprise, Mr. Keezer said 
that business men should switch 
their public relations tack to 
sharpening public appreciation of 
the production and marketing skill 
required to make industry work at 
its current high rate. 


Ford Appoints Remington 


Albert F. Remington, formerly 
in the Chicago and Detroit offices 
of The American Weekly, has been 
added to the advertising staff of 
Ford Motor Co., Detroit. He will 
assist Gordon C. Eldredge, adver- 
tising manager for the Ford divi- 
sion, on passenger car advertising. 


Appoints Ralph Healy 

Columbia Ribbon & Carbon Mfg. 
Co., Glen Cove, N. Y., has named 
Ralph Scott Healy Jr. as advertis- 
ing and sales promotion manager. 
He was formerly with Dictaphone 
Corp. 


You win more than cigars when you 

order your Electros from Flower. Since 1888 
Flower has been delivering a premium in the 
form of QUALITY with every Flower Electro. 


This QUALITY-premium assures you faithful 
reproduction of your forms and originals. 


If it’s QUALITY and SERVICE at their best 
you're after, your best buy is... 


VINYLITE . 


UPTOWN PLANT 


461 Eighth Avenue (at 34th Street) 
LOngacre 3-3126 


New York 1,N.Y. « 


WAX 


° LEAD + 


DOWNTOWN 


TENAPLATE 


PLANT 


216 William Street (at B’klyn Bridge) 
New York 7, N.Y. « BEekman 3-1330 


A aie 
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Pharmacists Warned 
Socialized Medicine 
Won't Benefit Them 


New YorK—An increase in pre- 
scription business if socialized 
medicine should become an ac- 
tuality here must be balanced by 
retail druggists against the proba- 
bility that pharmacy, too, would be 
socialized, Godfrey M. Lebhar, ec\- 
itor of Chain Store Age, told ex- 
ecutives of 46 member drug chains 
of Affiliated Drug Stores at that 
organization’s convention here last 
week. The companies represented 
operate 700 drug stores with a re- 
ported aggregate annual sales 
volume of $125,000,000. 

Pointing out that it is possible 
to discuss socialized medicine 
“without foaming at the mouth,” 
Mr. Lebhar stated that what is 
good for England is not neces- 
sarily good for us, and vice versa. 

“One of the immediate results 
of socialized medicine in this coun- 
try might be,’ Mr. Lebhar said, 
“as it was in England, more money 
in the cash registers of retail drug- 
gists. But make no mistake,” he 
warned, “such benefits would not 
be yours for long. A government 
that socialized medicine today is 
likely to socialize pharmacy to- 
morrow.” 

Mr. Lebhar recently returned 
from an eight-week stay in Eng- 
land where he studied the effects 
of socialized medicine upon the 
retail drug business. 


we “Even if socialized medicine 
should prove a complete flop in 
England,” he said, “it might be a 
great success over here, and, of 
course, the reverse is equally true.” 

After making allowance for the 
fact that England’s experiment 
is only a little more than a year 
old, and that it was adopted long 
before adequate facilities were 
available, Mr. Lebhar said that it 
was too early to judge the pos- 
sible long-range faults or merits 
of the program, but that certain 
immediate defects have already 
become obvious. 

“The most serious consequence 
of the adoption of such a gigantic 
project before the country was 
ready for it,” he explained, “was 
its effect on the doctors. Not only 
did many of them find they had 
more patients than they could 
properly handle, but too many 
patients came with trivial or 
imaginary complaints, which 
would never have taken them to 
a doctor’s office had they been 
compelled to pay for the visit, in- 
stead of indirectly.” 


‘Post-Dispatch’ Again 
Issues Chicago Directory 


The St. Louis Post-Dispatch ha: 
again printed card lists of tele 
phone numbers and addresses 0: 
Chicago agencies, radio and pub 
lishers’ representatives, transcrip 
tion makers, radio and TV sta 
tions, “allied interests” such a 
| ADVERTISING AGE, and travel tick« 
offices. The lists are free to adme! 

The new list, for August, name 
243 Chicago ad agencies, up !) 
from the September, 1948, list an 
up 19 from August, 1947 (sinc 
September, 13 have disappeare | 
and 23 are new). The list show : 
290 publishers’ representatives, |: 
new since September when 2¢ 
were listed (17 dropped out 
There are now 39 Chicago static 
representatives, compared with <) 
last fall and 33 two years ag 
Transcription companies total 1 . 
against 14 last fall and 16 in 194 


Stanley Works Promotes 2 


The steel division of Stanle 
Works, New Britain, Conn., hi 
promoted W. L. Walsh to gener: . 
manager of sales and W. L. Ha: 
to district sales manager in tl! ° 
New York office. Mr. Walsh hi: ; 
been district sales manager of t! ° 
New York office for the past fi\° 
years. Mr. Hall has been in tle 
Sapers sales department sin: ° 
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In cities and towns that aceount tor 
1/2 of the total U.S. retail sales. 


The effectiveness of any advertisement is its “power-to-pull.” To 
get this power it must reach families that buy. In 1658 cities and 
Pa ~ towns that account for 4 of the total retail sales FIRST 3 MARKETS 


one GROUP delivers 50% average coverage. FIRST 3 is your first buy. 


on 


"1 ie a : New York Sunday News 

*. rie ne Chicago Sunday Tribune 

” _ ; ‘ Philadelphia Sunday Inquirer 
Sunday — f : 


nle Punch Rotogravure « Colorgravure 


MAR KETS G RO r p : | : “ e Picture hae ¢ Magazine Sections 


in« e New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 ° Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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‘A Man's Thoughts’ 
—for Women—to Be 
Canadian Column 


Toronto—A new personalized 
ad column will bid for attention 
of Canada’s distaff side late next 


' month when Michael Craig & As- 


sociates introduces its “A Man’s 
Thoughts—For Women Only.” 

The new column is to appear 
weekly in the rotogravure sections 
of the dominion’s big-circulation 
weekend newspapers, the Standard 
and Star Weekly. Paul McConvey, 
sales manager for the producer, 
said present plans call-for eight 
advertisers a week. Advertisers 
have been “much intrigued by the 
new approach,” he added, and 
“preliminary bookings have been 
good.” The initial column is to 
appear in the issues of Oct. 29. 

The full two-column feature is 
based on the theory that women 
keep house, cook, dress and worry 
about their appearance mainly to 
please or attract men. It will write 
about food and fashions as they 
appeal to men. 

Advertisers will be charged $283 
per insertion for 12 or fewer in- 
sertions, with increasing discounts 
for 13 to 52 insertions. For 26 in- 
sertions, the advertiser will be 
given an exclusive franchise, and 


MARSH BRISTOL BOARD 

Has unique in-between surface 
that is neither kid nor smooth, 
but is just right for pen and ink 
and ory Aaeeiey 


Size: 22” x 3 ply onl 
doren Geeluieaiaanl 5.40 
75 


pkg. of 50... 1B 
(Minimum mail order 1 doz. 
sheets). 


PRESTO-TYPE 
To "Set" your own type bead- 
ings. Each transparent plastic 
sheet has several complete alpha- 
bets in black and white. Place 
self-adhering letters directly on 
artwork for juction 
copy for offset, multilith and 

press. 

Only 75 per sheet 

for complete chart of types 


~~ E-Z FRISKET 
An adbesive coated frisket pa 
: prepared for immediate use. Just 
7 strip off procective backing sheet. 
No mess . . . no rubber cement 
. +. 90 waiting. 
LN Desk Roll: 24°x Syds. $ 3.00 


Jumbo Roll: 24"x20 yds. 10.00 


oer eee eee eae 


Send me samples of: | 


Superior Illustration Boord 
Marsh Bristol 0 E-Z Frisket ; 
Loyout Pods (C Presto-Type Chort 


Send catalog of Advertising Art Materials : 
1 


ARTHUR BROWN & BRO. Inc. 


2 West 46th St. New York 19. N Y 


“in some classifications 13 weeks 
will be sufficient,” Craig explains 
in a brochure introducing the new 
twist in personalized ad columns. 


Camftield Names Williamson 

Camfield Mfg. Co., Grand Haven, 
Mich., maker of automatic toasters 
and appliances, has appointed 
James T. Williamson sales repre- 
sentative in Cleveland and Pitts- 
burgh markets. Mr. Williamson 
was formerly district manager for 
Cory Corp., and before that was 
with General Electric Co. 


Kinsey Launches Promotion 
for ‘40’ Silver & Gold Dew 


Kinsey Distilling Corp., Linfield, 
Pa., has broken a fall newspaper 
campaign for Kinsey Gold and Sil- 
ver whiskies, with headlines fea- 
turing the 40% straight whisky 
content of both. Kinsey Gold will 
retail for $3.99 for 4% qt., and the 
Silver whisky at $3.59. 

The schedule, ranging from 200- 
line insertions to 1,000-line ads in 
New York, covers 162 cities from 
coast to coast. Eighty-eight regular 
Kinsey markets will be included, 


> 


and 74 new market areas will be 
opened. J. D. Tarcher & Co., New 
York, handles the account. 


Pacific Hooperatings Shows 
‘Whistler’ in First Place 

Pacific Program Hooperatings 
for August shows “The Whistler” 
in first place, “Adventures of Sam 
Spade” second, and Horace Heidt 
third among the first 15 programs. 

The average for evening homes 
using sets of the 29.2 reported was 
down 0.2 from the last report and 
up 3.1 from a year ago. The aver- 
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age evening rating was 6.1, down 
0.1 from the last report and up 0.3 
from a year ago. 


McGuckin to Ridder-Johns 
Eugene McGuckin Jr., formerly 
of the St. Paul Dispatch and Pio- 
neer Press, has joined the New 
York office of Ridder-Johns Inc., 
publishers’ representative. 


‘Sporting News’ Adds Kracht 


Alvin R. Kracht has been ap- 
pointed to the New York sales 
staff of Sporting News. 


lise Americ 
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The light construction market 


Commercial: Shops, stores, service 
stations, restaurants, warehouses, 
sheds, churches, amusement build- 
ings, including both urban and rural 
establishments. 


Residential: Single detached homes, 
multiple apartment buildings, hotels 
and other shelter up to and including 
four stories. Private garages. 


Farm: Homes, barns, silos, sheds, etc. 
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How building materials reach 
the market 


There are 3 buying factors who must 
agree on the merits of your product 
if it is to flow profitably to market. 
There are the Builders, the Retail 
Lumber Dealers who supply them and 
the Building Supply Jobbers who 
meet the Dealers demands. AMERICAN 
BUILDER reaches and influences all 3. 


Editorial leadership that helps the 
builder and helps you 


The standard of editorial excellence 
speaks for itself since AMERICAN 
BUILDER has earned the highest net 
paid ABC circulation of any maga- 
zine in its field. 

Editorial content is carefully 
planned and edited in the field by ex- 
perienced men to meet present day 
demands of builders, dealers and job- 
bers. Note editorial awards at right. 
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Addison Lewis Handles 
Minneapolis & St. Louis 

In a story on Michael Fadell’s 
suit asking dissolution of Fadell 
Co., Minneapolis agency (AA, Aug. 
29), the Minneapolis & St. Louis 
Railway was incorrectly listed 
among Fadell’s accounts. 

Since May 1, 1949, this account 
has been handled by Addison 
Lewis & Associates, Minneapolis. 


Appoints Rundle Agency 
American Thread Co. New 
York, has appointed J. B. Rundle, 


Advertising, New York, to handle 
advertising and sales promotion. 
National magazines, business pa- 
pers, and direct mail will be used. 
Federal Advertising Agency, New 
York, formerly handled the ac- 
count. 


Names Gray & Rogers 


Gray & Rogers, Philadelphia, 
has been appointed by John Wag- 
ner & Sons, Philadelphia, importer 
of spices and food delicacies, to 
handle its advertising. Magazines 
and direct mail will be used. 


Lubbock Publisher 
Acquires ‘Southwest 


Magazine's’ Plant 


Fort WortH, Tex.—M. I. Hall, 
Lubbock, Tex., publisher, has pur- 
chased the plant of Southwest 
Magazine Co. from the estate of 
the late W. N. Beard, who died 
last November, and plans to trans- 
fer all his publishing operations 
to this city. 


Chief publication of the Fort 
Worth company is Southwest Mag- 
azine, monthly feature supplement 
which is carried by more than 80 
small town weekly newspapers in 
Texas and Oklahoma. 

Mr. Hall has already trans- 
ferred publication to the Fort 
Worth plant of his Cross Country 
News, weekly aviation newspaper, 
and “The Mailbox,” semi-monthly 
shopping paper for the rural trade 
area surrounding Lubbock. He 
plans to move operations on “Mer- 


AMERICAN BUILDER 


The ABC circulation figures at the right 
show not only impressive numbers but a 
coverage of all 3 buying factors in the 
Light Construction Industry. 


These are, first of all, the Builders who con- 
trol more than 90% of all light construction— 
residential, commercial and farm. Note that 
AMERICAN BUILDER reaches more than 50,000 
huilders—the leaders in every trading center 
and trading area of the United States. 


Then, the Retail Lumber Dealers. They sup- 
ply the needs of the Builders and are a prime 
factor in every trading area in the country. 
AMERICAN BUILDER reaches more than 12,000 
retailers who do the major share of the total 
building material business. 


And, finally, Building Material Jobbers must 
be influenced to stock your products for dis- 
tribution to the Retail Lumber Dealer and on 
to the Builder. AMERICAN BUILDER reaches 
an impressive number of jobbers, executives 
and salesmen in every trading area. 


Sell All 3 


You must sell all 3 on the merits of your prod- 
uct so that it can flow smoothly and profitably to 
market. 


The Most Economical Cost per Thousand 


\MERICAN BUILDER’s rate per thousand for all 
pace units is the lowest in its field, consider- 
ug rates for all sized space, together with the 
ost per thousand. There is no premium for 
vactional pages. 

Use AMERICAN BUILDER to reach these men 
vho buy and build. 


AMER! 


CIRCULATION 


the largest and most comprehensive 
in the field of residential, commercial 
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cantile News,” weekly urban shop- 
ping paper serving Lubbock, to 
this city within a short time. 

Mrs. M. I. Hall has been placed 
in temporary charge of the com- 
pany’s Fort Worth office. Zeke 
Handler is editor of the Hall pub- 
lications. 


Chain Belt Ups Sparling 


William J. Sparling, who has 
been works manager of the Chain 
Belt Co., Milwaukee, since 1945, 
has been named vice-president and 
manager of the company’s chain 
and transmission division. E. P. 
Meyer has been appointed to suc- 
ceed Mr. Sparling as works man- 
ager. George B. Flanigan, with the 
company since 1925, has been ap- 
pointed manager of trade relations. 


GF Offers Premium 


General Foods Corp., New York, 
is promoting sales of Swans Down 
instant cake mix with a premium 
offer of two heavy aluminum 8” 
layer cake pans for 75¢ and one 
Swans Down box top. The offer, 
being promoted through a banding 
operation in retail stores, expires 
Jan. 1, 1950. 


c A WN 


and farm building. 


Contractors, Builders 
(all classes) 


Lumber and Material 
Dealers, etc. 


Real Estate, Finance, 
Insurance 


Commercial & Industrial 
Organizations 


All Others 


Total 
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AMERICAN 
BUILDER 


Ask your AMERICAN BUILDER 
representative to show you the latest 
presentation of facts on “the men who 
buy and build”... Send for new survey 
showing the products and equipment 


that 712 AMERICAN BUILDER readers are 


currently buying and installing. 
Important information for your present 
and future sales plans. 


52,518 


13,968 


81,532 


Note: American Builder Circulation 97.4% in 
United States; 2.2% in Canada; 0.4% Foreign. 


3,425 


2,663 
8,958 
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A Simmons-Boardman Publication - 79 West Monroe Street, Chicago 3, Ill. - 30 Church Street, New York 7, N. Y. 


Performance is still the test... 
in a circus...or a market. 
Take the St. Louis market... For 
22 years KWK has been getting | 
the plaudits from the crowd*... | 
and the time-buyers. The crowd, 
like the time-buyers, know 


performance when they see it. 


*The St. Louis listeners, of course. 


Globe-Democrat Tower Bldg. 
Saint Louis 


| Representative 
The KATL AGENCY 
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Two Appoint Kaplan Agency 


Ben Kaplan Advertising, Provi- 
dence, R. I., has been appointed 


+ to handle the radio advertising 


st ager 


Ss 


only for Bette Rand Inc., specialty 
shop in Providence, and to direct 
the advertising for Film Supply 
Co., Baltimore. 


|Higher Sales Told 
in Consolidated 
Grocers’ Report 


Cuicaco—Consolidated Grocers 
Corp. reported the highest sales 
in its history for the fiscal year 
ended June 30, according to the 
annual report released last week. 
Consolidated’s net sales were $151,- 
404,174, up $26,024,657 or 20.7% 
over the previous year. 

Earnings on a consolidated basis 
were $2,506,032, equal to $2.71 a 
common share, compared with last 
year’s earnings of $2,636,101 or 
$2.85 per share. 

S. M. Kennedy, president, said 
that the report, for the first time, 
included operation of a new sub- 
sidiary, Rosenberg Bros. & Co., 
San Francisco, large independently 
owned dried fruit, rice and nut 
company. All of Rosenberg’s out- 
standing capital stock is now 
owned by Consolidated. 

Nathan Cummings, Consolidated 
board chairman, pointed out that 
the company now includes the 
Reid Murdoch Co., Chicago; Spra- 
gue Warner & Co., Chicago; C. D. 
Kenny Co., Baltimore; Western 
Grocer Co. and Marshall Canning 
Co., both of Marshalltown, Ia. 


Appoints Goerl Agency 


Stephen Goerl Associates, New 
York, has been named by Sprout, 
Waldron & Co., Muncy, Pa., manu- 
facturing engineer, to handle the 
advertising and promotion of its 
refiners for the pulp and paper in- 
dustry. Trade publications and di- 
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The Creative Wan: Corner 


The Corner calls attention to these two automobile ads, 
not because their headlines seem derived from the same 
period in history, but because they excite a bit of curious 
speculation about automobile advertising. 

Both Buick and Packard have been going in for punning 
headlines. Generally, your correspondent abhors puns in 
headlines. Yet he tries to keep his mind open enough on the 
subject to ask, “Is this a good pun? Does it serve a useful 
purpose?” In these two instances he is bewildered—because 
Buick is leading the parade while Packard, from all re- 
ports, is bringing up the rear. 

The copy, too, is remarkably similar and—unusual for a 
Buick ad—does not bother to concern itself overmuch with 


. Roamers— 
Countrymen ~ 


—: pe ae 2 ’ 
8° 'Buiaks tt Buy 


ee ee et 


PACKARD 


features, with what a prospective buyer gets for his money. 
Instead, it goes in for that hyped-up type of writing that 
is presumed to awaken in one an over-powering desire 
to get behind the wheel of the particular piece of me- 


rect mail will be used. 


: chanical equipment advertised and head for somewhere 
- west of Laramie. And again, as he stated before, Buick is al- 

ready going through Laramie while Packard is just about 
crossing the George Washington Bridge. 

It all makes the inditer of these lines wonder if the auto- 
mobile itself doesn’t overpower any advertising that can 
possibly be written about it. For compare the Chevrolet 
and the Ford advertising. If advertising excellence has 
anything to do with sales, Ford ought to be way out in 
front. Only it isn’t. Chevrolet is. 

Mighty contradictory. Mighty puzzling. For those who 
may be interested, the Corner is still driving his 41 Dodge. 


On Sunday, September 25 


A New Sun 


will rise in Lowell, Massachusetts 


granting franchises in other states. 

Tested locally for six months, 
Clearcoup acts as a collecting, pay- 
ing and clearing agent for coupons 


to Help Grocers 
It is hoped the plan will improve 
Redeem Coupons the status of coupon advertising, 


New YorkK—Clearcoup Corp.,| and eliminate losses due to “anti- 
formed by a group in Minneapolis,|quated redemption systems.” 
has been set up to operate as a 
bank-like clearing house for han-| Rhodes Appoints Mitnick 
dling coupon deals between gro- M. H. Rhodes Inc., Hartford, 
cers and grocery product adver-|Conn., has named Paul P. Mit- 
tisers. Previously, a check on un-|nick Advertising Agency, Hart- 
redeemed coupons showed 17 Min- ford, to handle the advertising for 
neapolis supermarkets were hold- its parking meters. Magazines an: 


ing 6,205 coupons valued at nearly direct mail will be used. 


$1,000 (AA, Sept. 12), indicating . 

the need for such an organization. er 2 a ee 
Ray Baron, president of Clear-| noqy and William H. Grant have 

coup, reports that it plans to ex-| joined the commercial sales sta‘{ 

pand the copyrighted idea by!of Station WCCC, Hartford, Conn. 


Clearcoup Hopes 


Yes, the LOWELL SUNDAY SUN ... to give you seven- 
day coverage of the 22 cities and towns in the prosper- 
ous Lowell trading area through the Daily and Sunday 
SUN ... the dominant newspaper in northern Middlesex 


County. 


A complete metropolitan newspaper, the SUNDAY SUN 


will include among its many local and national features 


an eight-page standard size comic section, plus a sixteen- 


page locally edited Artgravure supplement. 


: With its minimum initial circulation of 25,000— more 
. | than 90% home delivered — the LOWELL SUNDAY 


SUN offers a real opportunity to alert advertisers. 


SOON ... EVERY day will be SUNday 
in Lowell, Massachusetts 


THE LOWELL SUN 


© cece 
aii. ere Bi 


RECORD BREAKER— What is believed to be the largest single advertis - 
ment ever placed in a newspaper by any musical instrument house in the 
country appeared in the Chicago Sunday Tribune on Sept. 11. Consisting of ! ! 
full pages of advertising, the record breaker launched Lyon & Healy’s 85' 2 
anniversary promotion and featured the opening of the firm’s remodeled ma 
store in Chicago’s loop. (ADV.) \ 


- 


DAILY SINCE 1878... and NOW, SUNDAY starting Sept. 25 
National Representatives: 
STORY, BROOKS and FINLEY, INC. 
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—| \BC COVERS AMERICA’S BEST MARKETS — EFFICIENTLY 
\MERICAN BROADCASTING COMPANY . New yorK + CHICAGO + DETROIT + LOS ANGELES + SAN FRANCISCO 
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- Canada’s Trade Fair 
Plans Major Drive 
in Business Papers 


Toronto—The 1950 Canadian 
International Trade Fair, which 
}opens here next May 29, will be 

}promoted to U. S. and Canadian 

industries starting next month 
with a series of ads in trade pub- 
lications. 

Fair officials said leading U. S. 
business and financial publications 
will carry the campaign in the 
United States, with two-thirds 
pages in most trade publications 
and up to 420 lines in publications 
of larger format. Domestically, the 
campaign will run in 150 Canadian 
publications. Ads are already ap- 
pearing in Hong Kong and other 
Far Eastern markets in the domin- 

. ion’s worldwide campaign. 

Walsh International Advertising 
Ltd., Toronto, which is placing the 
advertising, explained that the 
weight of the foreign campaign 
is being shifted into line with “cur- 
rent Canadian trade realities,” and 
that there will be increased adver- 
tising in the relatively dollar-rich 
Caribbean countries. 


ws In addition, the fair will use 
more space in the United King- 
dom, in conformity with the gov- 
ernment’s policy of encouraging 
sales to Canada, and in Israel, 
where business conditions are now 
more settled. 

Three countries—the Philip- 
‘pines, Haiti and Dominican Re- 
public—have been added to the 
more than 60 covered in previous 
campaigns for the Canadian fair, 
and one new language (Papia- 
‘ mento, which is spoken in the 
Netherlands West Indies) has been 
added to the 20 already used. 

The trend, said Walsh Interna- 
tional, is away from general read- 
ership publications toward trade 
and technical papers now that the 
48 and ’49 campaigns have created 
_interest in the fair among business 

men. The fair also is making 
small-scale tests with radio, tele- 
vision, localized direct mail and 
film shorts, and the trade fair ad- 
ministration is distributing posters 
and illustrated booklets, as well 
as special mailing pieces addressed 
to 200,000 potential business visi- 
tors throughout the world. 

In ad copy abroad, the fair is 
emphasizing opportunities for sales 


SYRACUSE 


COLOR PRESS 


Now serving 
leading Pub- 


12 PAGES 
4 COLORS 


low Costs 
te Eastern Points 


WITH DEALER IMPRINT 


ANY QUANTITY 


ANY SIZE 
UP TO 4 COLURS 


SYRACUSE COLOR PRESS, Inc. 
«104 CHARLES AVE. 
SYRACUSE 9, NLY. 


in the Canadian dollar market. At 
home, Canadian companies are be- 
ing reminded that an exhibit at 
the fair will promote both export 
and domestic business. The U. S. 
copy, designed primarily to at- 
tract visitors, also points out that 
Canada not only is the largest U. 
S. customer but is a spot cash one 
as well. 


Arvin Appoints Foulke 


Harlan Foulke, vice-president of 
Noblitt-Sparks Industries Inc., Col- 


umbus, Ind., has been appointed 
general manager of Arvin radio 
and television division of the com- 
pany. Ray Spellman has been 
named sales manager of the divi- 
sion. 


To Lynnes & Associates 


U. S. Egg & Poultry, published 
by the Institute of American Poul- 
try Industries, Chicago, has named 
Lynnes & Associates, publishers’ 
representative, as its representa- 
tive in the eastern and West Coast 
territories. 


Blanca Rey Elects Brazell 


W. Allen Brazell, owner of Bra- 
zell Advertising, Dallas, has been 
elected president of Blanca Rey 
Inc., processor of domestic rabbits 
as a dinner meat for sale in chain 
food stores and other outlets. 


Wil-Nor Names Remsdell 
Wil-Nor Products, Philadelphia, 
plastic gift manufacturer, has 


named Lee Ramsdell & Co., Phil- 
adelphia, to handle its trade, con- 
sumer and mail order advertising. 
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Owns Lutz & Sheinkman 


Jack Greenberg, president, has 
become sole owner of Lutz & 
Sheinkman, New York litho- 
grapher, through the purchase of 
the stock interests of Bernard and 
Herbert Nemeroff. 


Goetz Names Whitacre 


E. N. Whitacre, formerly Den- 
ver district manager of Frankfort 
Distillers Corp., has been named 
director of sales of M. K. Goetz 
Brewing Co., St. Joseph, Mo. 


OCTOBER HOUSEHOLD 
BIGGEST 
ISSUE IN HISTORY 


biggest in lines 
An all-time record for the October issue! More and more advertisers are throw- 
ing their “lines” where they'll do the most good—in the free-spending communi- 
ties under 25,000. Of the big home magazines, only Household concentrates in 


this market. 


biggest in pages 
Another record for October! No wonder advertisers are grabbing up those 
Household pages. They have the /owest cost per 1,000 readers—four colors, $3.20; 


black and white, $2.40. 


biggest in dollars 
One more record—and one more proof that Household’s profit combination really 
pays off. Home Families . .. Home Editorial. That’s the combination that builds 
new records for Household—new sales for Household advertisers! 


HOME FAMILIES p&+ HOME EDITORIAL 


107,586 reader families 


,635,789 children 
Women 81% housewives 
Families 62% home owners 
87% with gardens 
Eat three meals a day 

at home 


* 
* 
* 
* 
* 
* 
* 


* 82% in communities under 25,000 


2 
3,764,000 primary adult readers 
2 


* Gardening...... 
* Child care....... 
* Beauty, fashion.. 


* Home building & modernization. swe 
* Home furnishing & management... “ae 
8 
8 


eee. 


14% 


seesecesen cocccccee BF 


* Fiction, inspirational, community 


improvement. . 


* Miscellaneous... 


ts MIN 
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Keller Quits Ekco Post 


Frederick Keller has resigned 
as vice-president in charge of 
houseware sales of Ekco Products 
Co., Chicago, to open his own 
sales company and merchandising 
counsel service with temporary of- 
fices at 20 W. Jackson Blvd. Mr. 
Keller will be retained by Ekco 
as consultant and adviser. 


Appoints MacNiven 


John H. MacNiven has been ap- 
pointed an account executive of 
Melamed-Hobbs, St. Paul. 


Hays Retires Lackens 


Frederic I. Lackens is retiring 
after 12 years as advertising man- 
ager of the Hays Corp., Michigan 
City, Ind., maker of precision in- 
struments, effective Oct. 1. Phil 
Sprague Jr. will succeed Mr. Lack- 
ens. 


Lamb Joins Edwards Agency 

Richard K. Lamb, formerly with 
Fred Rudge Inc., has joined Ed- 
wards Advertising Agency, Hack- 
ensack, N. J., as media director 
and account executive. 


Reich] Predicts 
Doom for Straight 
Line in Typography 


New York—‘“Absolute legibility 
will neither be influenced by cen- 
tury-old reading habits, nor 
cramped and mutilated by the 
technical limits of composing ma- 
chinery, and it will turn out to be 
something quite shocking to our 
old eyes. The straight line, for in- 


stance, man’s mechanical substi- 
tute for nature’s flow lines, is sure 
to go into the scrap heap.” 

This prediction is culled from 
“Legibility, A Typographic Book 
of Etiquette,” by Ernst Reichl, 
fifth in a series of monographs 
published by George McKibbin & 
Son, Brooklyn book manufac- 
turers. 

The book reviews changes in 
typesetting through the years, and 
outlines rules on such subjects as 
size of type in relation to measure, 


HOUSEHOLD 


Topeka, Kansas 


Arthur Capper, Publisher 


35 


amount of leading between lines 
for the size of the type, the size of 
page margins and relation of type 
‘aces to paper stock. 

On the length of a type page, 
Mr. Reichl says: “The size of a 
book should be arrived at from the 
inside out: Designing an attractive 
type page, and adding attractive 
margins to determine trim size— 
not the other way around.” 


Publishes ‘How’ Book 
on Writing for Homemakers 


Lou Richardson and Genevieve 
Callahan are authors of “How to 
Write for Homemakers,” published 
by Iowa State College Press, Ames, 
Ia. The text covers recipes; pub- 
licity releases; magazine articles; 
cook books; and scripts for demon- 
strations, educational films, radio 
and television. The price is $3. 


Don Lee Appoints Barker 


Cecil Barker, production aide to 
David O. Selznick, has been ap- 
pointed executive producer of the 
Don Lee Television System. 


Chicago Artists Guild 


GOLF 


tournament 


Nordic Hills Country Club 
Starting at 8:00 a.m. sharp 
(members and guests) 


SEPT. 
24th | 


Courtesy: LAURENCE, INC. 
CHICAGO « PHOTO-ENGRAVERS 
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“e pater o aU caren, 


A Close-Up of the BIG part of Chicago 


that’s yours in the Chicago Herald-American 


Let us show you with facts and figures 
why Chicago’s four largest Grocery 
Chains—the big volume leaders— place 
nearly 40% of all their food advertising 
in the Chicago Herald-American. 

A quick glance at the following pert- 


inent facts from a prize-winning 
market study by Alfred Politz Research, 


Inc., shows how closely these merchants 


who are closest to the sales scene have 


matched their advertising program to 
the market potential. 


38 8% of all women 15 years of age and over in Metropolitan Chicago read the 


Herald-American. 


66.4% of all Chicago Herald-American women readers are Housewives. 


4 is the average number of persons per Herald-American family while the 


average for all Chicago is only 3.5. 


Add to this big coverage of the family market, the 
fact that the Chicago Herald-American publishes 
23.6% more food news than any other Chicago news- 
paper, and the influence of the Herald-American 


on food sales is evident. 


TIONALLY REPRESENTED BY 


For a more complete breakdown of Herald-American 
readership showing age, sex, family status and 
employment, write for “Characteristics of Chicago 


Herald-American Readers”. 


HEARST ADVERTISING SERVICE 
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- Integrate Sales 


and Ad Program, 
Mapel Urges 


Cuicaco—If a company’s adver- 
tising campaign cannot be inte- 
grated easily in its sales training 
program, both will fall short of 
their objectives, according to Eu- 
gene B. Mapel, vice-president of 
Methods Engineering Council, 
Pittsburgh. 

Speaking at the first fall meeting 
of the Chicago Sales Executives 
Club, Mr. Mapel last Monday cited 
as an example a company which 
has spent more than $1,000,000 
yearly for five years without lift- 
ing sales to a profitable level. 

This company, he continued, 
failed to integrate its advertising 
with the sales problems faced by 
driver salesmen and the sales 
training designed for them. 

Mr. Mapel castigated business 
executives “who seek to eliminate 
price as a retardant to sales’ by 
cutting prices. “It’s time that sales 
executives put the emphasis on 
selling benefits so that price be- 
comes a small factor in the buyer’s 
decision,” he said. 


ws “One need only look at the tele- 
vision set industry to see the re- 
sults of attempting to base sales 
programs on price alone, without 
trying to create interest in the 
product or the benefits that it 
offers,” he added. 

If sales are sagging today, he as- 
serted, it is largely because: 

“1. Too many companies have 
sales executives who lack the 
knowledge necessary to build and 
strengthen sales forces or who be- 
lieve that inspiration alone is 
enough to do the job. 

“2. Too many companies have 
sales managers who don’t manage 
—they are merely the home office 
salesman. 

“3. Too many companies are de- 
pending upon other companies to 
train their sales forces for them. 

“4. Too many companies call 
sales a profession and then void 
all of their pronouncements by sal- 
ary policies and other practices. 

“5. Too many companies operate 
on the premise that their prospects 
have no prejudices against them 
{for delayed deliveries or other 
wartime or postwar actions]. 

“6. Too many companies base 
their sales programs on need or on 
so-called normal times.” : 


s “Instead of worrying about in- 
ventory readjustments or business 
cycle readjustments,” Mr. Mapel 


s SS teat els! 


NEW SERIES—The first of a new series 
of newsprint color pages for Nescafe 
broke in the Chicago Tribune on Friday, 
Sept. 16. Coming at the turn of the sea- 
son between cold and hot beverages, the 
first ad’s copy and illustration featured 
the use of the product both hot and 
iced. Cecil & Presbrey, Inc. is the 
agency. (ADV.) 


argued, “let’s realize that sales and 
promotion can help bring about 
the readjustments necessary. If we 
wait for increased ‘need’ to make 
itself felt, or for the business cycle 
to turn upward, we’ll find that 
such policies just won’t work.” 
The most effective advertising 
and sales programs, he concluded, 
are those built upon the benefits 
which a product offers a buyer. 
If salesmen can be shown how to 
“eliminate the retardants to sales,” 
and can be given sales tools as 


part of a guided plan rather than 
be doctored up with “inspiration” 
at sales conferences, he added, 
selling will be back on the right 
road. 


Goff Agency Retained by 2 


R. W. Goff Inc., Cranston, R. L, 
has been retained to direct the ad- 
vertising of Moody Machine Prod- 
ucts Inc., Providence, R. I., and 
Self-Aid Products Co., Old Say- 
brook, Conn., producer of specialty 
items. 


To Warner, Schulenburg 


Warner, Schulenburg, Todd & 
Associates, St. Louis, has been ap- 
pointed to handle the fall adver- 
tising of the Dale Carnegie Sales 
Training Courses of St. Louis. 
Midwest radio, newspapers and 
direct mail will be used. 


Names Margery Cosgrove 


Margery R. Cosgrove, formerly 
with Keswick Corp., New York, 
has been named director of media 
of Bacon, Hartman & Vollbrecht, 
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St. Augustine, Fla., agency. She 
succeeds John W. Hartman, who 
continues as the agency’s vice- 
president and special representa- 
tive in New York. 


Mahoney Joins McKinsey 

James J. Mahoney has joined 
the Boston office of McKinsey & 
Co., management consultant, as a 
consultant in marketing. He was 
formerly assistant sales manager 
of both Alfred D. McKelvy Co. and 
Prince Matchabelli Inc., subsidi- 
aries of Vick Chemical Co. 
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Owen Names deLahunta 

Paul D. deLahunta, formerly 
Hartford representative for the 
advertising department of the Sun- 
day Herald, Bridgeport, Conn., has 
been named an account executive 
of Edward Owen & Co., Avon, 
Conn. 


Bienfang Names Waterston 

Waterston Co., New York, has 
been appointed to handle the ad- 
vertising of Bienfang Paper Co., 
Metuchen, N. J. 


NBC Appoints Burroughs 


Russell M. Burroughs, formerly 
commercial manager of KBMT, 
San Bernardino FM station, has 
been named business supervisor 
of the program department of the 
western division of National Broad- 
casting Co. 


Joins Griswold-Eshleman 
Robert S. Marker, formerly with 
B. F. Goodrich Co., Akron, has 
joined the creative staff of Gris- 
wold-Eshleman Co., Cleveland. 


Fiction Book Club 
Starts Test Series 
in Canadian Papers 


Toronto—The Fiction Book 
Club, after preliminary operations 
in Canada for more than a year, 
launched a _ series of full-page 
newspaper advertisements last 
week, using color where possible. 

The initial ad in the new test 
series ran Sept. 17 as a four- 


color rotogravure page in the To- 
ronto Star Weekly and on the back 
cover of the Montreal Standard’s 
magazine section. A two-color page 
will follow in the Sunday, Sept. 
24, edition of the Vancouver Sun. 

Club officials said that accept- 
ance of the low-price books since 
the Canadian field was entered 
has been so heartening that ar- 
rangements are being made to 
print these best sellers by popu- 
lar authors in Canada. Canadian 
ads offer subscribers two free 


FOR THE READER . . 


Most busy oil men have found by experience 
that time is too limited for them to read all the 
various oil papers published today. Experience 
has taught them that these twenty-four experts 
who edit The Journal every week give them 
comprehensive news coverage and the best en- 
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FOR THE ADVERTISER . . 


A great many advertisers have found by experi- 
ence that money invested in Journal advertising 
pays much larger dividends than spreading their 
budget thin in several oil papers. 


Wise advertisers, therefore, CONCENTRATE ... 
not DUPLICATE 


gineering-technical articles pertaining 


Busy readers, therefore, CONCENTRATE 
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novels for joining, and a choice 
of monthly titles at $1.84; mem- 
bers must purchase a minimum 
of six of these books each year. 
Sales are handled entirely by mail. 

The club, through Russell T. 
Kelley Ltd., Toronto, plans to con- 
tinue advertising in metropolitan 
areas and to go after the rural 
areas more heavily during the fall 
months. 


To Life International 


Jere Patterson, who recently re- 
signed as assistant to the president 
and account executive at Foote, 
Cone & Belding International, has 
joined the advertising sales ‘staff 
of Life International, New York. 
Before joining the New York 
agency he was foreign sales direc- 
tor of Parker Pen Co. 


Kuehne Names Hake V. P. 


Paul W. Hake, formerly direc- 
tor of sales of A. Brandwein & 
Co., Chicago, has been named 
vice-president of sales and mer- 
chandising of Kuehne Mfg. Co., 
Mattoon, Ill., furniture manu- 
facturer. 
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FIRST: The Tacoma-Seartle retail trad- 
ing zones—the" Puget Sound Circle” 
—account for 55% of Washington 
State’s total business volume. You 
must have fu// impact in this market 
—and you get that impact only when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


Write for latest circulation 
and coverage figures — 
or see 


SAWYER, FERGUSON, WALKER CO. 


News Tribune 


Represented Nationally by 
The Sawyer, Ferguson, Walker Co. 
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_ NAMP Reelects 


Officers to Keep 
Up Postal Fight 


(Continued from Page 1) 
magazines is involved in the postal 
rate situation. 


w Besides Mr. Fuller, all other of- 
ficers, members of the policy com- 
mittee and directors whose terms 
were expiring were reelected. They 
include Arch Crawford, president; 
Arthur Moore, Hearst Magazines, 
treasurer, and Ford Stewart, 
Christian Herald, secretary; Al- 
bert W. Winger, Crowell-Collier; 
Gardner Cowles, Cowles Maga- 
zines; W. H. Eaton, American 
Home; Allen L. Grammer, Street 
& Smith, and Mr. Pierce, members 
of the policy committee; and the 
following directors: James F. Bar- 
ton, American Legion Magazine; 
R. E. Berlin, Hearst Magazines; 
Fred Bohen, Meredith Publishing 
Co.; F. F. Soule, Conde Nast Pub- 
lications, and Mr. Fuller, Mr. 
Moore, Mr. Pierce, Mr. Stewart 
and Mr. Winger. 

In his address at the opening 
business session last Monday, Mr. 
Grammer, chairman of the policy 
committee, devoted most of his 
report to postal legislation and said 
that he believed the idea of a sur- 
charge on advertising content, in- 
creasing progressively according to 
the percentage of advertising 
carried, had been killed, but that 
the so-called moderate rate in- 
creases which have been proposed 
recently represented a huge in- 
crease in the cost of distributing 
magazines, and would wipe out 
the profit of many publications. 
He predicted that any prohibitive 
rate increase would divert business 
from the Post Office to other 
methods of distribution and would 
result in serious loss of volume to 
the Post Office. 


e Mr. Winger told of the work of 
the magazine publishers in con- 
tributing to the campaigns of the 
Advertising Council, especially 
those related to promotion of sav- 
ings bond sales. He referred to the 
recent announcement of the De- 
partment of Commerce, that an ad- 
vertising division would be estab- 
lished (see Story on Page 56), as 
an indication of the growing rec- 
ognition of the important role 
which advertising plays in the 
economy on the part of important 
policy makers in Washington. 
John W. McPherrin, editor of 
American Druggist, and chairman 
of the public activities committee 
of the association, asked the mem- 
bership to pass on the efforts of 
the committee to expand activities 
such as the forum sessions held 
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BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


You don't have to worry about filling-in 
from the outside in Bayonne becouse THE 
BAYONNE TIMES gives complete coverage. 
There is no competition and no other com- 
bination of papers can sell Bayonne. 93% 
Home Delivered. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
296 Modicen Ave., H. Y. - 228 H. LaSalle St., Ohicage 


in 1947 and 1948, and the clinic 
or workshop sessions for circula- 
tion, advertising and other depart- 
ments at the annual meetings. 

The convention voted to em- 
phasize and broaden the clinic ac- 
tivities but, in spite of the public 
relations value of the forum ses- 
sions, decided to discontinue hold- 
ing them. None was held this year. 


2 A clinic session on production 
was highlighted by a report on 
the paper situation by A. L. Cole, 
Reader’s Digest, who emphasized 
as he did in his report a year ago 
that, in view of declining publica- 
tion profit margins and the strong 
position of book paper manufac- 
turers, the latter should reduce pa- 
per prices below those current to- 
day. 

A report on magazine advertis- 
ing reproduction, prepared by a 
joint committee of the association 
and the American Association of 
Advertising Agencies, and discus- 
sion of comparative cost studies by 
George Garland, Leam Publishing 
Co., and N. O. Wynkoop, McGraw- 


Hill Publishing Co., also featured 
this session. 

Golf and other athletic activities, 
started on Monday, were inter- 
rupted on Tuesday by rain, with 
the result that the numerous prizes 
for prowess on the golf course were 
awarded on the basis of the first 
18 holes played on Monday. 


s Robert Luchars, Industrial Press, 
won the William B. Warner cup 
for 36 holes of play; Sam H. Mc- 
Connell, Hearst, won the Crowell 
cup for first low net. Frederic 
Gamble, president, Four A’s, won 
the guest low net prize. James 
Linen, Time Inc., won low gross. 

In the blind bogie contest, Rob- 
ert T. Messler, Crowell-Collier, 
won first, while Lee Hickey, Elks’, 
won second. 

The low net scores, following 
Mr. McConnell, were: Philip Zach, 
Capper Publications, second; Will- 
iam Chenery, Crowell-Collier, 
third; Arthur Kohler, Curtis, 
fourth; Lee Williams, Hearst, fifth; 
W. H. Eaton, American Home, 
sixth; MacLean Hoggson, McCall, 
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seventh; A. E. Winger, Crowell- 
Collier, eighth; A. E. Sterner, Cur- 
tis, ninth; Richard Sanderson, 
Family Circle, tenth; Edwin Balm- 
er, McCall, llth; Henry Curry, 
Hearst, 12th; Allison P. Leininger, 
Parents’, 13th, and Curtis W. Mc- 
Graw, McGraw-Hill, 14th. 


Breath-O-Lator Starts Test 
Breath-O-Lator of Canada, 
which recently launched a test 
campaign in Montreal, using 600 
and 300-line ads, has opened the 
same campaign in Ottawa, Toronto, 
Winnipeg, Edmonton and Calgary. 
The campaign will be extended to 
other markets as distribution ex- 
pands. Harold F. Stanfield Ltd., 
Montreal, is the agency. 


NBC Names Dr. Coffin 

Dr. Thomas E. Coffin, chairman 
of the department of psychology 
of Hofstra College, has been named 
by National Broadcasting Co., New 
York, as research associate for 
television. While at Hofstra Col- 
lege, Hempstead, L. I., Dr. Coffin 
made surveys covering television 
effects on the average family’s 
activities. 


“wate 
Menees 


Camden Newspapers Merge 


The Morning Post and the Even- 
ing Courier, Camden, N. J., have 
been merged into one evening edi- 
tion. The new paper, which is pub- 
lished by Camden Newspaper Inc., 
a syndicate, will be called the 
Courier-Post and will print five 
editions a day. Camden Newspa- 
per Inc. is headed by Harold 
Stretch, who is now publisher. 


‘News’ Resumes Classified 


Starting Saturday, Oct. 1, the 
Los Angeles Daily News will re- 
sume publication of its classified 
advertising section, discontinued in 
1943 because of the newsprint 
shortage. Production facilities have 
been increased with installation of 
new press units and composing 
room equipment. 


KTTV Appoints Hackett 
Alberta Hackett, formerly with 
the Hollywood office of Compton 
Advertising as business manager 
and producer of “The Guiding 


Light,” has been appointed to the 
newly created position of traffic 
manager of KTTV, Los Angeles. 


MARKETS 


Take a town of 23,642 people. Multiply its 
population more than 4 times in 8 years. 
See it continue to expand in the face of war’s 
end layoffs affecting 93,000 of its workers. 
That’s the amazing story of Richmond, 
California...concrete proof that mai ets 


1 a 


a 6§N 1940 
 Juat-a small town of 23,642 people in | 
_ the San Francisco trading crea,* 


mond, California, was 


Priya 


San Francisco's Rich- 


TODAY 


Richmond's 
es up over 400%. It's the 
10th largest city in California...an 


oT 


i 


population is 


change fast! Not only in San Francisco, but 
in major markets across the country, new 
selling strategy is required to keep pace with 
these changes. For in changing markets, yes- 
terday’s sales program won’t produce today’s 


quota. You need today’s market facts today/ 
*Sales Management Survey of Buying Power 
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. / ‘ net is prepared to refund the full|bit fed up with the big, fuzzy | four-color page, the effective rate 
en- Coronet Offers amrount (but the agency retains its| phantasmagoria of readership|on Jan. 1, 1950. 
ave 15% in any case). claims. Like to start with old-fash-| Coronet’s new policy will be 
odi- ioned paid circulation records?|carried out by a predominantly 
ub- Money Back If e Ads must include a definite re-| Like to continue with the obvious | new sales staff. Robert F. Buggeln, 
ne., quest for inquiries in the copy,|next step—circulation per dol-| formerly with the New York Her- 
the “direct sales” are defined as sales| lar?” ald Tribune, became ad manager 
five Ad D a t Pp ll made through the offer of a prod- in July, and Charles Beinbeck, 
spa~ S$ on u uct at a stated price, readership|s In taking its challenging stand,|formerly of Seventeen, became 
rold ratings are not accepted as proof} Coronet presumably was influ-|eastern ad manager the same 
2 New YorK—Coronet will refund | of effectiveness, and generally ads| enced by encouraging evidence of|month. Also, seven of the eight 
the cost of a full-page, four-color| run in Coronet and other publica-|its pull. Advertising in the maga- | Coronet New York salesmen 
ad in the magazine if it does not|tions must be run in the same|zine by major book clubs went joined the company fairly re- 
the pull more inquiries or direct sales} month and be alike in copy and|from eight pages in 1948 to 12| cently. 
_re- per dollar of cost than the same} layout. pages in 1949, and 20 pages are 
ified page in Collier’s, Life, Look, or| Commenting on the move, David| expected for 1950. A page taken| Names Richard Feldon & Co. 
aw The Saturday Evening Post. A. Smart, Coronet  publisher,| by Mullins Mfg. Corp., Salem, O., Richard A. Feldon & Co. has 
oe The announcement was made} pointed out that the magazine has/|in April, 1949, is said to have pro- been appointed national advertis- 
n of last week with full pages in the|an “unique standing with its read-|duced a lower cost per inquiry|ing representative of Scholastic 
sing Philadelphia Bulletin, Detroit|jers as a ‘trusted friend of the|than a similar ad in other mass- Roto, national roto supplement to 
News, Boston Herald-Traveler,| family,’ a position shared only by| circulation magazines. An article high school publications, edited and 
New York Times and Chicago|the Reader’s Digest.” on vitamin E in the October, 1948, —— “py a a ne 
Tribune. Business papers also are| This reference to the Digest bobs | issue reportedly drew a spectacular Minnesota. ’ 7S 
with being used, and the same cam-/|up _repeatedly in the ad copy. | response. 
pton paign theme will be used through-| While stressing the money-back Such developments, according to ‘Tool Engineer’ Joins ABC 
ager out the rest of the year. Lennen &|offer, the copy carries a half-|a spokesman for Coronet, indicate} “ pre Tool Engineer, official pub- 
iding Mitchell is the agency. dozen linkings of the Digest and| that Coronet readers “believe what} )i.ation of the American Society 
» the In making its money-back guar-| Coronet. Also, it takes a swing| they read,” and the magazine feels| ¢ Tool Engineers, Detroit, has 
-affic antee, said to be the first by a|at magazine audience research in| secure in its offer, which could| been admitted to membership in 
2S. mass-circulation magazine, Coro-|this fashion: “...maybe you’re a|mean the refund of $5,720 for a|the Audit Bureau of Circulations. 


e of e HEARST ADVERTISING SERVICE Knows THE CHANGING MARKETS 


H. A. S. men have their fingers on the “sales 
pulse” of the ten major markets across the 
country which they represent. They’ve 
charted, classified, evaluated these markets 
block by block. Know the changes taking 
place constantly as population shifts, as re- 
tail areas move, as traffic is rerouted, as buy- 
ing habits change. 


STRATEG 
TEN MARKET STUDY 


household items, — food 
toiletries. Sponsbred by Hearst New 


- COMMODITY SURVEYS 


-. petail outlets in ten Hearst cities. 


SALES OPERATING CONTROLS 


Hearst Adver 


Herbert W. Beyea, General Manager 


Ofhces in principal cities Baltimore News-Post American 
representing Pittsburgh Sun-Telegraph 
New York Journal-American San Francisco Examiner 


Includes general characteristics, vacation activ- 
ities; product rank at consumer level for general 
items, cosmetics and 


- Spotlight the distribution and sales — 
“Wank of leading commodities among 


Specific, flexible, practical, usable. 541,604 
city blocks walked and analyzed, 445,456 _ 
retail outlets and 3,037 shopping centers an 
- \ hd streets located, to evaluate the sales 

»potential of each of nine great markets. 


As a result, the Hearst Newspaper Research 
and Marketing Departments’ “Marketing 
Aids” have proved helpful to many sales and 
advertising executives. Perhaps, we can be 
of service to you. To investigate the possi- 
bilities, call or write the Hearst Advertising 
Service man nearest you today! 
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IC MARKETING AIDS. 


10 major markets, conducted by Alfred Politz 
Research, Inc. according to the high standards 
which won for him the top American Market- 


spapers in. ing Association award in 1948. 


._. AUTOMOTIVE STUDY 

Indicates consumer likes, dis- 
- fikes, buying habits; shopping 
- habits and brand preferences for __ 
wet" Yarious automotive commodities. 
gqast 10 COAST Sponsored by Hearst Newspapers 
J in ten major markets, conducted 
by Alfred Politz Research, Inc, 


sts 
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4 % MARKET ANALYSES 
— - Market detail on population, = 
gales, industries and other “a 

& characteristics including com- 4 

_ parative coverage of all 4 

newspapers. in’ each. of ten am 

- markets. .. 
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KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 
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959 8th Avenue, New York 19, N. Y. 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 


Detroit Times 
Boston Record-American Advertiser 
Albany Times Union 
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CREATIVE 
MEN 


work faster, better... 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James W 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c each in quan- 
tities of 10 or more. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising business, 
As Victor 0. Schwab says, ‘‘a book about busl- 
ness which emits flash efter flash of penetrat- 


ing insight .. . day by day guidance... 
pithy case-history experiences .. . usable sug- 
gestions."" . . . In all 578 diary entries made 


during trying times, any one of which may 
suggest a solution to your current problems, 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more, 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that underlie 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. with 
an introduction by G. D. Crain, dr., publisher 
of Industrial Marketing, Advertising Age, etc. 
A basic book in the library of every man who 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 or more. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de 
veloping a uniformly good performance pat- 
tern. (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
antee. $1.80 each in quantities of 10 or more, 


NOTE TO COPY CHIEFS 
Judging trom the number of orders for 10, 
25, and more copies of these various books, it 
is clear that they are filling an important 
need in training pregrams. We suggest you start 
with a copy of the ‘'5-Point Technique’ for 
each member of your creative staff. 


MAIL ORDER NOW 
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| Advertising Publications, Inc. 
| 100 E. Ohio St., Chicage 11 


Please send me books as ordered below. I 
enclose remittance with the understanding that 
I may return books fer full refund in ten 
days if not delighted in every way. 


.. copies, ‘'5-Point Technique 


for Producing Ideas’’........+.+- B.wsee 
.. copies, ‘Diary of An Ad Man’’...§..... 
.. copies, ‘‘Teacher of Business’’...$..... 
.. copies, ‘Successful Sales 
Traiming’’ .ccccccssssceveces 6. se68 
MAEMO cece cscscceseesesececeseecseesese 
Company ....--sseesssseceesesssecsesese 
AGGTOES «2. cece eeeeeeseeeessesese 
 MTTTETEEELT eneay°*° 
State 
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| FINE ARTS PRINTING COMPANY 
814 N. FRANKLIN ST., CHICAGO 10 


Federal Sada Figures on Decaslinset Store Sales 


WASHINGTON—Department store 
sales appear to have staged a 
comeback, after a summer of de- 
sultory buying by consumers. 

Offerings of new fall merchan- 
dise, extensive back-to-school pro- 
motions, and a price level some- 
what lower than that prevailing 
last year all contributed to a dol- 
lar volume of sales during the 
week ended Sept. 3 that was only 


5% below sales for the same week 
of last year. 

The Federal Reserve Board’s 
retail sales index climbed from 
252 in the last week of August to 
293 for the week ended Sept. 3. 

For the second week in succes- 
sion, several of the 12 districts 
reporting showed increases over 
last year’s volume. The Kansas 
City and Atlanta districts both re- 
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Your dealer help advertising cannot start producing 
_ results until it is received by the consumer. 


And that is just the trouble with a lot of dealer- 
help direct-mail advertising. It’s well-prepared, lay- 
outs are excellent, copy is fine, the printing is the 
best—but the material never reaches the consumer! 


Too often the final, important step of actually plac- 
ing your advertising in the mail is left in the hands 
of the dealer. And most dealers simply haven’t the 
time, the inclination, or the facilities to handle sys- 
tematic mailings to prospects. They are too busy 
handling the many other details of running their 
businesses. And what is even more important, few 
dealers have the most important requisite of a suc- 
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cessful direct mail program—a satisfactory mailing list. 


Your best assurance that your dealer-help direct- 
mail advertising dollars will hit the right mark at 
the right time is Donnelley’s complete direct mail 
service. This service includes planning the campaign, 
supplying of mailing lists, creating the pieces, print- 
ing the material, imprinting, addressing, and mailing. 


With Donnelley service, you don’t have to rely on 
dealers to do any of the work necessary to get your 


advertising in the consumers’ hands. 


There is no 


work or worry on either your part or theirs, and both 
you and your dealer get full value from the advertis- 


ing dollars spent. 


To get the full story on a Donnelley-produced cam- 
paign, call or write your nearest Donnelley Office. 


_ THE REUBEN H. DONNELLEY CORPORATION 


350 E.22nd ST. 
HICAGO 16, ILL 


(305 €.45th ST. — 
NEW YORK 17, N.Y. 


727 VENICE BLVD. 
OS ANGELES 15, CALIF 
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DEPARTMENT STORE 


1935. 39 EQUALS 10 100 


Week to Sept. 3, '49*.p293 
Week to Aug. 27, '49*.252 
Week to Aug. 20, '49*.252 
Week to Sept. 4, '48*...308 
Week to Aug. 28, '48*..255 
Week to Aug. 21, '48*..271 


pPreliminary. 
*Not adjusted seasonally. | 
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corded sales 2% above last year’s 
record level. The Minneapolis dis- 
trict scored a gain of 1% above 
sales for the corresponding week 
of 1948 and the Richmond district 
broke even. 


% Change from 1948 


Week Ending 


Federal Reserve Aug. Aug. Sept. 
District and City 20 27 8 
UNITED STATES ........ 7 -—I —5 
Boston District ............ Pon} 4 6 |) 
New Haven ................. —% 27 —13 
Boston .......... 23 —” 
Springfield .. 746 —2) 
Providence 37 —14 
New York Distric i -_ 
a 8 —9 
RRC r4 —4 
New York ré —§ 
ae LD ee 
ll —6 
Philadelphia District... —% —_—% —f 
Philadelphia ............... 9 —5 —9 
Cleveland District ........ —'"4 —_— —f 
f  7—X- — af 
Cincinnati . —1 —12 
Cleveland . 4 —7 
Columbus . —7 —7 
| eT 6 —3 
i ee —I6 —6 —l1 
Richmond District ....... — re? “ 
SE 1 4 5 
SL —7 —7 —§ 


Atlanta District 
Birmingham 


—) 
i] 
~~ 
~ eee 


Miami .......... 
Atlanta —13 8 
New Orleans 9 —# 7 
a —14 r—3 " 
Chicago District .... a} 5 —! 
IT, seinen chesenontionn —4 6 —1 
Indianapolis ................. —9 8 2 
ET daisies iacohslncaniche —12 2 —3 
ea —10 1 0 
St. Louis District ........ —6 —s% —3 
Little Rock —4 —3 
Louisville . 5 —6 
St. Louis ... —1 
Memphis ...... * —9 —Ill1 
Minneapolis District .... **3 sled | adel | 
Minneapolis. ................ 1 5 + 
 ), ees bg *. . 
Duluth-Superior ........ 4 1 1 
Kansas City District... —% r—8 2 
ee ae —14 5 
\... ne —9 —% 
Kansas City ....... --6 4 
St. Joseph ........ —3 —4 
Oklahoma City 1. —1 
TED udinseehassdenntes —l1 0 
Dallas District .... -—l —6 
IE Aletta hetinctsasdais —o9 —8 
i —6 —7 
TESS LIS —10 —16 
San Antonio .............. —14 15 
San Francisco District — —12 —j7 
Los Angeles Area... —2 —15 —?7 
ET aiertsaiceeucteendnee —7 —3 
San Francisco .. —6 —6 
Portland ............. —10 —11 
Salt Lake City .......... —3 —o9 —7 
SEED ssiadiashibsnaiiensnsrivinn —5 —14 —14 
rRevised. 


*Data not available. 
**Figure based on reduced sample owing 
to work stoppages in certain stores 


Coronet Wave Promoted 
by Toni-Like Twins Copy 


Coronet Beauty Products, New 
York, is promoting its Corone' 
home cold wave kit with full page 
in the October issues of Ebony an: 
Our World. Copy is headed 
“Which uses the Coronet hom: 
cold wave?” with a picture of th 
Cotter twins appearing on the pag 
It seems that “Ruth on the rigl 
uses Coronet.” Great Northern As 
sociates, New York, handles th 
account. 

Despite the similarity of th 
copy to Toni Co.’s advertising, To! 
officials declined to comment o 
it to AA other than to say that ! ! 
to 15 other advertisers that ha\: 
used comparisons similar to Toni ; 
have ceased doing so after To! ! 
has “politely” pointed out similar - 
ties in copy or layout. 


Halper Appoints Sherman 


Morris Sherman has been 32} - 
pointed manager of Robert S. Ha 
per Advertising Co., Dallas, a 
suming duties of the late Robe 
S. Halper, president. Mr. Sherm: 
has been with the company sin: 
its formation. 


ee a ae | 


Thomas Joins Frieberger 


Eugene B. Thomas, formerly ' 
the advertising department of Ne - 
man-Marcus, Dallas, and wi. 
Brough Advertising, Dallas, h § 
joined Curt Frieberger & Co., De: - 
ver, as account executive. 
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MODERN METHODS VERSUS MR. GUTENBERG’S ORIGINAL PRESS ARE VIVIDLY ILLUSTRATED BY THIS 
ONE SECTION OF A BATTERY OF 64-PAGE TWO-COLOR MAGAZINE PRESSES IN THE DEARING PLANT 


HE invention of printing from movable type is properly credited to 

Gutenberg. No definite record is available of the quantity of print- 

ing produced by Gutenberg during his lifetime. It is known, however, 
that the Gutenberg Bible, which contained 1,282 pages, set two columns 
of text type to the page, required five years to complete. 


Today, one hour's output of a modern magazine plant such as the 
C. T. Dearing Printing Company, in all probability exceeds the total 
amount of printing produced during Gutenberg’s entire lifetime. 


Gutenberg probably never dreamed of machines that would set type, of 
machines that would make paper, of presses that would feed themselves, 
of presses that would print two or four colors on both sides of the sheet, 
drying the ink as they print, and assembling and folding the pages into 
signatures of 8, 12, 16, 20, 32, 40, or 64 pages—and at speeds of 14,000 
to 20,000 press revolutions per hour. 


He probably never imagined machines that would make and print pictures 
that are true reproductions of the original paintings. 


If Mr. Gutenberg could walk through the plant of the C. T. Dearing 
Printing Company today he probably would not believe his eyes. Surely he 
would gasp in amazement at the tons of man-made machinery that operate 
with greater accuracy and precision than could any human hand process. 


And viewing the miracle of these modern giants and their multi-million 
production of complete magazines he could be justly proud of the industry 
he is credited with founding. 


DIVIS!ITtON OF FAWCETT PUBLICATION S, IN C. 


We've Come a Long Way 
r,GUTENBERG! | 
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What I Found In Tijuana, 


POOR MAN’S MONTE CARLO 
By Albert Q. Maisel 


A GUIDE TO BURIED TREASURE 
By William LaVarre 


A Fawcett Publication 


August 25° 


Dry-Fly Fishing On The 


Month after month, issue after issue, TRUE outsells all other men’s magazines 
sold on the newsstands. That's why TRUE is America’s Largest Selling Man’s 
Magazine! With a circulation guarantee of 1,200,000, current sales of well over 
1,300,000 copies prove the continuing vitality of TRUE’s voluntary circulation. 


With a median age of 33.5 years and with median incomes of $3,969, TRUE’s 
young-man market has the urge and the means to buy the products men use. 


With a cost per thousand lower than most magazines, TRUE presents a unique 
opportunity for highly effective selling at the lowest possible cost. 
Data from Starch C.M.R., Dec. 1948 


Printed by 
‘THE C. T. DEARING PRINTING CO., INC., LOUISVILLE, KY. a 
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Over 3,500,000 buying-minded housewives purchase each issue of Woman's 
Day, the A&P magazine. Edited for homemakers, America’s family managers, 
Woman's Day is packed with practical how-to articles on scores of household 
problems — planning meals, raising children, making clothes, decorating homes — 
with a leaven of stories and articles by notable contributors. Advertisers have 
learned that Woman's Day, a giant by publishing standards, is in friendly, 
intimate touch with its readers. In the first seven months of 1949, advertisers 
invested over $3,500,000 in Woman's Day—a revenue gain of more than 12% 
over the same period last year. 
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We Can Lick Polio 


By Alton L. Blakeslee 


Shower for the Bridegroom 
By Harold C. Todd 


Guaranteed circulation 2,000,000 ... Page per thousand, black and white, $2.40. .. 
Page per thousand, four color, $3.20... line rate, $11.75... readers per 100 copies, 
178.6*...adult readers per issue, 3,764,000*...median income of subscribers, 
$3,656*...61.9 Home ownership*... basic editorial devoted to food, gardening, 
building, furnishings and equipment, children. 

A CAPPER PUBLICATION 


*Starch consumer magazine reports 
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These magazines comprise the FAWCETT WOMEN’S GROUP with a circula- 
tion of 2,706,359*, 96.9% voluntary newsstand sales. Read by young women, 
68.5% married, median age 27.8 years, median family income $3,556. Reaches a : 
market not covered by other types of magazines as proved by extremely small : 
duplication of readers of other magazines —and at a consistently lower rate. 
Buy FAWCETT WOMEN’S GROUP to sell young families who are establish- 
ing homes and forming buying habits and brand preferences. 


*As submitted by publisher to A.B.C. for first 6 months, 1949. All other data from Starch 
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SS) ae Gee, 
Guaranteed circulation — 3,000,000 . . . Page rate per thousand — black and white — 
$1.90... Men readers per 100 copies, 115.7... Women readers per 100 copies, 


75.4... Total family readers, 6,407.000*. 


Market...more than 3,000,000 veterans owning a million and a half homes 
(120,000 bought in 1948) 2,200,000 cars, using 148,538,000 razor blades annually, 
replacing 4 million suits, 5 million pairs of men’s shoes, consuming more than 
52 million gallons of beer, smoking 372 million cigars ... and reading the nation’s 
largest circulation magazine for men. 


Net paid A.B.C. circulation period ending December 1948 .. . 3,046,631. 
¥ 
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THE C. T. DEARING PRINTING CO., INC., LOUISVILLE, KY. 
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NEW NOVELETTE by JEROME WEIDMAN 
CUT YOUR PATTERN FOR A HAPPY MARRIAGE 


TODAYS WOMAN ...the only service magazine deliberately edited for intel- 
ligent young married women. In only 3% years, this exclusive editorial concept 
has attracted a circulation of more than a million young women. They like 
TODAY’S WOMAN for its entertaining fiction and its helpful articles on the 
problems that beset every young wife and young mother. More and more adver- 
tisers, too, are discovering TODAYS WOMAN. They like it because it delivers, 
at minimum cost, a great concentration of their best prospects... the YOUNG 
MARRIED MILLION. Already this year 110 new accounts have contracted to 
use TODAY'S WOMAN for the first time in 1949. 
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Atigust 1949 
25 cents 
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TWENTY Two AND 
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CAN BE DELIVERED EACH ! 


The plant of the C. T. Dearing Printing Com- TOP VIEW OF TWO COTTRELE wide 


pany, Inc., is one of the most complete in 


| 

| America. It is owned and operated by Fawcett i 

: Publications, Inc. It contains the most modern ; 

| equipment ever built for the production of fine » 

7 | magazines, ts 
; | ci 
. j The illustrations on this page will give you : 
some idea of the operation at Dearing. y 

Running 22% hours each day and employing : 

{| 1500 men and women this plant produces some r 

28 million magazines each month. To meet this 2 
stupendous schedule requires the printing of z 
151,840,000 magazine pages in two colors | 7 

) and $7,000,000 magazine pages in four eslors Tas FOREN GR Retivny > or ox: oF HLECTICAL ConTnOL ran. TOm CONTI ‘ 
every day! DECK TWO-COLOR MAGAZINE PRESSES. DOUBLE FIVE MODERN COTTRELL PRESSES. a 

Only by means of high speed presses, uncannily p 

accurate binding machines, batteries of type Sr 

casting machines, cavernous paper storage space . 

and acres of other equipment can such produc- ° 
tion roll with almost stop watch precision. ms 
as 

Indeed every modern facility for high speed bil 
letterpress and roto printing to meet today’s He 
tempo is available at the Dearing plant—all of 
operated by the most highly skilled mechanics. M: 
TV 

That is why year after year Dearing continues | 7 ; : 

to print some of America’s leading publications. <I Sly Z A - ee 4 
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Along the Media Path 


» The big-issue records are still 
umbling: 

The Dallas Times Herald pub- 

shed a 20-section, 280-page “‘Dal- 
is Story” edition Aug. 28, largest 

1 its 73-year history. Advertising 
vas keyed to the historical flavor 
f the edition, and many ads sa- 

ited Tom C. Gooch, president and 
¢ditor-in-chief who joined the pa- 
per in 1901 as cartoonist-reporter. 

The Chicago Tribune’s 76-page 
Labor Day issue was the fourth 
all-time record set this year for 
size of the paper. It carried 145,000 
lines of advertising, compared with 
127,707 lines in the 64-page edi- 
tion for Labor Day, 1948. 

And the Philadelphia Bulletin 
came out with a 72-page issue 
Sept. 6, biggest daily in that city 
“in a single ready-to-read unit 
as it came off the presses.” En- 
larged press capacity can take care 
of daily editions up to 80 pages. 


e Advertising and agency execu- 
tives in New York, as well as in 
Detroit, Chicago and other major 
cities, will soon be hearing more 
“On Cue in New York,” a new 
presentation with detailed figures 
on how New Yorkers, and Cue 
families, spend. Facts about the 
city’s 19-county- shopping area 
also are presented in an accom- 
panying data file, “Facts About 
Cue.” 


e Paul L. Gorham, general man- 
ager of Illinois Daily Newspaper 
Markets Inc., Springfield, is mak- 
ing a presentation circuit, too. 
Starting with St. Louis, Chicago 
and New York, he also will cover 
a dozen other big markets with 
the charted highlights of the 1949 
(fourth annual) Illinois Consumer 
Analysis. The cooperative group, 
which now includes 43 papers in 
41 Illinois cities outside Chicago, 
has spent more than $200,000 on 
this project during the past four 
years. Before the latest ten-volume 
compilation on consumer brand 
preferences was released last week 
(AA, Sept. 12), Mr. Gorham said, 
Springfield headquarters had re- 
ceived more than 4,000 advance re- 
quests for copies. 


e Bill Roberts, commercial man- 
ager of KRLD, Dallas, and im- 
mediate past president of the Dal- 
las Advertising League, arranged 
a preview of KRLD-TV’s new mo- 
bile television truck for league of- 
ficers and directors outside the 
Hotel Adolphus, then set up a 
sidewalk table and signed a couple 
of contracts with James McMains, 
executive vice-president of Mc- 
Mains Ine., in a novel stunt. The 
TV station starts about Oct. 1. 


e ‘There is no substitute for paid 
no-pressure circulation,” Quigley 
Publishing Co., New York, stresses 
in 4 recent market letter on “Mea- 
suing Motion Picture Media.” It 
quotes ABC figures on channels 
o! subseriptions in its own field, 
as vell as repeats a warning made 
b) H. H. Kynett, first vice-pres- 
‘4° \t and a director of ABC, and 
a -xecutive of Aitkin-Kynett Co., 
Ph adelphia, that it’s important 
‘0 ppraise how paid circulation 
IS. Stained. 


ations WFIL and WFIL-TV, 
adelphia, in what is believed 
e the first program of this kind 
red commercially by a radio 
ideo outlet, have announced a 
‘nding Room Only Plan,” of- 
‘ig a new package promotion 
ice to conventions and trade or 
sement exhibits. The plan is 
‘idually tailored, and prices 
, Subscribers are provided, in 
‘t, with an exploitation staff. 
plan includes spot announce- 
its, guest appearances and com- 


plete programs originating on the 
convention or exhibit spot. 


e American Legion Magazine is 
ready to hear from the challenger, 
if any, who can beat this record 
mail return: The publication, with 
a circulation guarantee of 3,000,- 


000, ran a coupon in the July is- 
sue offering the subscriber a free 
chance on four new Fords and a 
GE kitchen or home laundry; 
more than 600,000 contest cou- 
pons were clipped and mailed by 
Legionnaires and their families. 


Plas-Masters Names Obrig 


Gordon Obrig, industrial de- 
signer, has been retained by Plas- 
Masters Inc., Stamford, Conn., to 
head the study and marketing of 
new products. 
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wintl BUILD SALES 


product or services. 


230 Park Avenue, New Y 


You can count on your Oxford Pa 
rompt service—and the kind of 
Looe how that will make it easier to be sure of the 
right paper for your particular needs. Get in touch 
with him today for a copy of the helpful Oxford Paper 
Selector Chart, or write direct to us. 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill. 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


OXFORD PAPER COMPANY 
York 17, N.Y. 


| HIGH-FASHION gowns to impulse-purchase items, it’s 
hard to name any product that doesn’t benefit from one or more 
forms of printed selling. It’s equally hard to name any form of 
selling-in-print that doesn’t gain in effectiveness through the 
use of Oxford Papers. 
For this, there is a very sensible reason. We’ve devoted fifty 
years to the development of papers to meet the needs of offset, 
lithography, letterpress and rotogravure printing. That’s why 
you can look to Oxford with confidence for the right grade of 
paper to help your labels, box-wraps, brochures, inserts, broad- 
sides and any other printing do a better selling job for your 


Your Oxford Paper Merchant 


is a Good Man to Know 


Albany, N. Y. 
Augusta, Maine . 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N. C. 
Chattanooga, Tran. 
Chicago, Il. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif... 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb. . 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. . 
Milwaukee, Wis. 


Minneapolis, Minn. 
Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn. 


New York, N. Y. . 


Oakland, Calif. 
Omaha, Neb. . 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. . 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


St. Paul, Minn. 

San Bernardino, Calif. 
Salt Lake City, Utah 
San Diego, Calif. 


San Jose, Calif. 
Seattle, Wash. 
Sioux City, Iowa 
Spokane, Wash. 
Springfield, Mass. 


r Merchant for 
riendly, practical 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 


Tucson, Ariz. . 


Worcester, Mass. 


San Francisco, Calif. . 


Washington, D.C. . 


Nation-wide Service 
Through Oxford Paper Merchants 


.W. H, Smith Paper Corp. 
.Carter, Rice & Co. Corp. 
.The Mudge Paper Co. 


Wilcox. Walter-Furlong Paper Co. 


.Blake, Moffitt & Towne 
.Carter, Rice & Co. Corp. 
.Franklin-Cowan Paper Co. 
.Caskie Paper Co., Inc. 

. Bond-Sanders Paper Co. 
.Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 

. The Johnston Paper Co. 
The Whitaker Paper Co. 
-The Cleveland Paper Co. 
-Scioto2Paper Co, 
.Cincinnati Cordage Co. 

The Whitaker Paper Co. 
.Bermingham & Prosser Co. 
.Chope Stevens Paper Co. 

. Blake, Moffitt & Towne 
.Green & Low Paper Co., Inc. 
.MacCollum Paper Co. 
Jacksonville Paper Co. 

. Bermingham & Prosser Co. 
. Bermingham & Prosser Co. 
. Louisville Paper Co. 

. Western Newspaper Union 
.Roach Paper Co. 

Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
-Louisville Paper Co, 
.Caskie Paper Co., Inc. 

.C. H. Robinson Co. 
Louisville Paper Co. 
.Everglades Paper Co. 
-Allman- Christiansen Paper Co. 
Sensenbrenner Paper Co. 

. Wilcox-Mosher-Leffholm Co. 
. Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co., Inc. 
; Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

. Western Paper Co. 

.Atlantic Paper Co. 

Wilcox. Walter- Furlong Paper Co. 
. Blake, Moffitt & Towne 
er Paper Corp. 

. H. Robinson Co. 

‘mae Moffitt & Towne 
.Carter, Rice & Co. Corp. 
.Cauthorne Paper Co. 
.Genesee Valley Paper Co. 

. Blake, Moffitt & Towne 
.Bermingham & Prosser Co. 


Shaughnessy- Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 

‘ Inter-City Paper Co. 
.Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 

. Western Newspaper Union 
Blake, Moffitt & Towne 
Bulkley, Dunton & Co., Inc. 
(Div. of Carter, Rice & Co. Corp.) 
Mill Brand Papers, Inc. 

. Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 

. Tampa Paper Co. 

. .Paper Merchants, Inc. 

. Blake, Moffitt & Towne 
¢ Mudge Paper Co. 

‘ . A. Esty Pape r Co. 
(Div. of a Rice & Co. Ci orp.) 
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Field & Stream 


First & months figures show 


Pay Field & Stream again 


ee 


surpasses all other sportsman’s 


magazines in advertising linage! 


-) Steadily, continuously, America’s Number 
One Sportsman’s Magazine maintains its lead 
in advertising linage. 


For 39 years, more advertisers have used 


ournag more space in Field & Stream than in any 
AGS other sportsman’s magazine. 
PAGES* 


Back of such a record there can be only 
one reason: 


Advertisers find this magazine brings results 


*Advertising linage of three leading sportsman’s magazines 


for the first 8 months of 1949, as compiled by Printers’ Ink. because it reaches the top-flight sportsmen! 


AMBER TCA 5 NUMBER ONE SPORTSMAN 5 MAGAZINE 


Field ¢ Stream 


Point-of-sale for more haa é; 00.0 A y p-fight sportemen! 
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Advertising Age, September 19, 1949 


PHOTOGRAPHIC 
REVIEW OF 


THE WEEK 


PERSONAL APPEARANCE—Robert Anthony, the distinguished butler of Walker's 

Deluxe bourbon ads, was introduced to Hiram Walker's distributors at a national 

sales meeting in Chicago. Left to right, here, are Fairfax M. Cone, chairman of 

Foote, Cone & Belding, Walker agency; Ross Corbit, president, Hiram Walker 
Inc.; Mr. Anthony; and Al Doty, ad manager. 


ad 


BRIGHTENS TV SCREENS—Lovise Hyde, the “Pepsi-Cola Girl,” at Stewart Mountain 

lake, near Phoenix, Ariz., where movie shots were made for Pepsi television spot 

announcements. The film is one of a series prepared by George R. Nelson Inc., 
Schenectady agency. 
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E TO MOVE—Individual calendar blotters in Greyvan Lines’ 12-month direct 

! campaign dramatize the Time to Move slogan. The 1949-50 drive, beginning 

month, is 30% larger than the campaign just ended. Beaumont & Hohman, Chi- 
cago, is the agency for the Chicago long-distance moving company. 


ms 


HERE WE COME—Dorothy Jewell, Phoe- 
nix stenographer, was picked by ice men 
of Crystal Ice & Cold Storage Co. as 
“The girl we'd most like to be locked in 
cold storage with,” an honor followed by 
the title: “Miss Arizona Vacation of 
1949,” bestowed by the Phoenix Chamber 
of Commerce. Advertising Counselors of 
Arizona, Phoenix, handled promotion. 


CELEBRATE RENEWAL—James Stirton 
(left), sales and general manager of 
ABC’s central division, and Budd Gore, 
ad manager of Marshall Field & Co., 
at a WENR-TV cocktail party marking the 
return for a second year of Field’s Uncle 
Mistletoe program, telecast on the sta- 
tion Monday through Friday evenings. 


HAIRMETICS—The Rieser Co. has coined 
a new term for its family of Venida 
hair preparations and has demonstrated 
through tests with eastern drug chains 
that the name clicks. To demonstrate 
that display of one hair item sells an- 
other, Rieser is offering stores, without 
charge, this 30”-high maple finished dis- 
play unit for a stock of Venida items. 
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FOUR-SEASON APPEAL—The All-Year Club of Southern California starts its new 
campaign with this color page in the November issue of Holiday, featuring the 
theme, “More for your vacation dollar in America’s 4-season vacationland.” The 
drive, which will run through June, 1950, will include Look, National Geographic, 
The Saturday Evening Post and Time. Newspapers of 12 cities will be used, and 
the campaign directed to business executives through Business Week, Chicago Journal 
of Commerce and Wall Street Journal will be expanded. Foote, Cone & Belding is 
the agency. 


FOR OUTSTANDING JOB—A. J. Gock (left), chairman of the board of Bank of 

America, receives a certificate of merit from John Marschalk, president of the 

Southern California Forge of the American Public Relations Association, for out- 

standing public relations through production and distribution of “The New Calli- 

fornia” motion picture. Richard C. Russell (center), president of the Advertising 

Club of Los Angeles, holds the award, which was presented at a joint meeting 
of the adclub and APRA. 


CAL AT WORK—Calso Water Co. is sponsoring a series of television spots over KPIX, 

San Francisco, for its product, which is billed as a ‘definite aid for over-indulgence 

and ‘the common cold.’ ’’ In each situation, Cal, the Calso puppet, pops in to tell 

the unhappy victim, “Oh-oh... you need Calso,” as he’s doing here. The spots 
were produced by Honig-Cooper Co., Calso’s agéncy. 
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i - By Photo Gelatin, Ste-Seibiilt Process 
Inexpensive in Editions from 100 to 5,000 


Representing: NEW YORK GRAVURE CO. 


New York City 


New ‘Popular 


i Mechanics’ Bows 


in Scandinavia 


Cuicaco—Beginning with the 
September issue, Popular Mechan- 
ics is inaugurating a Scandinavian 
edition, published in the Danish 
language and distributed in Swe- 
den, Norway and Denmark. 

The new edition, called Popular 
Mekanik, is published in Denmark 
by Jorgen Grusgaard, who for- 
merly distributed the American 
edition in Denmark, and Jorgen 
Norredam, a lawyer and official 
of the Royal Danish Typographical 
Society. 

Although the print order for the 
first issue is 30,000, paper supplies 
are limited and only two issues 
will be published this year. How- 
ever, beginning in 1950, Popular 
Mekanik will be issued monthly— 
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with a slightly smaller page size 
than the regular American edition. 

The b&w page rate in the new 
edition is $100 on a one-time basis, 
second and third covers (b&w) are 
$150 each and the four-color 
fourth cover is $200. 


es The Scandinavian edition is 
Popular Mechanics’ third venture 
in the foreign field. Its first over- 
seas edition, Mecanique Popu- 
laire, made its debut in June, 1946, 
in Paris, under the direction of 
Major Adrien Albarranc, who won 
the U. S. Army’s Legion of Merit 
while serving with the Offices of 
Strategic Services. 

Major Albarranc became inter- 
ested in the magazine when he 
found it in the Post Exchanges. 
He and the publication’s executives 
convinced each other that the mag- 
azine’s circulation in French- 
speaking countries could be aug- 
mented profitably with a French 
edition. 

When Mecanique Populaire’s 
first 50,000 copies quickly disap- 
peared from the kiosks in Paris, 


IT'S EASY WITH 


THE RIGHT COMBINATION! 


WAQAMY 


>) 


Key to sales success in anchoring your product in the 
billion and one-half dollar Memphis Market is to put 
the 316,948* combined circulation of BOTH Memphis 
newspapers to work at an optional daily combination 
rate savings of 3c per line. It's the RIGHT COM- 
BINATION for the RIGHT RESULTS! 


*ABC Publishers’ Statement, March 31, 


1949 


THE COMMERCIAL APPEAL 
MEMPHIS PRESS -SCIMITAR 


Scripps-Howard Newspapers 


Marseilles and other French cities, 
the magazine’s officials and M. Al- 
barranc were convinced that the 
newcomer would be successful. 

And in the three and one-half 
years since the inaugural issue, 
circulation has risen from 50,000 
to 135,000, and the French edition 
now circulates in North Africa, the 
Middle East, Belgium, Switzerland, 
Canada and all of the French col- 
onies, in addition to Metropolitan 
France. It now averages 20 pages 
of advertising each month. 


@ In May of 1947, spurred by re- 
ception accorded the French edi- 
tion, Popular Mechanics brought 
out its Spanish language edition, 
Mecanica Popular. The first issue 
of 50,000 copies was published in 
Mexico City, under the direction 
of Samuel Melo, but inadequate 
printing and distribution facilities 
forced the publishers to bring Mr. 
Melo to Chicago, after two issues, 
where the Spanish edition now is 
published. 

Circulation of Mecanica Popular 
has grown to 109,000, despite the 
fact that it is one of the highest 
priced magazines distributed in 
Latin America (it sells for $1 in 
Argentina), and despite the multi- 
tude of currency restrictions. 

According to William H. Fet- 
ridge, vice-president of Popular 
Mechanics, who supervises the for- 
eign editions, the biggest problem 
faced by the company is _ the 
blocked currencies—the difficulty 
in getting funds from newsstand 
and subscription sales and, of 
course, the difficulty in finding ad- 
vertisers. 


a Recently, however, as indicated 
by the average of 20 pages of ad- 
vertising carried by each month’s 
Spanish issue, an increasing num- 
ber of American companies ap- 
pear to have adopted the policy of 
keeping their product name before 
prospects, just as they did in the 
States during the war years. 

That Mr. Fetridge and other ex- 
ecutives believe such an attitude 
by advertisers is sound is indicated 
by his comment: “Popular Me- 
chanics is interested in further 
editions if we believe that they 
can be operated successfully.” 

Mr. Albarranc, who was in Chi- 
cago last week, and Sr. Melo are 
pleasantly satisfied with the type 
of reader response which the for- 
eign language editions engender 


a Latin American officials—in 
one case the minister of public 
works—and larger French and 
South American corporations often 
send letters asking for more in- 
formation on new twists or tech- 
niques carried in PM’s editoria! 
columns (which seldom need re- 
visions or deletions for the foreign 
audiences). 

Response to several mail surve’s 
among French and Spanish rea: 
ers has produced an astonishing. - 
and to advertising agency med a 
buyers an unbelievable—respon 
In one case, a mailing to a samp ‘ 
of 600 readers and newsstand ve: - 
dors produced 75% returns fr: 
the readers and more than 50 ° 
returns from the newsstand ope! 
tors. 

Since such response figures (a ¢ 
similar high readership figure ) 
habitually raise agency eyebro\ s, 
Mr. Fetridge and the foreign e: '- 
tion publishers have devised a n: W 
gimmick for convincing the m 5! 
skeptical, and plan to unveil | 
within the next 90 days. 


Two Name Brooke, Small 


Brooke, Small & Gautreaux ¢ '- 
vertising, Oakland, Cal., has be ‘1 
named to handle the advertis 
of Cassou French Bakeries, O: ‘- 
land, and Caldow Paint Co., O: *- 
land. 


Fleishman, Hillard Moves 


Fleishman, Hillard & Associa! °. 
St. Louis, public relations cot '- 
selor, has moved its offices fri ™ 
3607 Olive St. to 408 Olive St. 
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REDDI-WIP...AMAZING NEW WAY TO 
GLAMORIZE SIMPLEST DESSERTS 


Was Millions ef Americas Nevsewires Oren 


an 


WHIPPED CREAM—With this b&w page 
in the Sept. 26 Life, Reddi-Wip Inc. will 
open its first national ad campaign for 
its pressurized whipped cream dispenser. 
Ruthrauff & Ryan, Chicago, is the agency. 


Reddi-Wip Sets 
Stage for First 


National Drive 


Whipped-Cream-in-Can 
Concern Seeks Larger 
Share of U. S. Market 


Cuicaco—Reddi-Wip, whipped 
cream that swirls out of a pressur- 
ized dispenser at the touch of a 
finger, will be backed by an ad- 
vertising campaign this fall with 
a budget “of several hundred thou- 
sand dollars.” 

For about a year, the 5” cans 
have been a household curiosity— 
a gadget which homemakers hap- 
pily demonstrated to their friends 
—“just tip the can and push your 
finger and out comes the whipped 
cream.” 

Development work on the Reddi- 
Wip dispenser took about two 
years. A. C. Lapin, a former 
clothing executive, built a small 
organization of experienced dairy 
men and introduced his new prod- 
uct to St. Louis in November, 1948, 
with newspaper advertising. 


# Interest in the device resulted 
in mushroom growth. Franchises 
for processing the product under 
the Reddi-Wip label were granted 
to companies in large markets 
across the country. Dairies agreed 
to handle distribution, and the 
product had established itself in 
most major markets within a few 
months. 

Early in the game, dairies voiced 
concern that the automatic dis- 
penser would hurt their whipping 
cream sales, but more recent re- 
ports show that, in some cases, the 
new pressurized package actually 
hos boosted fluid cream sales as 
much as 600%. 

According to E. M. Thiele, who 
is formerly advertising manager 
© Derby Foods, Chicago, and who 
‘0 months ago joined Reddi-Wip 
a advertising director, sales of the 
Pp oduct are greater than all com- 
p titors’ combined. 


teddi-Wip, in Crown Canning 
's seamless can, is an outgrowth 
an idea for selling whipping 
im to bakers. Experiments em- 
ving various types of pressure 
& is to dispense whipped-up 
“am finally resulted in develop- 
" nt of the handy 7 oz. can. 

‘he can contains a mixture of 
& de A cream with 30% butter 
content, sugar and vanilla, and 
ejected from the throw-away 
tainer by gases similar to those 
{ in seltzer water dispensers. 
* Said to keep fresh, under re- 


\ C. C. BucHANAN 
\ Buchanan-Thomas Z 


cream, and the possibility of fail- 
ure through unfavorable climatic 
conditions or faulty technique. 

These selling points will get a 
heavy play in the company’s first 
magazine advertising, leading off 
with a b&w page in the Sept. 26 
Life, and followed by pages and 
half pages—both b&w and color— 
in American Magazine, The Satur- 
day Evening Post, Ladies’ Home 
Journal and Woman’s Home Com- 
panion. 


Local campaigns in major mar- 


ee ateai j 
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kets also have been packaged, and 
newspaper mats, radio spot an- 
nouncements, films for TV spots 
and point-of-sale material will be 
supplied by the company, through 
Ruthrauff & Ryan, for use by local 
processors in more than 50 cities. 

Because of the high repeat sale 
and soaring sales volume, there 
is a possibility that advertising 
funds, both from the company and 
its franchise holders, may ap- 
proach the seven-figure mark 
within a year. 


Paul Gaynor Resigns Clark Appoints Rumrill 

Gardner Advertising Agency has W. N. Clark Co., Rochester, N. 
announced that Paul Gaynor has| Y., packer of canned vegetables, 
resigned as account manager of|has placed its advertising with 
the U. S. Air Force part of the U.| Charles L. Rumrill & Co., Roches- 
S. Army-Air Force Recruiting. ter. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION | 
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“Your contributions to 
the advancement of 
farming are immeasur- 
able’’. 
James H. Datton 
Massey-Harris Co. 


**100 years is a won- 
derful goal for anyone 
to attain”. 


F. M. Simpson 
Swift and Company y 


“Prestige and pulling \¥ 
power that can’t be l] 


measured in dollars”’. 
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1849 First issve of Wisconsin 
published ot Racine. 


improved thre 


1862 Publication figh 
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creamery inspection. 
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‘ig selling points, of course, are 
elimination of the labor re- 
red in preparing fluid whipping 


longer f 
e than regular whipping cream. § 
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FIRST 100 YEARS 
Lar START 


— ise new reaper 
1850 Editorials Se ane machines. 


ts for better agricul- 


1907 Begins active support of tuberculin 


e factory and 


d Wisconsin 
1937 Publication supports farm e 
1949 Wisconsin Agriculturist 


elebrates 100th anni 
‘oan 200,000 net po! 


lectrifica- use. Call on us for facts, figures, market po- 
SIN ; : 
gonized Soil Conser- A eS erURIST tentials, sales help. Use our 100 years of ex 
i Aled and FARMER __ perience to boost your product. 
and Farm oa ee 
; ary with ety First 
yen rome * 
iy 


*“Wisconsin Ag was a 
powerful influence in the 
great record of attain- 
ment of its home state’’. 


Wa ter H. Lioyp 


Kraft Foods Co. 


“Your publication is 
youthful, energetic, at- 
tractive and rich in edi- 
torial material and sound . 

Conkitn MANN) 
The Conklin Mann Corp;* 


“To have served for a 
century is a record few 
publications enjoy”’. / 


G. H. Eastwoop 
Armour & Co. “ 


“Our 50 years of ad- 
vertising have been 
most sibapaiet and 
good”. ; 

C. B. Scumip 
DeLavel Separator Co. 


We’re happy to have earned 
the compliments... AND WE'RE 
PLANNING TO EARN MORE! 


Farmer is Winning laurels in the farm paper field has been 


s and gratifying . . . but we don’t intend to rest on them... 


ever. As we move ahead into the next 100 years we hope 
to be of greater value and service to Wisconsin farmers 
and to advertisers alike. We’ve learned a lot about the 
Wisconsin farmer in the past century. The sum total of 

that knowledge and experience is yours to 
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Admen to Help 
Commerce Form 
Ad Service Unit 


WASHINGTON—Advertising is go- 
ing to get more recognition from 
the government. The Department 
of Commerce plans an advertising 
service unit, Commerce Secretary 
Charles Sawyer has announced. 

In a surprise meeting with top 
brass of the advertising world 
Sept. 9, Secretary Sawyer named 


Paul B. West, president of the Na- 
tional Association of Advertisers, 
as temporary chairman of a new 
advisory committee of admen. The 
permanent committee is the first 
step toward setting up the new ad 
service unit, which probably will 
be a part of the Office of Domes- 
tic Commerce marketing division. 

Effect of the move will be to 
give advertising a representative 
in government in its internal 
meetings and should bring more 
service from government for me- 
dia, advertisers and affiliated in- 
terests. 


s “Advertising plays such a fun- 
damental role in advancing our 


SHRIMP 


Third in the nation in seafood 
value with over 5,400 shrimp 
boats operating In the South. 


Shrimp is only a part of the 
Southern Fishing Industry. \ 


WRITE FOR RATES AND MARKET DATA 
624GravierSt. New Orleans!2,Lc. — 


*. 


economy and helping to keep it 
healthy that I am establishing a 
specialized unit to give it the at- 
tention and service it merits,” 
Secretary Sawyer said. “A rep- 
resentative committee will be ap- 
pointed to guide me in setting up 
the unit and in directing its op- 
erations. 

“Salesmanship is what keeps the 
wheels of industry turning, and 
advertising is salesmanship at a 
very high level. There are few 
other forces in the nation’s busi- 
ness life that are as essential to 
the maintenance of prosperity.” 

Secretary Sawyer cited adver- 
tising’s “tremendous services to 
government in both war and 
peace” as provided through the 
Advertising Council. 


s “My trips have convinced me,” 
he told the top group of admen at 
the Sept. 9 meeting, “that good 
salesmanship—in which advertis- 
ing plays so prominent a role— 
can be the key to our future in 
business and in our international 


FIRST STEP—These ten men met Sept. 9 to launch the Department of Commerce's 
advisory committee of advertising men as the first step toward a Commerce adver- 
tising service unit. Left to right, seated: Secretary of Commerce Charles Sawyer; 
Kerwin H. Fulton, president, Outdoor Advertising Inc.; and Paul B. West, president, 
National Association of Advertising and temporary chairman of the committee. 
Standing (I. to r.): Charles Jackson, aide to Dr. John R. Steelman, assistant to Pres- 
ident Truman; Philip J. Everest, managing director, National Association of Trans- 
portation Advertising; Albert E. Winger, president, Crowell-Collier Publishing Co.; 
Harold S. Barnes, director, Bureauv of Advertising, ANPA; Ralph Hardy, repre- 
senting President Justin Miller, National Association of Broadcasters; Frederic R. 
Gamble, president, American Association of Advertising Agencies; and George P. 
Ludlam, vice-president, Advertising Council. 


LOOK weivre vou leap 


IVT0 BALTIMORE % 


LOOK — at Baltimore's 343,654 City Zone families* with 
Q@ passenger car registration over 175,000 and 23,193 new 


automobiles bought in 1948 alone?. 


LOOK — at the 1,011 gasoline outlets, the 1,300 tire out- 


letst these families support year after year. 


LOOK — how the News-Post reaches 58.3% or 200,520 of 
these City Zone families every day...more than any other 


daily newspaper. (Total Net Paid 230,250.) 


LOOK — at Baltimore's proven potential...at the News- 
Post's top coverage — then to sell automobiles or accessories 


in Baltimore... 


< & Same 


~ on goal 
= ae 


LOOK TO THE 


Baltimore News-Post 


First in Circulation ...First in Coverage in the 6th Largest City 
A HEARST NEWSPAPER—REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Offices in principal cities: Albany © Baltimore © Boston © Chicago © Detroit © Los Angeles © New York © Pittsburgh © San Francisco © Seattle 


‘ 
*ABC City Zone based upon Bureau of Census 1947 surveys for Metropolitan Districts. {Research and Marketing Dept. Baltimore News-Post 


* 


relations. This fact alone, aside 
from the enormous dollar-impor- 
tance of the advertising industry, 
makes me feel that we should 
place the department’s wide re- 
sources at the service of adver- 
tising through a special, separate 
unit.” 

Attending the meeting were 
Mr. West; Harold S. Barnes, direc- 
tor, Bureau of Advertising, Am- 
erican Newspaper Publishers As- 
sociation; Philip J. Everest, man- 
aging director, National Associa- 
tion of Transportation Advertis- 
ing; Kerwin H. Fulton, president, 
Outdoor Advertising Inc.; Frederic 
R. Gamble, president, American 
Association of Advertising Agen- 
cies; George P. Ludlam, vice-pres- 
ident, Advertising Council; Albert 
E. Winger, president, Crowell-Col- 
lier Publishing Co.; Ralph Hardy, 
representing Justin Miller, presi- 
dent of the National Association 
of Broadcasters, and Charles W. 


Jackson, aide to Dr. John R. 
Steelman, assistant to President 
Truman. 


ws Although a great gain for ad- 
vertising, the step will not create 
a large new body of advertising 
experts in the Commerce Depart- 
ment. Only one man, no doubt to 
be picked on recommendation of 
the new advisory committee, may 
compose the staff of the new ad 
service unit. 

Even this is a 300% improve- 
ment. As AA pointed out in “In 
Washington,” Sept. 5, Philip Ben- 
nett, who wrote the best-selling 
report on television recently, is 
the Office of Domestic Commerce's 
expert on media and advertising. 
Actually, he is only one-third of 
an advertising expert, for with 
six other employes of the general 
products division where he works, 
he shares responsibility for 25 
commodities and services. 


Plans ‘Catalogo Industrial’ 


Editorial Golova, Buenos Ai és, 
publisher of La Ingenieria, Ing:n- 
ieria e Industria and other incdus- 
trial publications, will begin p 'b- 
lication of Catalogo Industrial . 1n. 
1, 1950. It will be a collectior of 
catalogs of manufacturers, ™- 
poriers, representatives and = 's- 
tributors of machinery, equipm: 01, 
tools, etc. The New York re; ‘e- 
sentative is M. E. Bensignor, 55 
W. 42nd St., New York 18. 


Fiberglas Promotes Curtiss 


William H. Curtiss Jr., © /h°? 
joined Owens-Corning Fiber :1@s 
Corp. in 1946, has been appoil ted 
advertising and merchandis & 
manager of the textile prod cts 
division, with headquarters in! eW 
York. 


Riordan Appointed A. M. 


Steven Riordan, in the sales ‘¢ 
partment, has been appointed :4- 
vertising manager of Peer!'55 
Pump Co., Los Angeles. 
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Hoffman Urges Sales 
Execs to Put More 
into World Selling 


New YorK—‘“This is no time to 
‘ut advertising budgets. Rather, 
‘hey should be expanded, not only 
‘rom the standpoint of domestic 
narkets, but from the interna- 
ional viewpoint as well,” Paul 
3. Hoffman, Economic Coopera- 
ion Administrator, told the 17th 
unniversary luncheon of the Sales 
=xecutives Club here last week. 

The ECA head and former presi- 
lent of Studebaker Corp. told the 
1,500 sales executives that the 
expansion of sales and advertising 
efforts in the U. S. had “political 
significance of very great mo- 
ment...a free world cannot re- 
main free without dynamic sales- 
manship, and a depression here 
will not occur if sales executives 
meet their responsibility.” 

American newspapers and mag- 
azines have no counterpart in 
Europe, Mr. Hoffman noted, but 
warned that “these instrumentali- 
ities are not effective unless em- 
ployed.” 

Mr. Hoffman believes the busi- 
ness decline is receding, and he 
highlighted the responsibility of 
sales management in keeping the 
American economy—on which so 
much of the world depends—at- 
tuned and running. 

To show that this “global re- 
sponsibility” is not fully felt, Mr. 
Hoffman quoted Thomas B. Mc- 
Cabe, chairman of the Federal 
Reserve Board, to the effect that 
no more than 50% of American 
companies have their sales ma- 
chines geared to do a full-throttle 
selling job. 


Schine Hotels to Mandel 


Irving Mandel & Associates, Mi- 
ami Beach, has been named pub- 
licity counselor to the Schine 
Hotels. The appointment will in- 
clude the following hotels: Roney 
Plaza, Boca Raton Club and Hotel 
McAllister, Gulf Stream in Flor- 
ida; Ritz-Carlton, Atlantic City; 
Ten Eyck, Albany, N. Y.; Hotel 
Northampton and Wiggins Old 
Tavern, Northampton, Mass., and 
Ambassador, Los Angeles. 


Condon Appoints Baker 

Ted Baker, formerly with Weiss- 
field & Goldberg, Seattle, has been 
appointed assistant art director of 
Condon Co., Tacoma, Wash. 


( Advertisement) 


Building Firm V.P. 


Promotes Plastallions 

Creative Plastics Corp., 
York, will launch a campaign in 
trade publications and newspapers 
to introduce Plastallions, a use of 
compression molding to embed 
“difficult-to-display products” in 
a variety of molded shapes. The 
agency is Frank Kiernan & Co., 
New York. 


Nabisco Names Karn 

John Karn has been named Mil- 
waukee sales manager of National 
Biscuit Co. 


New 


Schedules Art Exhibit 

The Chicago Art Directors Club’s 
17th annual exhibit will open at the 
Art Institute of Chicago Nov. 2. 
Final closing date for entries has 
been set for next Friday, Sept. 23. 
Malcolm A. Jennings, vice-presi- 
dent of MacFarland, Aveyard & 
Co., is chairman of the exhibition 
committee. 


Owens Made Agency Partner 
Gandy Advertising Agency, Dal- 

las, founded by W. P. Gandy, has 

added Harry Owens, formerly with 


57 


the bond division of the U. S. 
Treasury Department, as full part- 
ner. The agency has changed its 
name to Gandy-Owens, Advertis- 


ing. Prior to his government ser- 
vice, Mr. Owens was in the adver- 
tising department of the Dallas 
News. 


Reproduction of Genuine Glossy 
EASY cc 
e880 9 in 500 and 750 QUANTITIES 


1 Photos in Quantities 
65¢ 


(1000 and over .06c) 


rd P. Gerlach has been ap-| 
d vice president of John W.| 
s Associates, Inc., builders. Mr. | 
ch will be in charge of the Chi- | 
office of the firm. “Keeping 
‘\st of business and industry is 
y important to a _ construction | 
any. The Wall Street Journal is 
‘sistent source not only of what 
try is doing today but, equally | 
tant, what it plans to do in the} 
e,” Mr. Gerlach says. There are | 
vice presidents in The Journal’s 
reading audience of 233,123. Wall 
‘ Journal readers are decision- 
‘Ss and influential in the pur- 
che of goods or services for their 
‘nies. If you sell to business and 
: try and want more for your} 
ad\ -tising dollars, put the Only Na- 
Business Daily at the head of 


You advertising list. 


re 


these 


AKRON, Chie 
The Gentral Ohio Paper Co. 
The Union Paper & Twine Co, 
ALBANY, New York 
W. H. Smith Paper Corporation 
ALBUQUERQUE, New Mexico 
Butler Paper Co. 
ATLANTA, Georgia 
The Whitaker Paper Co. 
BALTIMORE, Maryland 
The Mudge Paper Co. 
The Whitaker Paper Co. 


BETHLEHEM, Pennsylvania 
Wilcox- W alter-Furlong Co. 
BOSTON, Mass. 
Henry Lindenmeyr & Sons 
BUFFALO, New York 
The Alling & Cory Co. 
Franklin-Cowan Paper Co. 
The Union Paper & Twine Co. 
CEDAR RAPIDS, lowa 
J. W. Butler Paper Co. 
CHARLOTTE, North Carolina 
Caskie Paper Co., Inc. 
CHICAGO, Iilinois 
Bermingham & Prosser Co. 
J. W. Butler Paper Co. 
Bradner Smith & Co. 
The Whitaker Paper Co. 
CINCINNATI, Ohio 
The Diem & Wing Paper Co. 
The Whitaker Paper Co. 
CLEVELAND, Ohio 
The Alling & Cory Co. 
The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
COLUMBUS, Ohio 
The Central Ohio Paper Co. 
CORPUS CHRISTI, Texas 
Graham Paper Co. 
DALLAS, Texas 
Southwestern Paper Co. of Dallas 
Graham Paper Co. 
DAYTON, Ohio 
The Central Ohio Paper Co. 
DENVER, Colorado 
Butler Paper Co. 


OC. W. P. & P. Co, 


DES MOINES, lowa 
Pratt Paper Co. 
Western Newspaper Union 
DETROIT, Michigan 
Butler Paper Co. 
The Union Paper & Twine Co. 
DULUTH, Minnesota 
John Boshart Paper Co. 
EL PASO, Texas 
Graham Paper Co. 
ERIE, Pennsylvania 
Daka Paper Co. 
EVANSVILLE, Indiana 
' Butler Paper Co. 
FARGO, North Dakota 
Western Newspaper Union 
FORT WAYNE, Indiana 
Butler Paper Co., Inc. 
FORT WORTH, Texas 
Southwestern Paper Co. 
of Fort Worth 
GRAND RAPIDS, Michigan 
Central Michigan Paper Co. 
HARTFORD, Connecticut 
Henry Lindenmeyr & Sons 
HOUSTON, Texas 
Graham Paper Co. 
Southwestern Paper Co. 
INDIANAPOLIS, Indiana 
Century Paper Co. 
KALAMAZOO, Michigan 
Bermingham & Prosser Co. 
KANSAS CITY, Missouri 
Bermingham & Prosser Co. 
Butler Paper Co. 
LINCOLN, Nebraska 
Western Newspaper Union 
LITTLE ROCK, Arkansas 
Western Newspaper Union 
LONG BEACH, California 
Sierra Paper Co. 
LOS ANGELES, California 
Carpenter Paper Co. 
Sierra Paper Co. 
LOUISVILLE, Kentucky 
Graham Paper Co. 
LUBBOCK, Texas 
Graham Paper Co. 


NOW ..when competition is keen 


leading merchants offer finest printing results at lower cost 


MODERN GLOSS 


LYNCHBURG, Virginia 
Caskie Paper Co., Inc. 
MEMPHIS, Tennessee 
Graham Paper Co. 
MILWAUKEE, Wisconsin 
Oshkosh Paper Co. 
Standard Paper Co. 
MINNEAPOLIS, Minnesota 
Butler Paper Co. 
Newhouse Paper Co. 
The Paper Supply Co., Inc. 
MOLINE, Illinois 
Newhouse Paper Co. 
NASHVILLE, Tennessee 
Graham Paper Co. 
NEW HAVEN, Connecticut 
Henry Lindenmeyr & Sons 
NEW ORLEANS, Lovisiana 
Butler Paper Co. 
Graham Paper Co. 
NEW YORK, New York 
Lathrop Paper Co. 
Henry Lindenmeyr & Sons 
Majestic Paper Corp. 
Marquardt & Co., Inc. 
The Whitaker Paper Co. 
OAKLAND, California 
Pacific Coast Paper Co. 
OKLAHOMA CITY, Oklahoma 
Graham Paper Co. 
Western Newspaper Union 
OMAHA, Nebraska 
Western Paper Co. 
OSHKOSH, Wisconsin 
Oshkosh Paper Co. 
PHILADELPHIA, Pennsylvania 
Quaker City Paper Co., Inc. 
Wilcox-W alter-Furlong Co. 
PHOENIX, Arizona 
Graham Paper Co. 
PITTSBURGH, Pennsylvania 
The Alling & Cory Co. 
The Whitaker Paper Co. 
PORTLAND, Oregon 
Blake, Moffit & Towne 
PUEBLO, Colorade 
Butler Paper Co. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Five Modern Mills 
MAIN OFFICES: WISCONSIN RAPIDS, WISCONSIN 


SALES OFFICES: 135 SO. LA SALLE ST., CHICAGO 3 


CONSOWELD 


~ Qeasolidated Coated 


PRODUCTION GLOSS 


QUINCY, Illinois 
Irwin Paper Co. 
ROCHESTER, New York 
The Alling & Cory Co. 
ST. LOUIS, Missouri 
Butler Paper Co. 
Graham Paper Co. 
ST. PAUL, Minnesota 
Anchor Paper Co. 
Newhouse Paper Co. 
SACRAMENTO, California 
Pacific Coast Paper Co. 
SALT LAKE CITY, Utah 
Carpenter Paper Co. 
SAN ANTONIO, Texas 
Graham Paper Co. 
SAN DIEGO, California 
Sierra Paper Co. 
SAN FRANCISCO, California 
Carpenter Paper Co. 
Pacific Coast Paper Co. 
SEATTLE, Washington 
Carter, Rice & Co. of Wash. 
West Coast Paper Co. 
SHREVEPORT, Lovisiana 
Western Newspaper Union 
SIOUX CITY, lowa 
Western Newspaper Union 
SPOKANE, Washington 
Blake, Moffitt & Towne 
TERRE HAUTE, Indiana 
Mid-States Paper Co., Inc. 
TOLEDO, Ohio 
Paper Merchants, Incorporated 
TRENTON, New Jersey 
Central Paper Co. 
TUCSON, Arizona 
Graham Paper Co. 
TULSA, Okiahoma 
Beene Paper Co. 
WASHINGTON, D. C. 
R. P. Andrews Paper Co. 
The Mudge Paper Co. 
WICHITA, Kansas 
Butler Paper Co. 
Graham Paper Co. 
YORK, Pennsylvania 
The Mudge Paper Co. 


* Reg. U. S. Pat. Off. 


also manufacturers of 


DECORATIVE & INDUSTRIAL LAMINATES 
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WHAT’S GOING ON? 


58 


Publication Changes Name 


Radio & Appliance Sales, pub- 
lished by Poulter Publications, To- 
ronto, has changed its name to 
Radio, Television & Appliance 
Sales. 


Cecil & Presbrey Adds One 

Helen Gardner, formerly with 
Bloomingdale Bros., has joined 
Cecil & Presbrey, New York, as 
fashion publicity director. 


agencies are using 
clipping service for collecting editorial 


publicity, for making research and 
market studies, for maint com- 
petitive advertising files and de- 


yeloping sales prospecis on certain 
types of products and services. 


New Booklet No. 10 “How Business Uses 


Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 
BUSINESS 


*” FARM GENERAL 
PAPERS JR PAPERS MAGAZINES 


343 So. Dearborn St Chicago 4- 


Send House Organs 
Abroad, Institute 
Members Are Urged 


New Yorx—Speakers at the first 
fall meeting of the House Maga- 
zine Institute Sept. 8 urged Amer- 
ican business managements to help 
spread the true story of industrial 
conditions in the U. S. to overseas 
audiences by “putting the world 
on the mailing lists of industrial 
magazines.” 

The institute is af organization 
of industrial editors from New 
York, Connecticut, New Jersey and 
eastern Pennsylvania. 

Bartow H. Underhill, special as- 
sistant to the director of the Of- 
fice of International Information, 
Department of State, and Allan 
M. Wilson, vice-president of the 
Advertising Council, were the 
principal speakers. 

Mr. Underhill pointed out that 
selective mailing to overseas 
friends and relatives of American 


a. 


workers would do much to offset 
communist propaganda describing 
the “tragic lot” of the American 
worker. 

Adrian Berwick, associate editor 
of Reader's Digest international 
editions, described editorial appe- 
tites of readers abroad, and out- 
lined approaches and techniques 
designed to draw interest. 


G-F Advances Thomsen 


General Foods Corp., New York, 
has named T. C. Thomsen as 
manager of stockholder relations 
to succeed Bruce Watson, who was 
recently appointed assistant direc- 
tor of the public relations depart- 
ment. With General Foods since 
February, 1946, Mr. Thomsen was 
made publications manager in Au- 
gust, 1947. 


ABC Adds Two AM Siations 


American Broadcasting Co. has 
signed affiliation contracts with 
WHSY, Hattiesburg, Miss., and 
WHLIF, South Boston, Va., bring- 
ing to 282 the number of AM out- 
lets. Both are 250-watt stations. 
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The Eye and Ear Dept. 


himself. 


& 3.1850 


things were 
different 


Bscx when a yoke of oxen was the chief farm power — farmers needed little or no 
capital — Many of the crude tools needed for farm and home were fashioned by the farmer 


‘Tense modern buildings, ingenious labor-saving machinery, electric, gasoline, and 
diesel power, have largely eliminated the drudgery of farm life, and the modern farm 
home has everything that the finest city home can boast. Farming is big business (1948 
gross farm income 31 billion dollars) and is today’s largest market for manufactured 


products. 


The farmers who read “THE RURAL NEW-YORKER” have an average investment 
of more than $10,000. in buildings and machinery, and they are constantly increasing their 
investment. 79% of these farms are electrified — representing a huge market for house- 


hold appliances. 


YOU CAN REACH the prosperous northeastern farm 
market through the farm paper that has commanded 
the confidence of business farmers for 100 years — 


CULTIVATE THIS GREAT MARKET — place your sales message in the big 


CENTENNIAL ISSUE— January 7, 1950 


132 pages, covering 100 years of progress — written by the nation’s leading authorities on 
every phase of agriculture. First forms close Nov. Ist, final closing date Nov. 2st. 


Write for folder “One Hundred Years of Progress”. Contact your advertising 
j & 


agency promptly to reserve space in this important issue; or write 


THE RURAL NEW-YORKER 


333 W. 30th Street New York 1, N. Y. 


the past half century. 


own. 


least chance of coming true. 


Raiding the penny bowls on Super Circus 


ing-—and all the camera wizardry Hollywood had learned over 


Well, just goes to show you how faulty logic can be. Most of the 
films on TV today look as if a Brownie Number 2 lens had just 
been stuck in the TV cameras. The actors, teo. develop bad cases 
of laryngitis. The term “black-out” became popular during the 
war—now we can expect the term “gray-out” to come into its 


Super Circus, the Hal Roach comedies, and, of course, the ever- 
present cowboy films hardly recommend the use of film on TV— 
nor do the many fuzzy spot commercials on celluloid. 

Seems as if the people who plunked for films so heartily have 
a lot of work to do before their positive prophecies have the 


There must be a special 
kind of film made for tele- 
vision—with the sound track 
recordea on sandpaper. They 
must use a special kind of 
lens, too, made out of the 
bottom of an old milk bottle. 

Most interesting. Time 
was, before the TV era 
broke, that rival factions got 
into terrific arguments—one 
side arguing that the future 
of TV lay in films, the other 
side arguing that it lay in 
live presentation. All the 
logic seemed to favor the 
film supporters. No possibil- 
ity whatsoever of boners. 
Careful editing. Proper pac- 


Recession, If Any, 
Is Over: Lebhar 


New YorK—The recent reces- 
sion is over, if we ever really had 
one, according to Godfrey M. Leb- 
har, editor-in-chief of Chain 
Store Age, writing in the current 
issue of the publication. 

Headed “A Boom Looms,” Mr. 
Lebhar’s editorial says that “from 
now on ‘beating last year’ will 
again become the routine expecta- 
tion. Not only is substantial im- 
provement indicated for the bal- 
ance of the year but we believe the 
next four months well may lay the 
foundation for the protracted per- 
iod of unparalleled prosperity 
which we have always contended 
would bé the inevitable aftermatch 
of the war.” 

Explaining this optimism, Mr. 
Lebhar points to the increase in 
number of units sold which ac- 


companied the lowering of retail 
prices. This decline in prices, he 
said, “is one of the healthiest fea- 
tures” of our economy. 

“It would be rash to specify the 
particular month when the boom 
...May be expected to get under 
way,” he said, “but it would be 
even more rash...to doubt its 
arrival in the not too distant 
future.” 


IBM Names Brent V. P. 


J. E. Brent, general sales man- 
ager of International Business Ma- 
chines Co. of Canada, Toronto, has 
been named vice-president. He 
joined the company in 1931 as an 
assistant sales representative and 
on general sales manager in 
1945. 


Charny Joins G. M. Basford 
Daniel Charny, formerly with 
Geare-Marston, Philadelphia, has 
joined the copy and contact staff 
of G. M. Basford Co., New York. 


Dont Lt the BIG 


ONES gc cu 


—_— 


Hunting for sales? Save yc © 
ammunition for the place whe e 
the shots will count—in the pag °s 
of TRANSPORT TOPICS, the or y 
ABC paper devoted to truckir 3. 
Ninety-six percent of Class ! 
Motor-Freight Carriers pay $5. 0 
@ year to read it regularly, we 
after week. 


Gransport Topi s 


The Notional Journal of the Motor-Freight Cc 


Washington 6, D.C. 
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Composing Unit 
Wins Backing of 
New Foundation 


Broad Research Planned; 
_Lithomat to Make, Sell 
Photographic-Type Units 


CAMBRIDGE, Mass.—Leading ex- 
ecutives of the printing and pub- 
ishing industries, it was an- 
nounced Friday, have set up the 
Graphic Arts Research Foundation, 
non-profit group whose first pro- 
ject will be perfection of photo- 
graphic-type composition for 
widespread use. 

Further development of this 
comparatively new composing sys- 
tem, according to backers of the 
joint project, may revolutionize 
the printing industry and effect 
“enormous savings” over present- 
day “untenable” costs. The system 
in which the foundation is primar- 
ily interested employs a_ type- 
writer-actuated, photographic-type 
composing machine which pro- 
duces photographic positives or 
negatives without the use of type 
metal, as required by established 
type-setting machines. 


s The new printing method is 
based on advances made by Rene 
A. Higonnet, one of the founda- 
tion’s directors, and Louis Moy- 
roud, under auspices of the Litho- 
mat Corp., Cambridge, and inde- 
pendent work by another director, 
Dr. Vannevar Bush, president, 
Carnegie Institute of Washington, 
and his associates. Messrs. Higon- 
net and Moyroud developed the 
method in both France and this 
country, with Lithomat’s finan- 
cial aid, and showed a laboratory 
model of their unit at the 1948 con- 
vention of the American News- 
paper Publishers Association. 

While photographic-type compo- 
sition will be the foundation’s first 
task, it was explained, the direc- 
tors, staff and a technical advisory 
board also will undertake research 
directed toward “fundamental im- 
provement of all types of graphic 
arts processes.” 


# Other foundation directors in- 
clude Dr. Samuel H. Caldwell, 
director, Center of Analysis, Mass- 
achusetts Institute of Technology, 
Cambridge; Robert B. Choate, pub- 
lisher, Boston Herald and Trav- 
eler; W. W. Garth Jr., Lithomat’s 
president; Howard Knight, presi- 
dent, Livermore & Knight Co., 
Providence, R. I.; Henry A. Laugh- 
lin, president, Heughton Mifflin 
Co., Boston; Kinball Loring, presi- 
dent, Machine Composition Co., 
Boston; Roy Moore, president, 
Brush-Moore Newspapers, Canton, 
O., and Col. E. W. Palmer, presi- 
—n ', Kingsport Press, Kingsport, 
enn, 

‘i'r. Garth is president and 
reosurer of the foundation, and 
Dr Caldwell is director of re- 
sea'ch. Headquarters are at 58 
Ch: rles St.; Cambridge. 


®  ‘ficials said 139 concerns in 
the newspaper, book publishing 
«nc manufacturing, lithographic, 
Ma: izine, trade composition and 
‘a: live” printing plant fields are 
bar’ cipating in the research pro- 


e laboratory model of the 
- osing unit, demonstrated at 
Ne foundation’s offices here 


sday, produces photographic 
ves or negatives “which have | 
‘a’ oetter definition than type it- 
the foundation declared, and | 
ve employed to produce any | 
of printing plate whether 

lithographic or gravure.” 
‘oundation, it was announced, 
ranging with the Lithomat 


C for the manufacture and sale | 


of these photographic-type com-| Leslie Watt Promoted Parafttine Shifts Lilleston 
posing machines. Leslie A. Watt, with Watt Pub- H. J. Lilleston, vice-president of 
Members of the foundation's} lishing Co., Mount Morris, Ill.,| Paraffine Companies, has returned||}® @® @® © @ @ @ 
technical advisory board include| since 1935 as vice-president and/|to San Francisco after having been 
Dr. Bush, William Baumrucker Jr., | #5sistant publisher, has been named | in the New York office for several|| ® 
New York News, who is chairman president and publisher. J. W.| years. In his new position, he will 
of the ANPA’s seein eemnaithens Watt has been elected chairman of | supervise and coordinate the mar-|| ¢ 
. ..._,’| the board and secretary-treasurer. | keting, advertising and merchan- Valuable time, lerge city end form 
and C. M. Flint, the association’s| Watt publications include Better|dising of all Pabco products sold|| @ udience, swift, rich results for spen- 
research director. Farming Methods, Hatchery &|in Paraffine’s domestic division. sors. Now for sale ot lowest rotes by 
Feed, Pacific Poultryman, Poultry o vn te Se 
Joins Grey Advertising Tribune and Turkey World. Champion to Thompson — in — —— 
verage mops, ules an voil- 
Dorothy M. Parker has joined Champion Spark Plug Co., To-|| e abilities = sam ioe G8 eutien, 
the copy staff of Grey Advertising Appoints French Agency ledo, has appointed J. Walter 2: ee oly ee ee a 
Agency, New York. She was for-| Oil Heat Institute of St. Louis| Thompson Co., New York, to han-|| @ [Live “rect '@ KIOA, Des Moines, 
merly with Lambert & Feasley and|Inc. has appointed Oakleigh R.|dle its international advertising, #10,000 Watts day, 5,000 Watts night 
Batten, Barton, Durstine & Osborn,| French & Associates, St. Louis, to| formerly placed by Foreign Ad-|| @ e@ e 6 ee. 
New York, and J. Walter Thomp-/| develop an advertising campaign/|vertising & Service Bureau, New 
son, Chicago. promoting oil for home heating. York. 
jet jockey 
by Jimmy Powers 
sports editor, New York News 


A blue comet went hurtling over us in 
the clear Long Island sky as we stood on 
the runway at Bethpage. The air was split 
asunder and AFTER the jet plane passed 
It 


resembled a phantom giant ripping a 


we heard the sound... Brrrrrrrrp. . 
monstrous sheet of silk. 


WE were waiting to go to Jamaica with 
the new racing commissioner, Jake Swirbul. 
Jake nudged us and said: “You're always 
writing about the importance of physical 
condition in boxing and baseball. You blast 
those athletes who stay out all night doing 
the rumba with sweetie-pies and wrapping 
their convertibles around palm trees. Why 
don't you meet one of these jet jockeys 
and find out what condition really is?” 


‘won't go up without a G-suit’ 


A short time later we were talking to a 
clean-cut, and clear-eyed test pilot named 
Ralph Donnell. He was busy shedding 
what looked like a suit of long green 
underwear ... “It’s a G-suit,”” he grinned. 
“I’m getting so | won't go up without one, 
I'm afraid | might come across a Piper 
Cub or some other small traffic and have 
to make a quick emergency turn. Funny 
things can happen to you when you do that 
at more than 700 miles an hour.” 


DDonNELL is 28, and is probably in better 
shape than any major league ball player 
... Physical condition is so important 
flying a Panther that if T take a few beers, 
or get, say, only six hours sleep instead of 
eight—l tell the And, 
brother, when you dissipate you pay for it 


ean difference. 


Circulation now exceeds 
Daily ... .2,225,000 
Sunday . . . 4,200,000 


Twenty-five years ago on his first newspaper job, Jimmy Powers tried to 
digest the whole day’s sports news in a 600-word pony wire service ...and 
still keeps POWERHOUSE, his daily column, a high compression production of 
news nuggets. Occasionally he lets himself go on a single subject, and brings 
cheers from the customers... One such occasion appears below, and represents 
another reason why the New York News is the best read, as well as the most 


read. newspaper in America! 


with a much stiffer penalty than benching. 
Donnell pointed to his haberdashery ... 
“This is a G-suit. The “G’ is for gravity. 
Sitting in your seat at the ball park you are 
exerting 1-G. That is the weight of your 
body. When you fly a jet plane and pull up 
sharply, or make a tight turn you can exert 
5-Gs or 7-Gs, equivalent to five times or 
seven times the weight of your body. 


“To resist the force of gravity and to 
keep from blacking out as the blood drains 
from your head, you tighten your stomach 
muscles. Without a G-suit you can stand 
-Gs for four seconds without fainting. I 
have stood 5-Gs for five seconds. It varies 
considerably from person to person. 


PER HOUR. 


“At 7-Gs vou have a force of eight 
pounds per square inch pressing against 
you and you think your stomach is going 
to be pushed up against your backbone. 

“This helmet, with all the trimmings— 
oxygen mask, foam rubber and all—costs 
$200. It keeps you from getting your brains 
scrambled against the canopy. 

“Flying faster than the speed of sound 
in rough air, is just like getting whacked 
on your bottom with a sledge-hammer!” 

We asked Donnell how much air space 
he needed to turn a jet plane. “If Pm not 
making a tight turn. start here atBethpage, 
and finish the turn 30 miles away, over 42d 


6 KNQuas rm - 


and Broadway. If we really want to rack 
‘em up, we can turn in about two miles,” 

We asked about the phenomenon of 
seeing the plane go by and then hearing 
the sound trying to eateh up with it, 

“Well, if you are standing about a half- 
mile away and a Panther shoots by, the 
sound will be about a half-mile behind the 
plane. The speed of sound varies. It’s 
lower in the summer and higher in the 
winter when the air is cold. | have gone 
more than 760 miles per hour. 


‘most thrilling experience’ 


“Sometimes in rough air at these speeds 
it is like riding a bucking bronco or a 
speedboat in a choppy sea with that sledge- 
hammer effect. But other days it is the 
most thrilling experience in the world, 
There is no propeller in front. The noise is 
all behind you and you cannot hear it. The 
only distraction is a slight whir from the 
little turbine that is your air-conditioner. 
It turns over at 108,000 revolutions per 
minute, and produces enough refrigeration 
to cool a dozen buteher shops. 
“Wirnourt that baby the cockpit would 
heat up to 160 degrees. With it, you are a 
comfortable 60 to 70. If you have no 
hangover, and had plenty of sleep. your 
vision is not impaired and your reaction 
time is normal, you stand the G-forces 
better. With an unobstructed view and no 
noise, you sometimes feel you want to 
like a 


when you're in shape. 


stay up there forever. You're 
supersonic angel 
If vou re out of shape you feel like the 


and that’s putting it mildly!” 


devil 


FI 
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Buyers from Sunset 
Get Loew’s Tickets 


New York—Sunset Appliance 
Stores and Loew’s Theaters have 
collaborated on a joint promotion 
offering a 52-week book of tickets 
for every purchase of a major 
electrical appliance. 

Free tickets to any Loew’s thea- 
ter go with the purchase of any 
nationally advertised television 
set, refrigerator, automatic wash- 
ing machine, or cooking range at 
Sunset Stores. 

Promotion for the joint deal first 
was beamed over WPIX television 
Aug. 23 during the Brooklyn-Dod- 
ger baseball game. Further spot 


television announcements sched- 
uled for games were delayed due 
to rain, but the video promotion 
program will be continued. 


es Value of the offer, according to 
Loew’s, amounts to $50 a year. 
The tickets include the tax, and 
are good for any day or night dur- 
ing the week. 

Newspaper advertising broke 
Sept. 9 with two ads side by side 
for Loew’s and Sunset in the 
Daily News. No continuing sched- 
ule has been set, but further lin- 
age will run in New York papers 
during the fall months. 

Donahue & Coe is handling ad- 
vertising for both Sunset Appli- 
ance Stores and Loew’s Theaters. 


Kaiser Tells Who 
Buys Utility Models 


New YorK—Salesmen and op- 
erators of small businesses head 
the list of owners of Kaiser utility 
models who use the combination 
cargo-passenger sedans, according 
to an occupational survey of the 
first 10,000 purchasers of the 1949 
Traveler and Vagabond models 
conducted by the Kaiser-Frazer 
market research and analysis de- 
partment. 

The study reveals that 52% of 
the dual-purpose car buyers are 
traveling salesmen or proprietors of 
grocery, drugs, flower and other 
retail stores. They use the cars 
primarily for carting bulky mer- 
chandise. 

Next largest of the occupational 
groups is composed of contractors, 
carpenters, painters and electrici- 
ans, who account for 20% of the 
total ownership. 

Farmers, representing 9%, form 
the third largest category, fol- 
lowed by professional workers, 
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particular architects and engineers, 
with 5%. 

The remaining 14% is classified 
as non-occupational and includes 
housewives, retired persons and 
sportsmen, whose use is limited 
to personal transportation. 


General Foods Promotes One 


General Foods, New York, has 
promoted Henry P. Stockbridge to 
associate sales and advertising 
manager of the Calumet division. 
He has been with General Foods 
for the past ten years in retail 
sales and personnel capacities. 


WTVN Names Headley-Reed 


WTVN, Columbus, O., has ap- 
pointed Headley-Reed Co. as its 
national representative. Affiliated 
with American Broadcasting Co. 
and DuMont Television Network, 
the station will go on the air Oct. 


— 


BSF&D Appoints Slade 


Blount Slade, vice-president, has 
been appointed director of creative 
services in the Detroit division of 
Brooke, Smith, French & Dorrance. 


Advice to 
Budding Copy Cubs 


Why study copy 

And production too 

When the jobs go to 

Gals whose eyes are blue? 


Why work for so little 
Cause they work for less 
And you can’t beat a Toni 
Or a formfitting dress. 


You can be sharp 

And you can be witty 

And you can offer the world 
And more, 


But you can’t beat a pretty 
In any big city 
Who’s 
Thirty-four, twenty-four, 
Thirty-four. 
EDWARD CARLIN JR., 
Philadelphia. 
Readers are urged to contrib- 
ute to AA’s verse corner. AA 
does not pay for poetry and the 


editor is sole judge as to merits. 


‘Industrial Marketing’ 
Issues ‘50 Industrial 
Market Data Book 


Cuicaco—Industrial Marketing 
has issued its 1950 “Industrial 
Market Data Book Number,” a 
498-page volume of statistics and 
other data, maps and tabulations 
covering 85 separate industrial and 
trade markets. 

An annual (13th) issue of IM, 
mailed last week to the publica- 
tion’s subscribers, the volume con- 
tains new data based in large part 
on the 1947 Census of Manufac- 
tures, as well as data supplied by 
media and trade associations serv- 
ing the various markets. It also 
contains a list of more than 2,400 
business papers with details of 
their rates and mechanical specifi- 
cations. 

The Market Data Book lists all 
associations serving the 85 distinct 
trade and industrial markets. It 
also includes special media presei- 
tations of more than 200 business 
papers. 
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a One important new market 
classification has been added, a 
section on “Farm Markets.” This 
new section was motivated by the 
fact that more and more industrial 
advertisers are finding industrial 
applications for their products on 
the farm, and as N. H. McCormack 
of Capper’s Farmer, one of the ad- 
vertisers in the section, declares, 
“Expanded electrification and me- 
chanization of farms are opening 
new marketing opportunities ‘or 
many manufacturers whose pro- 
ducts originally were not con- 
sidered to have an important si ‘es 
potential in the agricultural fie 4.” 

The Industrial Market [ata 
Book Number will go to pre:ent 
subscribers and to those who (cr- 
ward new IM subscriptions $3 
per year) until the limited 0, °r- 
run is exhausted. 


Pa 

GF Promotes Plass, Thurstor 
George R. Plass has been na’ \¢¢ 

associate advertising manage: 0 l 

the Jell-O division of Gen ral on 


Foods Corp., New York. He 
formerly associate advertis né& 
manager of the Minute and C rte 
divisions of the company. D v!« 
W. Thurston, advertising man ¢ 
in the export division, has 
appointed advertising assistar '" 
the Minute and Certo division 


ras 


‘It must be a special wallpaper for big space buyers’ offices !”’ 


Promotes William Blake 


William T. Blake has | 
named sales manager of the v 
ern division in charge of the 
cago office of Hudson Pulp & 
per Corp. He was formerly as ‘5 
ant to T. H. Mittendorf, who ** 
recently transferred from Chi 28! 
to the home office in New ¥ 0r* 
as vice-president in charg¢ of 
sales. 
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OTHER FACTS THAT MAKE YOUR CHOICE EASY: 


e The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


e The Ciftcinnati Enquirer has the lowest milline rate in 

Cincinnati. 
Now ... The American Weekly joins This Week Magazine 
and the Pictorial Magazine in The Sunday Enquirer. It’s one 
more reason why The Sunday Enquirer is, more than ever, 
one of the best buys in the country. ~ Represented by Moloney, Regan and Schmitt, Inc. 


e The Cincinnati Enquirer carries more advertising linage than 
any other Cincinnati newspaper. 
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..- before they cash 
R., THE QUESTION » What do you plan to oo ememamae s 
oy do with your GI Insurance dividend check? 
. AA 
d th . 
ooh ong WHERE ASKED « In front of the New 
York Public Library, 42nd St. and 5th 
ii Avenue. ° | 
ting eir CcnecKs. 
- se a SERS 
ial THE ANSWERS: 
c 
? James Fuller, Artist, Levit- 
rketing town, L, I. 
justrial 
a. i've gst o Sow small bills to pay 200,000 CHECKS A DAY! Think of it! And they'll keep going out starting 
ics and but after that I don’t know what : ‘ P , es 
ilations Tm going to de. Guses 1 wen't in January until the entire $2,800,000,000 government insurance dividend 
rial and have any trouble spending it has been distributed. 
of IM though.” 
ublica- To most GI’s it’s “found money.” Like the five typical servicemen at the left, 
ne con- they don’t know what to do with it. It’s unexpected. No advance plans 
‘ge part Lester Spear, Am. Vets, Bronx, were made for its spending. 
anufac- N. Y. 
lied by , ; ‘ ‘ 
.. Sntye “I think I'd like some new clothes. The whole fascinating story of how this money will affect our economy, 
It also Maybe I'll buy a couple of bonds. how veterans can put their dollars to the greatest use today will be told 
egg I don't know. editorially in the January issue of Argosy. In addition, the article will show 
specifi- how a cross-section of Argosy ex-GI readers plan to spend their 
dividend checks, 
lists all Andrew Paretti, Consulting ©o*eee#eeeee 
ge eapapen, Eoaam, M.S. Argosy—more than almost any magazine today—is equipped to render this 
preseii- Ever since I got out of service | editorial service because it is a magazine built for men. .. a magazine that is 
business had my eyes on a new 12-gauge a ‘ | | d ¢ " 
- shotgun. But I could use a small read 98.8% by men... a magazine that men have confidence in. The sales 
duck boat, too—and a pair of opportunity here for alert marketers is obvious. The 3,500,000 plus men 
market waders—and . . . it’s a problem who will be reading the January Argosy are wide open for extra sales 
dded, a all right.” through Argosy’s advertising pages. Already the Argosy reader’s average 
s.” This , : : , : 
i by the income ($4,705) is sufficient to allow him to purchase the good things 
idustrial as well as the essentials of life. This new money will permit him to invest 
ao og = College Student, even more in new automobiles, clothes, insurance, sporting goods, 
ucts « ; : 
Neeumack oo d cameras, grooming essentials and other products that all-around men 
¢ the ad- - - “You got me, pal, I always expect and enjoy. 
declares, spend my dough before I get it... eeoee54020e28ee8 
- but I didn’t k I tti , , , : , 
— z hte ee eS December is the time to start catching these prospects in Argosy. For this 
ities for year, they'll be spending more than ever on themselves and their families 
pse pro- since they know a dividend check is coming in. And Argosy is ready with 
~ : f Irving Field, Commercial a new-type, 12-page, Christmas gift-guide to create demand. Your 
al fie\d.” Photographer, New York City advertising in Argosy can sell them on the brand. 
et I a “The way I figure it, this is some- q : 2 F : 
| og ; thing special. Here’s my chance to Then starting in January with the insurance feature and running around 
Oo icT- > . . ee 
re $3 buy something I probably never the calendar, you'll find a monthly series of sound, smart merchandising and 
ed o\ °l- R would have bought myself eres selling ideas and features in Argosy. It’s all ready to work for you at the 
\, F thle windfall, Trouble fo—whet! lowest cost in the men’s field—only $2.50 per page per M. Get the complete 
irstor mph of orthodoxy in the primary | where, with admi story today from your Argosy representative or advertising agency. 
en na ” Ds was not altogether unexpected, | Nati aie 
nage! ot ] a aaiV~—"™ " P 
Gen ra - ; 
He vas 
ertis né New York: 205 E. 42nd St. oon Francisco: . 
nd C -rto W Chicago: 333 N. Michigan Ave. 617 Montgomery St. 
y. D vid THERE’S ALWAYS_f170 IN... A RG OS ¥ Los Angeles: Jacksonville: 
man ger 427 West Fifth St. 1219 Hendricks Ave. 
has | cei 
sistar |" 
ision the complele mand magague:” 
e 
as [eel 
the v es! 
the hi 
ulp & os 
— a SOME LEADING ADVERTISERS ALREADY IN ARGOSY’S NEW MAN-MARKET |. . AiR-O-MAGIC SHOES .. . AMERICAN SAFETY RAZOR... L. L. BEAN... BROWNING ARMS... CHESTERFIELD . . . CHRIS CRAFT. . . 
n Chi: ag? DELTA ELECTRIC... EVINRUDE MOTORS... EXIDE BATTERY...B. F. GLADDING... GOLDEN WEDDING WHISKEY... HARLEY-DAVIDSON ... INTERNATIONAL CORRESPONDENCE SCHOOLS... ITHACA GUN... LOUIS JOHNSON 
lll c . . JOHNSON MOTORS . . . MARLIN FIREARMS . . . OLIN INDUSTRIES ... PM WHISKEY . . . PHILIP MORRIS & CO., INC., LTD. . . . SCOTT-ATWATER . . .SHAKESPEARE . . . SOUTH BEND BAIT... VASELINE.. . WILDROOT. . . 


Prepared by Royal & de Guzman 
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CBC-Canadian 
Broadcasters 
Feud Waxes Hot 


Canadian Broadcasting 
Corp. Wants Increased 
Fees; CAB Asks Curbs 


OtTTrawa—Whether Canadian tel- 
evision and radio operations will 
continue to be financed primarily 
from listener license fees or 
whether commercial broadcasting 
will assume increasing importance 


in Canada is the basic issue now 
being studied by a Royal Commis- 
sion on national development in the 
arts, sciences and letters. 

Proponent of continued govern- 
ment control of radio and tele- 
vision operation through increased 
license fees is the Canadian Broad- 
casting Corp., which now is under 
the direct supervision of Parlia- 
ment. 

The Canadian Association of 
Broadcasters, on the other hand, 
favors increased recognition of 
private radio and television broad- 
casting, creation of a new super- 
visory body with power over both 
commercial and CBC operations, 
and the right of appeal against le- 
gal aspects of such an authority’s 
decisions. 


The Canadian Broadcasting 


Corp., in its 6l-page brief to the 
Royal Commission, does not ask 
the elimination of commercial sta- 
tions. In fact, it has recommended 
the establishment of 65 such sta- 
tions since 1936. 

But it contends that Canadian 
radio cannot have a national char- 
acter unless the CBC continues to 
control and program network ra- 
dio—that the primary issue is do- 
ing what is best for the public as 
a whole, and that CBC stands 
ready to augment its operations in 
the public interest. 

CBC asserts, in its brief: “If 
private stations had freedom to 
form any network connections they 
liked, the strong tendency on com- 
mercial grounds to join directly 
to the south with American net- 
works would undoubtedly show it- 
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self strongly. 

“It could hardly be in the na- 
tional interest of Canada to have 
* ° * . 
an increasing number of direct 
broadcasting outlets drawing at 
various points across the border 
from the broadcasting of another 

country.” 


e The publicly owned CBC has 
informed Parliament that while it 
has established two English net- 
works and the one French net- 
work, it would like to add a sec- 
ond French network and enter tel- 
evision. However, since the $2.50 
annual fee paid by Canadian lis- 
teners has remained unchanged 
since prewar days, and since costs 
have steadily increased, the CBC 
has been steadily squeezed. 

Unless the license fee is raised 


Time Saving Summary 
of Washington Market Data... Free 


_ up-to-date news of the Washington, 
D. C. market? Get your copy of Washing- 
ton Facts and Figures, published quarterly by 


The Star. 


Prepared by The Star’s Business 


Editor, the publication presents data of interest 
to advertisers and agencies. Articles in the issue 
for the first quarter of 1949 cover government 
and private payrolls (“new all-time February 


high”), department store sales (“up 1% 


for 


quarter, despite Easter lag”), bank loans (“loans, 
deposits, assets top 1948 marks”), and many 
other facets of business and governmental opera- 


tions, collected from authoritative government 


and private sources. 


A request on your business letterhead to either 
of The Star’s national representatives will put you 


on the mailing list. 


Please address Dept. SM. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 


Member: 


Bureau of Advertising ANPA, Metropolitan Group, 


American Newspaper Advertising Network, Inc. 


THE EVENING STAR 


BROADCASTING COMPANY OWNS 


AND OPERATES STATIONS WMAL, 


WMAL-FM, AND WMAL-TV 


to $5 a year, it says, “it will be 
necessary to start next year dras- 
tically to cut services and stand- 
ards.” 

At the present time, the CBC 
has 18 stations and 19 repeater- 
point relay transmitters. There are 
more than 125 privately owned 
stations (more than 75 of which 
are CBC affiliates) and 93 of the 
private stations are members of the 
Canadian Association of Broadcast- 
ers. 

CBC has two principal sources 
of revenue, the license fees and in- 
come from commercial programs 
which it carries. About 80% of 
CBC network shows are non-com- 
mercial, and more than 80% are 
of Canadian origin. Of the com- 
mercial shows, about half are 
American and half Canadian. 


a The corporation feels that any 
increases in commercial rates 
would force a number of advertis- 
ers to curtail their expenditures 
for radio. Therefore, it has re- 
quested an increase in license fees. 
It is this request for raised license 
fees which has brought the entire 
issue of government vs. private 
commercial radio into sharp focus. 
Briefly, the CBC contends that: 
1. All decisions must be based on 
consideration of the public in- 
terest. 

2. Straight commercial broad- 
casting would bring too much non- 
Canadian material into Canadian 
homes. 

3. Because of the problems in- 
volved in a national radio system, 
CBC must have the power to con- 
trol and use all Canadian facilities 
necessary. 

4. It is in the public interest to 
permit private stations to operate 
as community stations and as CBC 
affiliates so long as their opera- 
tions do not conflict with the re- 
quirement of an effective CBC. 

5. While private community sta- 
tions now provide much service, 
they should and could do more. 

6. The license fee should be 
raised to $5 annually. 

7. CBC desires to expand its 
services, particularly through 
establishing a second French net- 
work. 

8. Additional commercial pro- 
grams or increased rates are not 
the solution. 

9. Television should be handled 
in the same manner as CBC now 
handles radio, with adequate li- 
cense fees, and loans to cover de- 
velopment and initial installation 
expenses. 


ws The Canadian Association of 
Broadcasters, in its brief, takes 
issue with the CBC on almost all 
counts. In brief, it argues: 

1. The existing radio situation 
with both government and private 
stations is undemocratic, since CBC 
is subsidized, pays no taxes eit/er 
local or national, and carries com- 
mercial programs in competi'ion 
with commercial stations. 

2. Privately owned stations fi- 
nance their CBC competi'or 
through transmitter fees and °|s0 
have to pay national, provincial 
and municipal taxes. 

3. CBC has authority over | 
grams and extent and characte’ o! 
advertising. Thus CBC is a « 
petitor, regulator, prosecutor, uly 
and judge of private stations. 


4. The Canadian Broadcas ing 
Act of 1936 failed to foresee the 
development since attained by »'- 
vate radio, nor did the act 4n- 

ym- 


ticipate CBC’s entry into the « 
mercial field. 

5. The act should be revis¢ 
recognize the existence of a 
tem of private radio. 

6. Private stations shoulc ¢ 
given equal rights with the ~BC 
through creation of an indeper 
regulatory body to administer 
equally for CBC and private 
tions. 

7. Private stations should 
given the right of appeal agin*' 
decisions of such an authority 


8. Private enterprise shoul’ % 
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No one loves « late comer Nor do waiting friends care 
\o divide attention between an interesting game and & 
ale of car starting trouble Its no excuse to them 
shouldn't be for you, because it need not cocur 


To arrive on time, be sure your car will start When you 


ustly than the bltthe extra you pay for « trustworthy 
bande Battery 
(008 OEPENDABLE BATTERIES FOR 61 YEARS... 1949 ~emee te Fromme 


THE ELECTRIC STORAGE BATTERY COMPANY, Philadeiphie 32 
Bivde Batterwe of Canada Limited Toronto 


‘ror 


STARTING ASSURANCE—The Exide bat- 
tery ends starting failures, Electric Stor- 
age Battery Co. stresses in this two-color 
magazine copy, part of its fall campaigns. 


permitted to enter the TV field 
immediately. 

9. Video should be regulated by 
the same independent body which 
would regulate radio. 

10. Private TV licenses should 
be granted for a term of years 
commensurate to the investment 
involved. 

11. Private video broadcasters 
should have full and free access 
to wire, kinescope and film pro- 
gram material from every possible 
source. 

12. CBC should not be allowed 
to enter the commercial television 
field. 


White to Leave Gas Group 


Howard D. White has resigned 
as executive vice-president of the 
Liquefied Petroleum Gas Associa- 
tion, Chicago, effective Oct. 31, 
to become one of three owners of 
the newly organized Perlite Devel- 
opment Corp. The new company, 
located in Albuquerque, N. M., 
will manufacture industrial fur- 
naces for the processing of perlite 
and develop new applications for 
the mineral. Mr. White will be sec- 
retary and promotion director of 
the new company. Associated with 
him will be J. V. Slavick, presi- 
dent, and Ray Leyen, sales man- 
ager, 


Lustberg, Nast Names Moses 

Lawrence Moses, formerly of 
Phillips-Jones Corp., has been ap- 
pointed sales and advertising man- 
ager of Lustberg, Nast & Co., New 
York, maker of Buck Skein Joe 
outerwear. 


Rhea Names Jean Adams 

Jean Adams, formerly with Al- 
vin Plotkin Advertising Agency, 
Milwaukee, has been named ad- 
vertising director of Rhea Mfg. 
Co.. Milwaukee, junior fashions. 
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Consumer Drives, 
Big Trade Series 
Push Exide Battery 


PHILADELPHIA—Electric Storage 
Battery Co. has launched three 
consumer campaigns and its most 
extensive business paper series to 
push sales of Exide batteries. 

In one drive, limited to space 
in The Saturday Evening Post, 
the manufacturer will use a pic- 
ture-story approach to stress the 
dependability of its product. The 
editorial-type layout includes ac- 
tion illustrations to show the var- 
ious operations in which Exide 
batteries are employed. The sell- 
ing portion of one ad shows a 
motorist at a service station, his 
car hood up, and an overhead sign 
saying, “When it’s an Exide you 
start.” 

In a second series, aimed at the 


ere 
¥ 


men, Electric Storage Battery is 
using cartoon-type ads pointing up 
what can happen when friends are 


| kept waiting by a single person 


because the car battery failed. 
This series is running in American 
Legion Magazine, Argosy, Field & 
Stream, Outdoor Life, Popular 
Mechanics, Sports Afield and True. 

The third consumer series, pre- 
senting an institutional story, is 
appearing in Newsweek, Purchas- 
ing and Time, and the company is 
using 59 trade and industrial pub- 
lications in 17 different categories 
to tell its story to the trade. 

Geare-Marston Inc. handles the 
account. 


Allis-Chalmers Ups Gammell 


John Gammell, with the com- 
pany since 1928, has been ap- 
pointed supervisor of sales train- 
ing for the general machinery 
division of Allis-Chalmers Mfg. 
Co., Milwaukee. 


In Seattle, an Old 
Range Brings Cash 
Plus a New Bonnet 


SEATTLE—Swap your old range 
for a $20 woman’s hat—plus what- 
ever trade-in value the range has 
on a new gas range. 

That’s the deal offered currently 
by the Seattle Gas Co. 

The old range round-up was an 
annual event of the gas company 
before the war, and customers 
were given a cash trade-in allow- 
ance on any old wood, coal, elec- 
tric or gas range. Now the promo- 
tion has been refurbished with 
women’s hats. 

Each customer will be given a 
certificate entitling her to a $20 
hat from Best’s Apparel. In addi- 
tion, the gas company will give 
$100 cash for the oldest range 
traded in, and four other prizes 


for the next four oldest ranges. 
If the children come into the com- 
pany stores when the grownups 
look over new ranges, they will 
get free popguns, lollipops and 
balloons. 

Daily newspapers, outdoor post- 
ers, bus cards.and radio will pro- 
mote the event. Honig-Cooper is 
the agency. 


Thomas Ross Joins Vomack 

Thomas Ross has been appointed 
eastern manager of W. L. Vomack 
Inc., New York. Before the war 
he was with Buchanan & Co., but 
has not been in the agency field 
since. He will also have charge of 
the new radio and Spanish depart- 
ments which the Vomack agency 
will start Oct. 1. 


‘Sports Afield’ to Move 

Sports Afield will move its De- 
troit office from 2311 Book Bldg. 
to 1626 Guardian Bldg. effective 
Oct. 1. 


to the touch, quality that assures long wear — these are the ingredients that 
make BUCKEYE and BECKETT COVERS the first choice of 
admen and printers everywhere. 14 colors, 9 finishes, to choose from in 
the BUCKEYE line; 11 colors, 9 finishes in the lower priced but 
attractive BECKETT line. New sample books now ready. 


7 SCARLET 


tie Buckeye Cover fine. 


FAMOUS COVER 
ty Erneditt- 


DOROTHY GRIFFITH is 


IRL 


independents in the modeling business. If you want to photogrdph her, you 


don't call Powers or Conover, but go direct to Dorothy. Her sophisticated features 


have adorned the covers of Vogue (several times), Life, Glampur and Ladies’ 


Home Journal. Dramatic art is her main interest and she has 
several shows, including “Christopher Blake” and the movin 
“Dreams That Money Can Buy.” 


HMO COVER 


6 The Gekatt Foes Company 


Color that catches the eye, texture that is pleasing 


PAPERS 


ppeared in 
picture titled 


IF YOU WANT YOUR CATALOGUE 
—OR BOOKLET—TO BE, READ 
FROM COVER TO COVER— 


be swee W has a covet! 


PAPER COMPANY 
Hamilton, Ohio 
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Pharmaceutical Group to Meet 


The 1950 annual convention of 
the American Pharmaceutical 
Manufacturers’ Association will be 
held at the Broadmoor Hotel, Col- 
orado Springs, May 29-31. 


Frey Agency Moves 

Frey Advertising Co., Win- 
chester, Conn., has moved to 126 
Winsted Rd., Torrington, Conn. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Ne d 
16 billien dollars a year! If Ay -— 
food, drinks, jewelry, or any other 
products to sell, reach this big buyi 


as, Grou the Negro papers a 

magazines. interstate Un News- 
papers, | 545 Fifth Ave., N. Y., can 
show you how advertising in these 


ay 

NOTE: We now have facts compiled by the 

Research Co. of America on brand 

eferences of Negroes from coast to ceast. 
rite now for this free information. 


Consolidated Enamel 
Papers’ New Drive 
to Break on Oct. 1 


WISCONSIN Rapips, Wis.—Con- 
solidated Water Power & Paper Co. 
on Oct. 1 will launch an expanded 
advertising and merchandising 
program promoting its Consoli- 
dated enamel papers. 

Full-page, four-color ads on a 
monthly schedule will appear in 
Business Week and Fortune. Com- 
mercial printing users will be told 
how savings of 15% to 25% in 
printing costs can be effected 
through use of the papers, while 
maintaining high quality printing 
standards. 

Prominent users of the com- 
pany’s enamel papers, including 
Standard Oil Co. of Indiana, Hoov- 
er Co., the Milwaukee’ Road and 
others, will be featured in early 
ads in the series. Similar b&w 
pages have been scheduled in ad- 
vertising and printing business 


papers. 

It is expected that later copy 
will describe Consolidated’s single, 
continuous, high-speed operation 
which coats both sides of the pa- 
per simultaneously—as contrasted 
with the off-the-machine coating 
process. 

Christiansen Advertising Agen- 
cy, Chicago, directs the account. 


GE to Promote Mixer 


General Electric Co. will pro- 
mote its new triple-whip mixer 
with page insertions in Ladies’ 
Home Journal and McCall’s in 
October and December, and in 
Country Gentleman and The Sat- 
urday Evening Post in December. 
Retailing Daily is being used to 
emphasize merchandising features 
to dealers. Young & Rubicam is the 
agency. 


Davis Advances Wise 


George V. Wise, sales promotion 
manager, has been named adver- 
tising manager of H. B. Davis Co., 
Baltimore paint manufacturer. He 
succeeds C. Carroll Cooper. 
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Kent's ‘Mirror, 
Mirror’ Is Just 
Another Soaper 


New York—“Oh, I know it’s 
clever to poke fun at daytime 
serials, to call them ‘cliff-hangers’ 
and ‘washboard weepers.’ It’s con- 
sidered smart to say the stories 
that I write appeal to a moron 
mentality. But that’s not true. 

“I write because I want to help 
people. I’ve suffered a great deal 
during my life and there’s no point 
in it, no excuse for God’s letting 
it happen unless through my ex- 
perience I’m able to help others 
as lost and frightened as I am 
...as I have been.” 

This is a self-justification speech 
of Dell Thornton, heroine of “Mir- 
ror, Mirror on the Wall” (Rine- 
hart & Co., $3), Mona Kent’s maid- 


Mass... 


but combine Mass and Class*.. . 


response... 


* Holiday circulation is over 820,000 . . . that's 
Mass! Holiday families have more $10,000-and-over 


LA | if 1 
vt 


is something .. . 


= 


“ 


in one magazine... 


are good... 


fabulous! 


fool... 


incomes than any class magazine. . . that's Class! 


HOLIDAY . . . the most MASSive CLASS market in the world! 


en effort as a novelist. Miss Kent, 
who has kept “Portia Faces Life” 
among the daytime leaders for 
nine years, is beiier known as 
script writer of the General Foods 
soap opera. 


s Dell Thornton not only wrote 
the “drivel” for daytime serials 
but took it seriously and con- 
ducted her life by its formulas in 
a half hypocritical, half self-de- 
ceptive fashion. In so doing she 
meets all the problems “Portia” 
could have faced in her 2,000-odd 
adventures, plus most of those 
which NBC censors would never 
give her an opportunity to think 
of on the airwaves. 

No dilemma—particularly those 
confronting the inept men in her 
life—ever bests “Portia.” Dell, 
who lives in the same matriarchal 
atmosphere, manages her men 
with the ease of a little girl play- 
ing paper dolls—but she manages 
them to their ruination and her 
own. In short, those who find 
“Portia” a realistic, convincing 
person will be able to read “Mir- 
ror, Mirror on the Wall” with 
credibility and pleasure. Others 
will be singularly disinterested in 
the fate of Dell Thornton. 

Dell’s troubles started with her 
eighth birthday party which was 
a sensational flop—mainly be- 
cause none of the guests showed 
up. The somewhat unconvincing 
reason (to anyone who has ever 
moved in country circles): Her 
father wore patched overalls and 
drove the family to church, not in 
a modish Model T, but in a surrey 
behind a work team. 


= Much more woeful happenings 
follow. Her younger sister gets 
into trouble, and Dell gets blamed 
for arranging an abortion. Goaded 
into marriage with a husband who 
believes sex is not for nice girls, 
she is next driven from her in- 
laws’ home, after being accused 
of making passes at her father-in- 
law. 

Dell then gets a job as a typist 
in an advertising agency. She 
whips up a soap opera, which her 
husband sells to an advertising 
agency under his name (since Dell 
is still working for the old agency). 
The agency uses the serial—its 
formula was a story line built 
around women’s problems with 
their homes and children—as bait 
for a major new advertising ac- 
count. 

This masterful stroke of sales- 
manship from Husband Gerald 
rates no praise from Dell, who 
painstakingly proceeds to make 
him feel less than useless and, 
having found herself an agency 
vice-president for a lover, de- 
liberately drives him to suicide 

This melodramatic plot sequence 
continues through the birth of her 
child, her refusal to marry her 
lover whose career she wrec‘s, 
her search for a replacement in 
one affair after another, and er ‘s, 
finally, with her pampered, spo’ ed 
son driven to murder. 


McLain Joins Lezius-Hiles 


Walter S. McLain, formerly 2” 
account executive of Fuller & 
Smith & Ross, has joined the c: 4- 
tive staff of Lezius-Hiles |‘ °. 
Cleveland. He will direct the p! pP- 
aration of sales promotion | °° 
grams, visual sales training « 4s 
and the creation of stockholc °s 
reports and employe promotio! 


Breyer Appointed V. P. 


Donald A. Breyer has |! ‘e 
named vice-president and pn 
ager of the Los Angeles offic 
Brisacher, Wheeler & Staff. 
joined the agency as an acc 
executive in 1946 and has bee | 
charge of plans since 1948. 


Ansco Appoints Balch 


William Balch, eastern regi %® 
sales manager, has been appoi’ ‘€¢ 
general sales manager of A 5°° 
Division, General Aniline & | J™ 


Corp., Binghamton, N. Y. He uc 


ceeds Carl W. Priesing. 
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OW (0 Stop losing space or time sales through 


loss-Saps in your Sales connections 


oss-Gaps are breaks in your lines of contact with buyers of media at 
‘imes when they’re making initial or final decisions. 

They occur unpredictably. For instance . . . ; 
. . When buyers, alone or in conference, are comparing market or 
media opportunities in your field and choosing the media for their lists 
... or settling differences of opinion . . . or revising lists and schedules. 
At such times media buyers are closeted with their memories, their 
past experience, and STANDARD RATE & DATA SERVICE. All other means 
of outside influence are usually excluded. 


liser organizations themselves . 


All but STANDARD RATE. 


The people most responsible for media decisions in every agency 
that handles national advertising and in most of the important adver- 


. . out of necessity . 


look to STANDARD RATE for buying information. 


That’s why Service-Ads* bring the buyers to the sellers 


Your media story summarized in a Service-Ad*, where buyers are 
looking for information, is likely to be your sole representative at vi- 


tally important times of decision. It’s there . . 


its points . . . bridging Loss-Gaps that steal business from you. 
Thirty years serving buyers of media have taught us something 


. . out of habit . 


. on the job. . . making 


The five Service-Ads* illustrated 
here put their stories 

before buyers of media at the most 
important of all times—when 
they’re deciding WHICH media to buy. 
These Service-Ads* were 

featured in a series of srds trade 
paper advertisenrents reminding 
buyers of this additional 

source of useful information. 


A FILE FULL 
OF FACTS 


fer mesrering the management merher 
“ seve tee towne 


85.6% more coverage 
with THE PRESS! 


This SRDS CONSUMER MARKETS 
Service-Ad was featured in Adver- 
tising Agency, Broadcasting, Editor & 
Publisher, Printers’ ink, Sales Man- 
agement, Sponsor, and Tell, 


about what sort of media information they want. If you’d like us to 
put to work for you what we have learned, just write Lyman Forbes, 
Copy Service Manager, in our Chicago office, or talk with any sRDs 
representative. We may be able to help you help buyers give your 
medium the consideration it deserves. 


FOUR POINTS that make SRDS a good, economical 
advertising medium, different from every other 


1. srps does not just “reach” buyers. 
Buyers reach for it! 

2. In srvs you do not seek to interest 
buyers in your media information. 
Here buyers SEEK information 
about your medium! 

3. In srps you need not divert pro- 
motion dollars to costly artwork; 
nor waste space on attention-getting 
devices. Buyers want useful infor- 
mation in these pages, arranged in 


simple, orderly fashion, to help them 
buy wisely, without wasting time! 
4. SRDS covers no counter display 
specialists; few retail store adver- 
tising people. National buyers of 
space and time only are the regular 
users of sRvDS (space and time buy- 
ers, advertising managers, account 
executives)—the people most con- 
cerned with markets and media 
selection. 


BUY WHO For: 


This $ROS Radio Section om se 
Service-Ad was featured - 
in Broadcasting 

and Sponsor. 


: :  ispomrn This $ROS Consumer 

a: = Magazine Section Serv- 
— ice-Ad was featured 

; item in Tide. 

wisi wt 


The four monthly media Sections of sRps and the annual srps CON- 
SUMER MARKETS provide those responsible for media selection 
and product sales with a complete, efficient, scientific media and market 
analysis and selection system such as is nowhere else available. They 
provide MEDIA with a means of closing serious Loss-Gaps in their 
lines of communication with buyers. 


AIDS TO MEDIA SELLING 


«| eae 


Eee 


Th SPOT RADIO PROMOTION HANDBOOK and the BUSINESS PAPER PRO- 
ION HANDBOOK here illustrated are designed to help you increase 
‘al, and reduce unit sales costs. They’re two of a series being developed 
depth studies of media buying practices. Each covers the full 
: of major media-selling tools—salesmen, direct mail, publication 
‘tising—in terms of what kind of help agencies and advertisers 
*xp -t from each. These handbooks are available from srps at $1 a 
“op Other Handbooks will be announced as they are completed. 


ady 


‘VICE-ADS are advertisements that supplement media listings in any Section 
’ with useful information that sells by helping buyers buy. 


Ors 


The National Authority Serving the Media Buying Functi 
Walter E. Botthof, Publisher 


NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
NEW YORK + SAN FRANCISCO + LOS ANGELES 
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SAWYER FERGUSON WALKER CO 


This SROS Newspaper 
Service-Ad was-featured 
in Editor & Publisher. 


How Architectural Record seeks out and sells the 


top buying influences in the market for quality building products 


2. Month by menth Architecture! Record serves the architects end 
engineers whe are actually responsibte fer better than BOT of ot) cur 


1. Architectural Record editeriaity feature the bind of 


= activity thet means business fer readers end edrertiver 


me 
~ Re ie tere) Recent mart et ke 
. 


7 And why Architectural Record today epens 
<° 2. wp a shorter path to sales for its advertisers 


SE 1. Over three-quarters of current building wehume is in the hands of 
|< architects and the engineers whe werk with them. 


ma mm | amcwrecroen picons 
eee Cxcuwsives 


ARCHITECTURAL RECORD 
_—_—_—— 


9 Meet Aon Severs Mire | 


This sros Business Publication Section Service-Ad was featured in Printers’ Ink. 


DATA 
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of-sale. That’s why we built a bargain 
package in a WNAO-WDUK combination 


sales costs with a greater market. 


Angeles. 


You furnish the bait and the line—we’ve 
got the hooks. Avery-Knodel, our “‘reps’’, 
will tell you where the best fishin’ is— 
you'll find a representative in New York, 


Atlanta, Chicago, San Francisco and Los 


=f You'll do better with the 


..and 2 hooks! 


YX ONE NETWORK, ABC 
YP ONE LOW RATE 


Ye2 KEY OUTLETS 
ae < OS ee 


Network in Utah and Idaho, and 
the Oregon Trail net will be used. 
The company also has signed 
KGO-TV, San Francisco, for its 
exclusive telecasts of Stanford 


to be heard over the CBS Pacific 
web before each of its ten Pacific 
Coast Conference football games 
this fall. Irwin-McHugh Advertis- 
ing Agency, Los Angeles, handles 
the account. 

Standard Oil Co. of Indiana an- 
nounced that it will sponsor the 
Northwestern-Illinois game at 
Champaign over Station WGN-TV, 
Chicago, in addition to all five 
Northwestern University home 
games (which will be aired alter- 
nately by WGN-TV and WBKB, 
Chicago). Batten, Barton, Durstine 
& Osborn is the agency. 

Standard Oil Co. also will spon- 


sor the full schedule of the Chicago sumers opportunities to win a Cement nits a grr my 
Bears, National Football League| Packard, a Benrus wristwatch or| fr aU "Suing Its I 


club, over radio Station WIND, 
and will play host to video listen- 
ers on the “Chicago Bears Quarter- 
back Show,” over WENR-TV, 
Tuesday nights, from 8 to 8:30 
p. m. for 13 weeks, beginning Sept. 
27. 

The Notre Dame football sched- 
ule also will be aired over Sta- 
tion WMAW, Milwaukee, with 
Clarks Gas Co., Milwaukee, as the 
sponsor. Weber Brewing Co., Mil- 
waukee, has purchased a series of 
15-minute pre-game forecasts and 
a half-hour “Scores and Salutes” 
show after each broadcast over the 
same station. Miller Brewing Co., 
Milwaukee, will sponsor a 13-week 
“Leahy of Notre Dame” tran- 
scribed series over WMAW, be- 
ginning Sept. 23. 

The “Chicago Cardinal Quarter- 
back Club,” telecast over TV Sta- 
tion WBKB beginning Sept. 27 at 
9 p.m., will be sponsored by Peter 
Fox Brewing Co., Chicago, through 
Carroll Dean Murphy Inc. 


# A network of AM and FM sta- 
tions in the northern California 
area will carry broadcasts of the 
San Francisco *49er professional 
football games, FM Station KSBR, 
San Bruno, Cal., announced last 
week. Acme Breweries, San Fran- 
cisco, through Foote, Cone & Bel- 
ding, will sponsor the games. 
KSBR will transmit the broad- 
casts to ten AM and FM sta- 
tions—WSUE, Susanville; WTIP, 
Porterville; WSGN, Sanger; KSMA, 
Santa Maria; KUBA, Yuba City; 


KTKR, Taft; KVEC-FM, San Luis 


Combined Total. .$681,339,602 $711,428,622 
*Not included in totals. ¢Seven month period. 


= Hoffman Radio Corp. and Los An- 
More Companies er oe at August Sales of Chain Stores 
via Smith, Bull & McCreery and August ~% Gain ————S8 SO —— I Gen 
s Ruthrauff & Ryan, respectively. or Loss 
Sign to Sponsor Hoffman will also co-sponsor, Ly) | ° Food Chains 1949 1948 1949 1948 
with the Seattle Dodge Dealers V anne family WHiSHIES ME escids nosn: $ 12, 130,937 $ 11,603,686 + 4.5 $ 101,314,347 $ 91, 108,276 + 112 
Association, 11 night games of the 2 ee 7,660,034  60,075,576— 4.0 499,146,842 496,518,487 + 
Seattle high school football league National Tea ...... io, 943,769 20,415,005 -— 2.3 165,418,274 164,362,108 + . 
ooIpa ames over KING-TV. This series is han- Routo™ Rare Group Total ....$ 89,734,740 $ 92,094,267— 26 $ 765,879,463 $ 751,988,869+ 18 
| dled by R&R for the Dodge deal- — a — “_ buck ...$184,715,610 $193,813,128— 4.7 $1,226,545,275 $1,315,898,671— 6.8 
‘a nee ars, oebuc eee ’ . ’ ’ , ’ ’ wend 
Los ANGELES—American Broad-|ers and by Keene & Keene for | Bera 11,518,014 10,917,270 + 5.5 73,732,110 79,155,826 — 6.8 
casting’s KECA-TV went on the air| Hoffman. Montgomery Ward . 95,517,108  108,902.544—12.3 622,140,301 714,768,636 — 13.0 
here Saturday, starting off with Group Total ....$291,750,732 $313,632,942— 7.0 $1,962,417,686 $2,109,823,133— 7.0 
the first of its exclusive telecasts|® Signing of additional contracts Drug Chains 
of home football games of the| to sponsor football games over TV ee $ 3,722,593 $ 3,803,596 — 2.1 $ 30,295,654 $ 29,680,358 + 2.1 
University of Southern California| and AM stations in the past fort- Walgreen ........ 13,506,346 14,031,098 — 3.7 105,126,578 105,927,407 — 0.8 
and University of California at|Might has increased dominance of Group Total ....$ 17,228,939 $ 17,834,694— 3.4 § 135,422,232 $ 135,607,765— 0.) 
Los Angeles. such sponsorship nationally by Variety and Miscellaneous 
‘ : tAngerman Co. .... 736,525 782,276 — 5.8 5,029,922 5,072,501 — 0.9 
The 11 telecasts of the UCLA re _ and tobacco companies Bond Stores ...... $ 3,466,856 $ 3,951,076 —12.3 $ 49,005,140 $ 46,649,331+ 5.1 
and USC elevens are sponsored by | ‘ te ept. 5). Sutter Bros....... 12,554,970 14,899,451 — 15.7 79,463,145 100,555,859 — 21.0 
iggett & Myers Tobacco Co onsolidated Retail 
- , LT a ME Gees es 2,174,589 ,629,676 — 17.3 19,713,485 20,886,382 — 5.6 
—_ has signed to back the telecasts of = sce ees tae. Re a ae as 
; e ome schedu i = dison Bros. ...... 086, 267, — 3. 774, — 
_ America's first engraver = Ronan e of Columbia| NEW SERIES—W. A. Haller Corp. an | Frame isos: ee O47 688,060 + 21.4 5,668,979 5,066,801 + 119 
niversity’s games over CBS-TV.| affiliate of Publicker Industries, Phil- | Grant W. T. ... ||. 17,189,544 16,146,691+ 64 132,531,899 131,388,289 + 0.5 
“ ae ay The first game will be aired next| oadelphia, is using newspaper copy like | Grayson-Robinson .. 4,591,670 4,276,310 + 7.4 46,375,919 42,393,217 + 9.4 
c eT C a d Saturday. Newell-Emmett Co. is| this to promote several brands at one | {Green H. L.....  7,457:566 7,834,231— 4.8 51,438,405 52,102,789 — 13 
VCTC CRT | the azency. Hime, rather than c single one—the se- | [interstate Oeot 4933749 © Sane ee— Se Bae 1S 
. in tas Be een Tide Water Associated Oil Co..| ‘tion depending on leaders in specific | Kresge, S. S 21,461,458 20,292,248 + 5.7 167,411,490 165,108,894 + 14 
. 7\2 FEDERAL STREET © CHICAGO 5 : +! areas. Walter Weir Inc., New York, is | Kress, S. H. ...... 12,407,104 12,876,873— 3.6 95,988,050 95,556,482 + 0.5 
| i tase eka through Lennen & Mitchell, the agency. Lane Bryant Inc. .. 3,123,007 aos — e° ery oeest ss? — os 
has signed more than 100 radio Lerner seveeee 7,996,626 8,496,226 — 5. 264, => 
McCrory .......... 7,035,999 7,286,410 — 3.4 56,223,293 56,578,493 — 0.6 
tati . t McLellan Stores ... 4,248,826 4,164,763 + 2.0 27,856,690 Pet ¢ 
| ba ‘dH rail ax te: nt oun cae TE ag Siess00 81635400 — «591822700 «63,064,700 — 5:1 
. an awaii for its fall football jMeresstite Stores + ae (up aged +25 53238 918 78.469.965 + 61 
game broadcasts, first of which] yam ans ..... 4179,608  _4,404,568— 5.1 32,960,498 seaTeees + 2.1 
-Oregon State and|Newkeerry. J J... 066. 913 — 0.1 77,326 ,233, ‘ 
juts cael war te evalee were the UCLA Oregon State and Newberry; ‘ dase 11,966, 87¢ er ssi Oe © 505'584'494 «498274070 + 14 
y y St. Mary’s-Oregon games Sept. | Penney J) tos: ' 1.348.255 1,302,648 + 3.5 9,276,738 42102/238 + 12 
16. Western Auto .... 12,407,000 464,000— 0.5 76,385, 168,000 — 4. 
cet - 6 ,469,03' 362,419,757 — 2.1 
ate advertising is as it is related to cost-| Don Lee-Mutual, the CBS Pa- Wooleorth, F. We. 44,471,038 oe NT cmttens— 1) 
ifi : G “PP 866,719 — 1. ,181,801, ,202,549, 
cific Coast web, Intermountain ra ve — 4.2 $5,045,520,960 $5,199,969,295 — 3.0 


Obispo; KVCI, Chico; KCRA-FM, 
Sacramento, and KWRN, Reno, 


Oldsmobile dealers of Detroit will 
sponsor the University of Mich- 
igan games over WWJ-TV, and 
Denver Hudson dealers will air 
all Colorado University home 
games on KLZ, Denver, through 
the Mark Schreiber agency. 


Phillips Packing Starts 
Contest in Three Cities 


Phillips Packing Co., Philadel- 
phia, has launched a contest in 
three cities to help spur sales of its 
soups and other food products. The 
contest, which is being conducted 
for three months in Philadelphia, 
Pittsburgh and Detroit, offers con- 


100 eases of Phillips foods. 

The purchaser of Phillips prod- 
ucts becomes a contestant by com- 
pleting the statement “I like Phil- 
lips delicious foods because....” 
and enclosing a label with each 
entry. To promote the _ contest, 
Phillips, through its agency, Ait- 
kin-Kynett Co., is using 80-line 
ads in six papers twice a month. 


James Lees Promotes 
Home Fashion Time 


offer. Use both stations in combination) | 0... games. Nev. In addition, Stations KSAN,| James Lees & Sons Co., Bridge- 

San Francisco; KVON, Napa;| port, Pa., has teed off on a drive 

) —get both markets—and a ‘‘whale”’ of ee KXRX, San Jose, and KDON, San-|to support Home Fashion Time, 
| rg ge ne ge oS ta Cruz, will carry the games by a = sag Bm ery = ; 
| ’ Pe ; , ti l li service. nisnhings inaus ry. a ‘ as 
| a discount. That s sure to mean lower ten-minute, pre-game discussions ggg iry pectic year, week, the campaign will run 


through Oct. 9, using a total of 65 
full pages, most of them in color, 
in Sunday supplements across the 
nation. 

In addition to newspapers, two 
full pages will appear in American 
Home, one in House Beautiful and 
House & Garden, three in The Sat- 
urday Evening Post, and one in 
Sunset. D’Arcy Advertising Co. has 
the account. 


Craftint Kleen Stik Rubber — 


crystal cleer. Excess rubs 
off with the finger. 
At your dealer or 
write direct. 
THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleveland 18, 0 


Crarlint. 


Kleen Sth 


+o 


SHARP-FOCUS SPORTS COVERA 
Chicago and suburbs did a double take 


of the Chicago Tribune of Thursday, Sept. 8. There they found two full p. 45 
of sports news and photos offering highly localized coverage of high sc! »! 
activities. South’siders got the news of South side high school sports, w ‘'!« 


copies of the Tribune distributéd on 


“Wiigh Shon Vonthall Vandidates Oywe |p tall Pea wer Smee | 


GE—High schoolers in all part: ©! 
when they dipped into the sports p 2¢S 


the West and on the North side © 


Chicago and suburbs gave readers equally sharp-focus coverage of sc! © 


sports on these other two sides of the 


Chicago metropolitan area. This ©” 


service is the latest development of the zoned circulation project launche: DY 
the Chicago Tribune in February, 1927. (ADV.) 
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— Yo Gain 

or Los: 
74 + 11.2 
87+ 10 
0S + 0.6 
69+ 18 
s7l— 6.8 
S26— 6.8 
536 — 13.0 
LI33— 7.0 
58+ 2.1 
007 — OF 
165— 0.) 
501 — 0.9 
331+ 5.1 
359 — 21.0 
382 — 5. 
583 — 0.1 
301 + 11: 
289 + 0.5 
217 + 9.4 
89 — 13 
9— 7.1 
00 + 2.4 
94+ 14 
82+ 0.5 
1— 4.5 
567 — 0.5 
i93— 0.6 
iss— 14 
ssl1— 5.8 
00 — 5.1 
65 + 6.1 
5+ 2.1 
$88 14 
70+ 14 
236 + 12 
0 — 4.7 
57 — 2.1 
528 — 1.0 
295 — 3.0 
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Announcing ~ 


the appointment of 


RICHARD A. FELDON «& CO., INC. 
As National Advertising 


Representatives for 


SCHOLASTIC ROTO 


The National 
Rotogravure Supplement 


to High School 
Publications 


Edited and Distributed by 
National Scholastic Press Association- 


18 Journalism Building, University of Minnesota 
Be 


CIRCULATION GUARANTEE 
1,000,000 PER ISSUE 


Advertising Offices 


NEW YORK CITY 
205 East 42nd Street 


CHICAGO 
LOS ANGELES 
SAN FRANCISCO 
PORTLAND 
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NAB Study Shows 
Network Affiliates 
Have High Income 


CINCINNATI—Fulltime network 
affiliated stations in all parts of 
the country last year had higher 
average revenues than parttime 
unaffiliated stations, according to 
a National Association of Broad- 
casters research department sur- 
vey. 

Results of the study were pre- 
sented to a cost control session, 
held during NAB’s seventh district 
annual two-day meeting, by Rich- 
ard P. Doherty, director of the as- 


For farmers’ names and loca- 
tion by counties in Minnesota, 
Wisconsin and lowa—about 
one-fifth cent each. 
Cook's Farm Directory, Inc. 
2045 Marshall Ave. 
St. Paul 4, Minn. 


ese 


Salaries, Selling, Administration Costs 


Related to Broadcast Station Revenue 


Selling Costs, Total Cost of 


Salaries incl. Salaries Administration 

Revenue Class & Talent & Commission incl. Salaries 
$ 25,000-$ 50,000 49.32 10.00 30.12 
50,000- 75,000 49.82 10.35 28.30 
75,000- 100,000 49.10 11.22 30.14 
100,000- 125,000 48.02 12.82 30.28 
125,000- 150,000 49.05 10.64 31.30 
150,000- 200,000 49.70 13.12 31.62 
200,000- 350,000 46.98 11.80 28.71 
350,000- 1,000,000 43.29 10.92 23.71 
1,000,000 & above 41.49 9.93 21.67 


sociation’s employe-employer rela- 
tions department. 

Using answers to 800 question- 
naires on 1948 income, operating 
revenues and operating costs, Mr. 
Doherty revealed that local full- 
time stations in 1948 had an aver- 
age income of $117,673; local part- 
time stations averaged $77,945; 
regional fulltime stations aver- 
aged $323,477 and regional part- 
time stations, $114,108. 


ws Fulltime operations in the 10,- 
000-50,000-watt class tooks in an 


average of $1,016,175, compared to 
an average income of $826,475 for 
large parttime stations. He noted, 
however, that “typical” revenues 
varied widely with the size of the 
community and area of the coun- 
try in which the operation is lo- 
cated. 

In addition, he said that “the 
profitable nature of a station is 
not measured by revenues alone, 
but by the relation of revenues to 
expenses,” and that the highest 
expense-revenue ratios are found 
in the Northeast and Pacific Coast 


areas. 

National average operating ra- 
tios by revenue class ranged down- 
ward from 88.7% for $25,000-50,- 
000 income stations to 74% for 
stations with incomes of more 
than $1,000,000. 


Sholl to McLain-Dorville 


Raymond A. Sholl Jr., formerly 
vice-president in charge of adver- 
tising and sales of Judson C. Burns 
Inc., Philadelphia, has been named 
executive vice-president in charge 
of merchandising of McLain-Dor- 
ville Inc., Philadelphia agency. 


Lilyette Names Girouard 


Howard R. Girouard, formerly 
general sales manager of the 
junior division of I. Newman & 
Sons, New York, has been named 
sales promotion manager of Lil- 
yette Brassiere Co., New York. 


To Palm & Patterson 

Palm & Patterson, Cleveland, has 
been appointed to handle the ad- 
vertising of Hughes Provision Co., 
Cleveland. Newspapers, radio and 
trade publications will be used. 


ANY WAY YOU LOOK AT IT! 


Pe ae 
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BUILDING 
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CLOTHING 


DRY CLEANING 
UTILITIES 


APPLIANCES 
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DES MOINES _ 


SALES RESULTS! .. SALES RESULTS! 


From a small ordinary Drug Store to the lead- 
ing Pharmacy — That's the story of King’s — 
one of KRNT’s biggest and oldest local ac- 
counts. They buy Al Couppee*s daily Sports- 
casts; a 10-minute segment of ‘‘Gene Emerald 
Show’ (afternoon disc jockey) ; good spot an- 
nouncement schedule; weekly ‘‘Doctor’s Or- 
ders” show. . . . General Electric Supply Corp. 
sponsors all Couppee play-by-play broadcasts 
year-around. 


SALES RESULTS! .. SALES RESULTS! 


Most successful medium ever used — That's 
what a Building Materials concern said about 
the Chas. McCuen 8 a. m. Newscast they spon- 
sor 3 days a week. . . . Department Store has 
had Russ Van Dyke 10 p.m. Newscast for 8 
years and wouldn't think of giving it up... . 
Business up 36% over week year ago and only 
advertising done was on KRNT — That's the 
report of a Men’s Store sponsoring a Com- 
mentator’s re-broadcast Sundays. 


SALES RESULTS! .. SALES RESULTS! 


A Dry Cleaner swears by Bill Riley. They've 
maintained a heavy schedule of his Money 
Man calls for 13 months . . . even made their 
own survey and found it corresponded with 
Hooper. .. . A Utility firm sponsoring a Com- 
mentary co-op was using it as public relations 
vehicle until finding it produced excellent 
direct-selling results. 


SALES RESULTS! .. SALES RESULTS! 


Sales jumped tremendously since buying a 
quarter-hour pre-noon strip on KRNT—That’s 
what an Appliance Store reports. Extra help 
required. Rush continues after 13 weeks. 
Concern also has used first hour of the 6-8 
a. m. ‘Don Bell Show’’ for over a year to keep 
sales curve high. 


RNT 


THE REGISTER AND TRIBUNE STATION 


KRNT GETS RESULTS! 


SALES RESULTS! .. SALES RESULTS! 


A Bakery has sponsored the ‘‘Sunday Funnies’’ 
(Chuck Miller’s hour) for 14 years. ...A 
Packing Company has presented Saturday am- 
ateur talent show for 8 years. .. . A Super- 
market has had participation in ‘Betty Wells 
Show” for 18 months. Betty has produced 
wonderful results, too, for an Iee Cream re- 
tailer, a Dry Cleaner, an Appliance Store. 


SALES RESULTS! .. SALES RESULTS! 


A Bank has obtained excellent results for 10 
years from a spot schedule (21 a week) ... 
A Savings & Loan Assn. is realizing gratifying 
results from 3 Chas. McCuen Newscasts a 
week. . . . A KRNT noon Newscast has pro- 
duced wonderfully for an.Automobile dealer 
for over a year... . A Dairy is selling effec- 
tively with a quarter-hour strip (local show), 
while two others get desired results from 
KRNT disc shows. 


SALES RESULTS! .. SALES RESULTS! 


A 5-minute mystery strip is getting heating 
contracts. . . . The first hour of the 6-8 a. m. 
“Don Bell Show’’ is pulling orders for another 
heating contractor. . . . The half-hour Saturday 
quiz show of Bill Riley has produced remark- 
able results for a third heating firm. ...A 
late-evening platter show gets great results 
for an out-of-the-loop firm selling washers, 
plumbing, etc. 


SALES RESULTS! .. SALES RESULTS! 


Resultful radio advertising through KRNT per- 
sonalities prompted Furniture Store to concen- 
trate more on this selling system. Their spot 
announcements on “‘Bill Riley Show’’ have 
quickly sold out items of merchandise on sev- 
eral occasions, necessitating immediate copy 
revisions. 


FURNITURE 


Su 


WE COULD GO ON AND ON. . STORY AFTER STORY . . RESULTS! . . RESULTS! . . RESULTS! 


What Does It All Boil Down To? Just This: KRNT IS THE STATION WITH 
THE FABULOUS PERSONALITIES AND THE ASTRONOMICAL HOOPERS. 
KRNT PERSONALITIES HAVE THE SHOWMANSHIP KNOW-HOW ... . 
THE SALESMANSHIP KNOW-HOW ... . 
AUDIENCE ON THE ST4TION THAT COMMANDS THE AUDIENCE. 


What Does This Mean to You, Mr. Advertiser? YOUR ADVERTISING ON 
Ask a Katz Mon, or Write Us, for Availabilities. 


THE COMMAND OF THE 


Let this young 


“CUBster’ 


show yow the 


FARMALL CUB! 


Make a date for 
@ demonstration 
on your farm today! 


Watch for this live-wire “CUBmer” in your neighbor! ood. He's 
driving @ shiny red Farmall Cub tractor — with a trailer full of 
modern Cub 1 hooked behind When you see him — 
sop him and make « date for s demonstrauion right om your 
ous place’ 

This young bustier will be happy to show you the Farmail 
Cub “complete power-farming package - and show you how 
you can put it to work to increase your profits! That's his job. 


‘MAKE A_ DATE’—That’s the invitation 

extended for a personal demonstration 

of the Farmall Cub tractor, by Inter- 

national Harvester Co. dealers in this 
newspaper ad. 


Exhibits, ‘Cubsters’ 
to Promote Sales of 
Farmall Tractor Line 


Cuicaco—International Har- 
vester Co. dealers throughout the 
country last week launched a spe- 
cial “Operation Opportunity” drive 
featuring special exhibits of the 
Farmall Cub and actual demon- 
strations of these small tractors by 
young “Cubsters.” 

With each dealer selecting the 
time for his own campaign, the 
month-long “get acquainted” 
drives will be conducted until Nov. 
15. Dealer ads will invite prospects 
to see the special Farmall Cub 
tractor exhibit, and to make a date 
for a demonstration of the tractor 
and implements on their own 
farms. All newspaper copy offers 
free copies of a new _ booklet, 
“Farming with the Farmall Cub.” 


With NO OBLIGATION. So invite him in. Or call 
ws and my, “Send « CUBwer right away!” And 
ask him for the FREB full-of-facts booklet, “Farm- 
ing with the Farmall Cub.” 


DEALER'S NAME 
Address Phone No. 


@# The “Operation Opportunity” 
drive will be built around the spe- 
cial exhibit of the Farmall Cub, 
which is the smallest of five 
Farmall tractors in the company’s 
line, in a downtown spot such as 
the local bank, city auditorium or 
railroad station, or outdoors in a 
city park, vacant lot or parking 
area. “Cub” posters, signs and 
banners will explain the features 
of the tractor and the implements 
included in the complete power- 
farming “package.” 

The company and its dealers, 
aiming the drive at parttime farm- 
ers and the owners and operators 
of the 1,500,000 U. S. farms which 
still do not use tractor power, «\s0 
have lined up young “Cubsters,” 
16 to 18 years old, who have been 
trained to operate both tractor «nd 
implements. Wearing special \ni- 
forms and helmets, they will stop 
at farms and estates to demon- 
strate the equipment and give full 
information on the Farmall Cub. 

Aubrey, Moore & Wallace /\an- 
dles this portion of the IH acec unt 


Westinghouse Ups Wagner 


R. P. Wagner has been named 
manager of the industrial pro: ucts 
advertising and sales prom 0? 
department of Westinghouse | ‘e¢- 
tric Corp., Pittsburgh, succes (iné 
J. H. Thomson, who has be ome 
a vice-president of Electrical ‘u- 
lications Inc., Cleveland. Mr. 48> 
ner was formerly division nm ‘"@- 
ger of the apparatus and ind st) 
section. 


Mathes to Emery Board 


James M. Mathes, preside! 
J. M. Mathes Inc., New York h@ 
been elected to the board of « rec 
tors of Emery Air Freight ¢ >'?» 
New York. 


‘Mademoiselle’ Names Tim " 
Ralph F. Timm, formerly ©! 
McGraw-Hill Publishing Co 5? 
joined the eastern sales sta! 
Mademoiselle, New York. 
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. dvertising Age, September 19, 


ever Bros. Lid. 
Leads Australian 


Ad Linage Tally 


SypNEy—Lever Bros. Pty. Ltd. 
led Australian daily newspaper 
advertisers for the period from 
niid-1948 to mid-1949 with 36,903 
inches placed during the year. 
Lever also led during 1947-48, with 
59,671. 

In second place (1948-49) was 
Colgate-Palmolive Pty. Ltd. with 
17,711 inches (17,625 the previous 
year). Clinton Williams Pty. Ltd. 
ended in third position among the 
daily advertisers; W. D. & H. O. 
Wills (Aus.) Ltd. was fourth; 
General Motors Holdens Ltd. was 
fifth, and was followed by E. C. 
DeWitt and Ford Motor Co. of 
Australia Ltd. 

Lever Bros. Pty. Ltd. & Asso- 
ciates and Colgate-Palmolive Pty. 
Ltd. also led weekly newspaper ad- 
vertisers, with 28,503 and 10,877 
inches, respectively, although Lev- 
er was down from its 41,801 inches 
of weekly advertising in 1947-48. 


ae The freedom to buy sterling 
area newsprint granted Australian 
newspapers at the beginning of 
this year has not offset losses in 
the first half of 1948-49. Adver- 
tising in metropolitan dailies dur- 
ing 48-49 was only slightly above 
that during 1945-46, a year in 
which the effects of newsprint ra- 
tioning were felt most severely. 

Total linage (in column inches) 
in metropolitan dailies during 
1948-49 was 4,986,949 inches, a de- 
crease of 86,524 inches from the 
rationed year 1947-48, and a de- 
crease of 17.5% from the 12 months 
1946-47, when there was no ra- 
tioning. A large part of the de- 
crease probably is a direct result 
of increased rates. 


s Not all city dailies registered 
declines, however. Melbourne dai- 
lies were up 2.2%, Adelaide dai- 
lies were up 2.3%, and Australian 
metropolitan weeklies actually 
showed an improvement over the 
preceding two years. Weeklies ran 
1,529,319 column inches during 
1948-49, as compared to 1,433,637 
inches in 1947-48 and 1,479,421 
inches during 1946-47. 

Largest gains reported by the 
dailies were in the classified and 
retail advertising classifications, 
and automobile advertising also 
registered an impressive increase. 

Proprietary drug, food and toi- 
let goods classifications all reported 
declines in 1948-49 as compared 
to the period 1947-48. 

Retail and classified advertising 
also showed the greatest gains of 
any of the weekly newspaper clas- 
sifications. Machinery and farm 
advertising, and automotive and 
accessory classifications also re- 
boried gains over the previous 
yea!, while proprietary drug lin- 
age was down. 


‘TRALIAN PAPERS 
PRINT PURCHASES 


S\ »vEy—Australian publishers, 
senting approximately 70% 
 “ istralian newsprint consump- 
have entered into collective 
ations for the -purchase of 
‘as newsprint. 

C \sumption of print in 1950 is 
"st: ated at about 160,000 tons, 
I lich about 30,000 tons will 
_ from Tasmanian mills, 65,000 
° from the United Kingdom | 
1,000 tons from Scandinavia, | 
“8 1g at least 40,000 tons for| 

r negotiation. 

lishers will discuss require- 


and then place individual 
for the newsprint. About| 
0 tons previously had been 
ted from Canada, but this 
’e reduced to as little as 5,000 | 
© less because of the dollar | 


ft 


te 


1949 


shortage. 

Newspaper owners view the 
Scandinavian supply as insurance, 
inasmuch as they have been un-| 
able to get definite assurances on | 
either price or quantity from the 
United Kingdom. Canadian sup- 
pliers have been protesting both 
to London and Canberra, Aust., 
over the “embargo” on Canadian 
print. 


Dominion Textile Names 2 


Harry E. Hockley has been 
named manager of the Toronto 
sales office of Dominion Textile 
Co., Montreal, succeeding the late 
Wm. D. Fleming. Mr. Hockley 
has been with the Toronto sales 
office for 21 years. Nicholas Neal- 
son has been appointed assistant 
manager. 


Appoints Art-Copy Agency 


Greenberg’s-Linden, jewelry and 
gift center which will open Oct. 
1, has named Art-Copy Advertising 
Agency, Newark, to direct its ad- 
vertising, sales promotion and pub- 


lic relations. 


Mohr Appointed A. M. 


Robert J. Mohr has been ap- 
pointed advertising manager of 
Phillips-Jones Corp., New York, 
manufacturer of Van Heusen shirts. 
Previously associated with R. H. 
Macy, he joined the company six 
months ago as assistant advertis- 
ing manager. 
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Breskin Switches F 
wanen Seaene Fomete New| You Can Sell PREMIUMS 


Breskin Publishing Co., 
York, will change the formats of | Thewspapers,. am agg a 
Modern Packaging and Modern | \Stitne%acttin sim”, dollars worth of” cite 


es d 
Plastics from two to three- column | “irculation Manaxement—the only siveulatien trade 


ournal—is P Sea key this market. Let us tell 


LETTERING 
ILLUSTRATIONS 
TYPE FITTING 
LAYOUTS 
MECHANICALS 
PRODUCTION 
SCALING 
PERSPECTIVE © 
ENGRAVINGS 


Costly 
photostats. 


*e eee et + + H 


Now—cut art department costs, speed produc- 
tion! Really fool-proof—takes the guesswork 
out of scaling, lettering, artwork, engravings. 
errors eliminated—and you save on 


LUCI-GRAPH projects a horizontal image of 
any piece of artwork, photo, transparency or 
physical object onto any working surface for 
copying, drawing. No tracings, no trial draw- 
ings needed for you actually work on the very 
object projected onto your drawing board! 

Call or write now for actual demonstration! 


WEBSTER PHOTO PRODUCTS 1199 Broadway, N.Y. 1, N.Y. - 


yaees and will add % and % page| ™ * CIRCULATION 
advertising units in January, 1950. | : ation 
The over-all page dimensions will ames MANAGEMENT 
remain unchanged. Manageme' “ieee 
SPEEDY, 
VERSATILE, 


TIME-SAVING 


MUrray Hill 3-8103 
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DIMENSIONAL 
DISPLAYS 
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ms 
1) 
“TECHNICIANS 


River Raisin is equipped to supply all of your display 


requirements. A new and different service .. . 
convenient as your telephone. Our Creative Staff 
supplies the basic idea... our Production Experts produce 
the finished display in our fully equipped Monroe, 
Michigan plant. You can expect economies because River 
Raisin is one of the country’s largest manufacturers 
of corrugated and fibre board. The next time you 
want dimensional displays that produce immediate 


action call for our ONE CALL FOR ALL service. 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS « PACKING MATERIALS « FIBRE BOARDS « CORRUGATING STRAW « SILICATE OF SODA 


rere. Sa We EG ere 


RIVER RAISIN PAPER COMPANY 


DISPLAY DIVISION © MONROE, MICHIGAN 


LAMINATION EQUIPMENT 
QUALITY PRINTING 
DURABLE CARDBOARD 


ALL KINDS OF METAL, WOOD 
AND GLASS 


PLASTICS (FORMED AND FLAT) 


PACKING AND SHIPPING 
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No. 3389. A Study for Warm Air 
Furnace Manufacturers. 

The oilheating market—where it 
is and where it is going—is thor- 
oughly covered in this study, pub- 
lished by Fueloil & Oil Heat. Start- 
ing with a breakdown by states of 
all oil-fired warm air furnaces as 
of Jan. 1, 1949, it follows with 
trends in the market for this type 
of heating. Tables include lists of 
installations; purposes for which 
installations were made; produc- 
tion of factory assembled units 
since 1935; a price study, and the 
coming market for oilheating. 


No. 3390. Kentuckiana—lIts Poten- 
tialities. 

Supplementing the Standard 
Market Data folder, published by 
the Courier-Journal and Louis- 
ville Times, is this detailed study 
of the market. It includes an in- 
dex of Louisville business, 1939- 
1948; statistical data by counties; 
a four-color map indicating rental 
values; a map of the 71-county 
Kentuckiana market, and a county 
analysis of the newspapers’ cir- 
culation. 


No. 3391. The Mill & Factory In- 

dustrial Marketing Guide. 

The research department of Mill 
& Factory, a Conover-Mast pub- 
lication, has prepared this study 
and tabulation of “verified worth 
while plants”—that is, plants in 
each region, state and major in- 
dustrial area which have been 
found, on personal calls by sales- 
men of industrial machinery and 
equipment, to have “sufficient 
buying power to reward your ad- 
vertising and sales effort.” 


No. 3392. WJR Penetration. 
Station WJR, Detroit, sounds for 


depth in this folder, which con- 
tains a raft of figures, mostly 
Hooper, including a Share of De- 
troit Audience index; graphs com- 
paring WJR with other stations in 
their own communities; a survey 
of the station’s preference in its 
primary listening area (with a 
chart of the primary listening area 
index by population groups); sets 
in use for five top markets; and 
data about the market—popula- 
tion, sales and income. 


No. 3377. Chicago Daily Newspa- 
per Coverage and Duplication. 


Information on self-duplication 
and net per cent of market cov- 
erage by readers reached by two or 
more Chicago daily newspapers in 
every possible combination is giv- 
en in this study made by Publica- 
tion Research Service and pub- 
lished by the Chicago Sun-Times. 
Based on a sample of 3,566 per- 
sons, the study also includes data 
on Chicago newspaper readership 
by housewives and by age groups. 


No. 3364. Pathfinder Sewing Sur- 
vey. 

In this report, Pathfinder tab- 
ulates returns from a survey of 
women subscribers on home sew- 
ing. Answers show how many do 
any sewing; what articles are 
made; purchase of fabrics by 
brand name; ownership of sewing 
machines and their kinds and 
brands; and purchase of thread by 
brands. 


No. 3374. Circulation Analysis. 

A map of its trade territory and 
a county circulation analysis are 
provided in this folder, issued by 
the Daily Journal, Rapid City, 
South Dakota. 


Note: Inquiries for items listed above will not be serviced beyond Oct. 31. 


100 E. Ohio St., Chicago 11, Ill. 


Readers Service Dept., ApverTIsInc AGE 


Please send me the following (insert number of each item wanted) 
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Terry da Oper Brty 


WHATCHA GOT? 


Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 


| parts of the country. Being primarily 
|a mews paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


on multiple 


HELP WANTED 


insertions ond 


Advertising Age, September 19, 1949 


spoce over 5 Leah epply on éuoles 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive-Creative-Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR-2-0115 Chicago 
ARTIST FOR LAYOUTS 
For newspaper and direct mail retail 
advertising layouts. Must be proficient in 
furniture, electrical appliances, and other 
home furnishings, lettering and type. Lay- 
outs only. Excellent opening for the 
right person. For interview, phone AT. 
1-6000 or send samples, background and 
salary required to I. Wolfe, Advertising 
Dept. Spear & Co., Wood St. Pittsburgh, 

Penna. 


Market Research-Foods $6500 
Merchandising-Sales Prom. $5400 
Sales Prom-Appliances Open 
Copywriters-Varied Exp. $4200 


SHAY EMPLOYMENT AGENCY 
30 W. Washington St., CE-6-9800 Chicago 


CIRCULATION MANAGER fo¥ group of 
Chicago ABC trade publications. Must be 
thoroughly familiar with all branches— 
mail and salesmen solicitation, fulfillment, 
addressing, systems, competant to handle 
large organization and assistants. Ex- 
cellent opportunity for young man on 
his way up. Adequate salary; all em- 
ployee benefits. Must have proven mail 
selling experience. Confidential. 

Box 2660, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Experienced Advertising Salesman under 
35 years old, capable of making attrac- 
tive layouts and writing selling copy 
for newspaper in South East with circu- 
lation over 50,000. Liberal salary and 
bonus. Permanent position for right man. 
Reply by letter giving references, exper- 
ience t full information to: 
Box 2651, ADVERTISING AGE 
100 E. Ohio St., Chicago*11, Ill. 


ARTIST WANTED - First rate creative 
and finish man for all-round agency 
work. Please send representative samples, 
state availability and salary. South- 
eastern Advertising Agency, 444 Whitaker 
Street., Savannah, Georgia. 


Production make-up woman for estab- 
lished medical journal thoroughly con- 
versant with contacts with printers and 
also acquainted with clerical work in 
handling prospect files and live accounts 
to assist business manager in supervision 
of salesmen. 
Box 2663, ADVERTISING AGE 
11 E. 47th St., New York 17, N. ¥. 


GOOD COPY WANTED: Southern agency 
in 25th year has a place for a man of orig- 
inality who can write copy that sings - 
and sells, and who likes doing it. Ver- 
satile enough to handle any agency job 
from house organs to news releases. Tell 
us what you think we should know about 
you, salary desired and when you will 
be available. 

Box 2665, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising space salesman for established 
medical journal. State age, previous ex- 
perience, compensation expected and 
when free to accept position. Compensa- 
tion on salary-quota-commission basis. 
Members of our staff know of this ad- 
vertisement. Applications will be held 
in strict confidence. 
Box 2664, ADVERTISING —, 
1l E. 47th St., New York 17, N. Y. 
Sales Promotion-Advertising $6,000 
Technical Book Publisher 
George Williams Co-Personnel 
209 S. State St. HA-17-2063 Chicago 


ARTIST wanted. Swap big-city living for 
fishing and hunting paradise! Need crisp 
layout and cartoon man. I. F. I. Adver- 
tising Agency, Duluth, Minnesota. 


Advertising : and Sales Promotion Manager 
Man experienced in developing advertis- 
ing and sales promotion campaigns for 
retailers also publishing monthly house 
organ, wanted by prominent long estab- 
lished wholesaler of consumer hard goods 
in Boston who believes strongly in sales 
promotion to the consumer through his 
franchised retailers. Only man with broad 
knowledge of consumer goods distribu- 
tion need apply. Give full details in con- 
fidence. 

Box 2669, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

POSITIONS WANTED 

ADVERTISING MANAGER AVAILABLE 
Fully experienced in advertising and sales 
promotion from planning through pro- 
duction. Excellent background in major 
appliances; also services and musical in- 
struments. Successful in developing dis- 
tributor and dealer sales. Also sales train- 
ing and publicity. Persuasive public speak- 
er. Age 45. Chicago area. Now employed. 
Box 2658, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Artist-versatile, 25 yrs. experience in Adv. 
Art, understands Printing, Engraving, 
Type. Desires position in L. A. area. 

Box. 2661, ADVERTISING AGE 
Chicago 11, tm. 


100 E. Ohio St., o 
FOR RENT! 


Multicellular Grey Equipment 


Assist agency principal, Copy, Ad Mgr. 
or Ass’t., or ad-wise what have you? 
Nat’l., Ret’l, M. O.-mainly copy— 
some layout & prod; direct mail and 
Sales Prom. exper. through position & 
free lance. College grad, sgl., age 26. 

Box 2662, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


HE MADE MONEY FOR US 
HE CAN DO IT FOR YOU 
Our top-notch Advertising Manager has 
sold our merchandise with his original, 
sales-wise advertising. He’s hard work- 
ing, well trained, intelligent and likeable 
with thorough background as Account Ex- 
ecutive and Advertising Manager. Now 
our new stock holding associate takes 
his job. We have nothing else good enough 
for this able young (33) executive. How 
about ng SO 
Box 2666, ADVERTISING AGE 
100 E. Ohio ‘St., Chicago 11, Il. 


~~ OW MUCH SPACE DID YouR 
TOP PRODUCER SELL LAST YEAR? 

It would be difficult to replace him but- 
would you welcome an opportunity to add 
a man who led a force of 80 men? If so, 
let me give you my detailed background. 

Box 2667, ADVERTISING AGE 

100 E. Ohio St., , Chicago 11, Il. 


MARKET RESEARCH & MDSING 
Market Research experience in diversified 
lines with follow thru on the merchandis- 
ing end. Age 29, College grad., married. 

Box 2670, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLISHER AVAILABLE 
Experienced proven magazine publisher 
now seeks new job—not “position’”—as 
publisher, asst to publ, or gen mgr of 
magazine in Chicago; prefer trade field. 
Know admin, bus, circ, merch, prod, edit, 
research, promo, adv. Can shoulder all 
your worries. Workhorse with ideas that 
build sound business. Also interested in 
new mags now in idea, planning stage. 

Box 2668, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST-DESIGNER Gesires eastern posi- 
tion, EXPERIENCED. Aviation Industry- 
design, sales promotion and advertising. 
Medicine-illustration and advertising. Ad- 
vertising Agencies-layout and finished 
art, national accounts. Education: Seven 
years college. Engineering and Art ma- 
jors. Yale University Graduate. Age 30, 
Married. Salary $8500. 

Box 2671, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


HERE IS THAT HARD-TO-FIND 
AD AGENCY ACCOUNT EXEC. 


.+.Wwho has both proven creative 
and executive ability... 


But don’t take it from me!* 


. “Take it from a VP at CBS... 
“...One of the hottest young men in 
advertising today!” 
;, Take it from an agency VP. 
.an outstanding and aggressive 
atuesineind man!” 


. Take it from a trade paper article... 
. one of the best planned PR 
programs I’ve ever seen!” 


and many more. 
. Take it from me there are 
good reasons why... 
- Plans & Execution 
. Results 


. Hard Work 
. Creative 


*30, married, will relocate. Eager and 
ready to go! $12,000 minimum. 
Box 2674, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
IDEA MACHINE? NO! 
Not an automaton but alive and dynamic 
with a flair for the right word-the word 
that sells! Sure to please, I am single, 
25, a college grad with business experi- 
ence. Write now and see for yourself. 
Box 2672, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


PUBLIC-COMMUNITY-EMPLOYEE 
RELATIONS DIRECTOR 
15 years experience in responsible posts. 
Now with major industry, available soon. 
Degree, 34, background in advertising, 
promotion, house organs, contact, execu- 
tive management. Will relocate. Salary 
$10-12,000. Correspondence confidential. 
Box 2675, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


CUPID ee 


POSITIONS WANTED 


18 Years 
“Shirt sleeve” Experience 
Layout-lettering-Letterpress- 
Offset-Out door-Displays- 
Production-Silk screen-Photography- 
Agency-Copy-Sales Promotion-Contact- 
Ad Executive-Merchandising. 
Box 2676, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
REPRESENTATIVES WANTED 
HIGHLY PROFITABLE SIDELINE fo: 
sales representative now selling litho 
graphy, printing or advertising. Ear: 
$50 to $150 extra each week. Non-compet 
itive, non-conflicting repeat line need 
ed by all manufacturers, distributors anc 
sales organizations. Exclusive _territor 
ies. Commissions guaranteed on all or 
iginal and repeat business. Write for ful 
details and furnish information regard 
ing yourself, lines carried, type of clien 
tele and territory covered. 

Box 2657, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Pub’ers Adv’g Rep Chgo Hdaters. Old Es 
tablished Leading National Trade Maga 
zine has opening for immediate income 
Box 2677, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES | AVAILABLE 


Advertising schedules for 1950 are now 
being prepared. An experienced Publish - 
er’s Representative is in a position to 
effectively advance the interests of a 
substantial trade, class or consumer maga- 
zine, or perhaps, a strong newspaper. 
Territory is the central states with pref- 
erence to the profitable area east of 
Chicago and west of the Alleghanies. If 
your publication needs aggressive and 
close sales attention, address: 

Box 2673, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


FOR SALE 
Highway bulletin plant for sale in the 
state of Florida, in metropolitan area. 
75 bulletins-local and national busi- 
ness- to liquidate an account - terms 
can be arranged to purchaser who can 
qualify. Real opportunity. 
Box 2659, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


MISCELLANEOUS 


FINE AGRICULTURAL ART 


John Andrews 1504 Dodge Omaha, Nebr. 
ATTENTION PUBLICITY DIRECTORS! 
Wanted—suitable pictures for syndica- 
tion to newspapers. You pay low cost of 
distribution. Don’t delay—write, wire, 
phone—today for complete information-no 
obligation. Special Correspondents, Inc. 
230 E. Ohio St., Chicago 11, DE-7-1065 


Ad Manager | 


SPECIALIST IN TECHNICAL, 
INDUSTRIAL, ETHICAL ADVERTISING 


Four years advertising manager of 
firm in ethical field with international 
distribution - one year free-lance ad- 
vertising counsel = three years assis- 
tant to v.-p. of industrial 4-A agency - 
two years editor and publisher's as- 
sistant, technical magazine and book 
publishing = six years pamphlet and 
publicity writer for professional men’s 
association. = Record includes rising 
sales graphs, awards, frequent pro- 
motions. College degrees and post- 
graduate work = age 31 = married. 
= Salary requirement in five figures. 


BOX 7454 - ADVERTISING AGE 
100 E. OHIO ST. - CHICAGO 1! 


DARNED GOOD COPY MAN 
WANTS JOB! 


Plenty of pre-war ‘‘sell'’ plus postwar fre 
ness; 23 years as writer (thinker, too), cc 
chief, advtg. mgr.: 4-A and 1-man ag* 
cies; mfrs. All media (yes, T-V also). °'' 
products, of course, but limited pkg. goo: * 
Splendid teamworker. Keen analyst. Ef! 
tiveness actually increases under press: © 
$10,000 (+x). Chicago only. Box 74°5 
Advertising Age, 100 E. Ohio St., Chicago, 


— 


— 


WE KNOW OF ELEVEN 


representatives just as good as w 4, 
however, we are one of the t elve 
who would now like to talk t the 
publisher of an established ade 
magazine interested in securing °' 
business in the middle west. 


Commission basis only. 


Box 7458, Advertising Ag 
100 E. Ohio St., Chicago 11, ! 


— 
— 


PUBLISHERS’ 
REPRESENTATIVE 


Interested in representing one good pa - 
scription Business Publication in addi’ " © 
the reputable A.B.C. publication I no ‘? 
resent. Chicago and midwest territor 

Box 7457, Advertising Age 


sub- 


100 E. Ohio St., Chicago 11, 1) 
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PACKARD BIRTHDAY—Sigurd L. Larmon 

left), president, Young & Rubicam, and 

Hugh W. Hitchcock, director of advertis- 

ing, Packard Motor Car Co., reminisce 

upon Packard’s 50th anniversary with the 

first ad prepared for Packard by Y&R 
in 1932. 


WPWA Appoints Watt Agency 


W. H. Watt Advertising Agency, 
Upper Darby, Pa., has been ap- 
pointed to handle the advertising 
of Station WPWA, Chester, Pa. 
Car cards, outdoor and direct mail 
are being used. 


Appoints Cayton Agency 

M. B. Price Associates, New 
York, manufacturer of Hue-Wood 
products, has named Cayton Inc., 
New York, to handle its advertis- 
ing in magazines and newspapers. 
The company is a new advertiser. 


Announces PR Program 


The council on public relations 
of the American Hospital Associa- 
tion, Chicago, has announced plans 
for a fall public relations program, 
using the theme “Telling Your 
Hospital’s Story.” A series of spe- 
cial public relations kits will be 
distributed by the council. These 
will be supplemented by news- 
letters, leaflets and other material. 


Larned Joins Ahrens Sales 
Jack Larned, formerly in the 
public relations departments of 


oe ae 


oe 


American Telephone & Telegraph 
Co. and Illinois Bell Telephone Co., 
has joined the advertising sales 
staff of Ahrens Publishing Co. He 
will represent Restaurant Equip- 
ment Dealer, Restaurant Manage- 
ment and Hotel Management from 
the Chicago office. 


Ball Joins ‘Saturday Night 


K. C. Ball, formerly with Transit 
Advertising Co., Toronto, has 
joined the advertising sales staff 
of Saturday Night, Toronto, pub- 
lished by Consolidated Press. 


SEtr | 


Put your sales message on signs thot 
cre talked about ond remembered 
PAINTED DISPLAYS“ «© NEON SIGNS 
* CHOICEST LOCATIONS « 
STERLING NEON SIGN CO. 


2706 Collingsworth Houston 11, Texes 


SPECTACULAR SIGNS BY 


STERLING 


‘N. Y. Post’ Names 
Hall, But Not As 


McClung Successor 


New York—Mortimer W. Hall 
has been named business mana- 
ger of the New York Post Home 


News. He is a son of the publisher, |" 


Mrs. Dorothy Schiff, and before 
the war worked on the newspaper 
as a reporter. From 1942 to 1946 
he was in the Army Signal Corps. 
After the war he was associated 
with the Chemical Bank & Trust 
Co. here, and later with the 
financial department of the South- 
ern Pacific Co. in Los Angeles. 

It was stated at the newspaper 
that Mr. Hall is not succeeding 
Mary McClung, former genera! 
manager, whose name was dropped 
from the paper’s masthead two 
weeks ago without explanation 
(AA, Sept. 12). No successor to 
Miss McClung has been named. 

Neither Miss McClung nor her 
husband, Edward C. Kennelly, 
formerly associated with the Theo- 
doro Advertising Service, which, 
until this summer, was national 
representative of the Post Home 
News, could be reached at their 
residence. The newspaper has no 
national representative at pres- 
ent, AA was told. 


Clary Names Bandoli 


Marvin S. Bandoli, formerly 
vice-president in charge of sales 
of Tracy Co., Pittsburgh, manu- 
facturer of kitchen equipment, has 
been named to the newly created 
position of vice-president in charge 
of sales and distribution of Clary 
Multiplier Corp., San Gabriel, 
al, manufacturer of adding ma- 
chines, calculators and cash reg- 
isters. 


NBC Apppoints Chatfield 


Blake Chatfield, formerly in 
cha ‘ge of publicity of KNBH, 
NBC’s Hollywood television sta- 
tion, and trade editor for the net- 
work’s western division, has been 
hamed broadcast promotion super- 
Visor of the new broadcast promo- 
ton unit of NBC in Hollywood. 


Connor Joins Kelley Agency 


WH. Connor, formerly with the 
Sale’ promotion division of Cana- 
diar Westinghouse Co., has been 
app inted an account executive in 
the iamilton, Ont., office of Rus- 
sell '. Kelley Ltd. 


_—.. 


A HARP LANCE 
IN "HE RIGHT PLACE 
cA 1! WORK WONDERS 


ot BBD & Youngicam. We're not even 
cy. We're just a couple of adept free 
who can help you pierce the creative 
S with a burst of new and profitable 


an 
‘anc 
dold 
idea 
Ov proved “know how’ takes the maybes 
out copy, layout, campaigns, direct mail, 
public relations. 

get prolific application at moderate 
e get some well-earned extra shekels. 
ough? 

ever your field, we can click for you. 
rints exchanged. 

Box 7456, ADVERTISING AGE 

E. 47th St.. New York 17, N. Y¥. 


MYSTIK etapa 


*MYSTIK is the famous patented 
printing material with the self-adhe- 
sive back. It can be printed or litho- 
graphed in colors, die-cut to all 
shapes and sizes. Here’s how your 
contact men can get more and better 
point-of-purchase advertising with 
Mystik displays: 


Easier to put up—Mystik is “‘self-stik’’ 
. . . just peel off the backing and press 
your display in place. No hammers, glue 
or moistening. 


Better locations— Mystik gets the best, 
hard-to-get spots . . . on cash registers, 
counter tops and fronts, front doors, 
display cabinets. 


Longer life— Mystik is durable, wash- 
able, won’t come loose or become un- 
sightly. Some MystrkK messages have 
been up for many years. 


More for your money —- Mystik gets up, 
doesn’t stay in the back room or sales- 
man’s car. Less waste, longer life, more 
signs up mean more advertising for your 
dollar. Let us show you how Mystik 

will get your advertising up! 


> 


«1 HANDY 


forated MYSTIK piece easily from book. 
(3) Then remove protective backing 
and (4) press display in place. 


(1) Smaller MYSTIK pieces can be bound 
in books... easy for salesmen to carry 
in pocket on every call. (2) Remove per- 


& Eee 


book on cardboard displays of all kinds and 
complete range of services of an ofganization 
geared to handle your point- of -purchuse adver- 
tising from plafi to production to distribution. 45 
years experience. 


CHICAGO SHOW PRINTING COMPANY 
2639 N.KILDARE * CHICAGO 39 © iInNew York: 1775 Broadway * 


Offices in all other principal cities 
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Reports on Fair Trading 

The results of a survey of nearly 
2,000 manufacturers who sell their 
products through hardware stores 
and of their views for and against 
fair trade are given in the current 
issue of Hardware Age, New York, 
together with a list of nearly 131 
manufacturers and their products 
that are fair traded by hardware 
retailers in 45 states. 


Gantner Sets Export Drive 

Plans have been completed for 
the first export advertising cam- 
paign of Gantner swimwear, man- 
ufactured by Gantner-of-Cali- 
fornia. Papers in Latin American 
and Far Eastern markets will be 
used. Irwin Vladimir & Co., New 
York, has the account. 


caress MIMEDGRAPHING } 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 llinois 


Seabrook Farms Boosts 
Budget for Own Brand 


May Invest $1,000,000 
Next Year, Based on 
Growing Retail Sales 


Bripceton, N. J.—Seabrook 
Farms, the world’s largest com- 
mercial truck farm enterprise, has 
grown swiftly into a major com- 
petitive factor in the frozen food 
industry. And if its plans go 
through, it may spend more than 
$1,000,000 next*year advertising 
and merchandising its own brand 
in newly-designed packages. 

Seabrook is headed by conserva- 
tive Charles F. Seabrook, presi- 
dent and founder of the company, 
but its growth has been far from 
conservative. What was once “just 
a farm” spent $250,000 on adver- 
tising and merchandising dur'ng 


the fiscal year from March 1, 1948, 
to last Feb. 28. That was the first 
year it had ventured into the con- 
sumer field with its own label on 
a large scale. 

For the current year, not count- 
ing sales promotion, Seabrook has 
earmarked $250,000 for newspa- 
per ads alone, and about $150,000 
for other items. Plans for 1950 call 
for no definite appropriation; in- 
stead, Seabrook will base its ad 
budget on a percentage of sales, 
and it may well quadruple the 
initial year’s $250,000 expenditure. 


s Total 1948 sales of Seabrook 
Farms amounted to $14,000,000, of 
which a quarter came from retail 
sales. While over-all volume may 
not be increased this year, retail 
sales are expected to account for 
a third of the total. Next year, 
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the company is hopeful of channel- 
ing sufficient supplies of its prod- 
ucts into the retail field to ac- 
count for half of its total sales. 

William M. Kline, advertising 
and marketing director for Sea- 
brook Farms, says 
the company will 
concentrate heav- 
ily on newspa- 
pers, using radio 
as an auxiliary 
medium. Point- 
of-sale material 
will be used more 
extensively, and 
television also is 
being considered. 
: The account is 

W. & fies handled by Peter 
Hilton Inc., New York, and Mr. 
Kline was first assigned to the 
account when he was associated 
with that agency. 

Seabrook, after lining up about 
30 distributors in the eastern area 
by September, 1948, started a small 
but intensive ad campaign. The 
first ad was an “open letter” to 
consumers relating the part Sea- 
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she has no 
Shopping List 


y OU have bombarded her with 
your national advertising. Now 
she’s on her way to her. local neigh- 
borhood shopping center (where 98% 
of all food and 85% of all drug prod- 
ucts are bought). Will she now spe- 
cify your brand? 


76% of shoppers carry no shopping 
lists...75% buy items they hadn’t 
thought of buying...38% of all food 
purchases are impulse purchases... 
20-1 your products have no display in 
“her store” this week! 

Yet your products can have a dis- 


‘ play —all day and every day —right 


in the zone of action. One primary 
medium (and only one) offers you 
the means of selling your customer 
just before she buys. 

This medium is Criterion Service 
—through Criterion Poster Displays. 
Your Criterion Showing is completely 


CRITERIO 


IN THE ZONE OF ACTION 


built-to-order to cover the specific 
shopping centers where you have 
distribution, in all parts of the 
United States. Big and colorful, 
these panels work for your product 
365 days a year. 

Armour, Heinz, Kellogg, Kraft, 
Lever Bros. and Libby are some of 
the advertisers using this primary 
medium...Let us show you —with 
facts, figures and case histories— 
just how Criterion Poster Displays 
can help move your products... . 
CRITERION SERVICE, 
122 E. 42nd St., New York 17, N. Y. 


POSTER 
DISPLAYS 


brook Farms has played as a sup- 
plier in the frozen food industry 
(it grows and processes more than 
13% of all frozen foods in the na- 
tion). This was followed by 155- 
line reader-type ads three times 
weekly in 33 newspapers, telling 
both an institutional and product 
story. Newspaper space was sup- 
plemented with one-minute radio 
spots featuring “the man from 
Seabrook Farms,” who has since 
become a company spokesman. 


e Last March €, Seabrook Farms 
launched a series of 500-line ads 
playing up the fact that “we are 
farmers” who grow their own 
fruits and vegetables. As the num- 
ber of retailers increased, addi- 
tional papers were added until 
every major market east. of the 
Mississippi was included. 

Starting this month, the new 
Seabrook Farms label will be seen 
several times weekly in 106 news- 
papers, in one of the most in- 
tensive and consistent drives by a 
food advertiser in that medium. 
The company also plans to intro- 
duce quick-frozen poultry in the 
same markets, under an agreement 
with Armour & Co., whose Chi- 
cago plant will process these items. 
Seabrook’s franchised distributors 
and more than 25,000 dealers in 
the East are expected to be han- 
dling quick-frozen chickens and 
turkeys by the end of the year, 
and these products will be adver- 
tised consistently. 

In a typically conservative style, 
the original Seabrook packages let 
quality do the selling job and dis- 
played nothing but the label and 


~ 


THE REAL THING—For its newly-designed 
packages, Seabrook Farms is using wrop- 
pers such as this one with a natural color 
photographic reproduction of the product. 
Old ones didn’t picture the food. 


the name of the product. The old 
packages (which had been on ‘he 
market experimentally since 19>) 
were supplanted this month by new 
ones which carry not only he 
well-known label but the re}: 0- 
duction of a full-color photogr ph 
of the actual product. It is wrap ed 
completely around the box so | al, 
no matter which way the pac! :ge 
the customer « in‘ 
help viewing the appetizing « 2h' 
of a golden ear of corn or < ‘ISP 
green spinach. 


is displayed, 


es The new package carries (‘he 
Seabrook slogan directly ber ath 
the label: “We grow our ow: 5‘ 
we know it’s good, and we f) ©ze 
it ourselves.” The back of the p ck- 
age pictures the “man from ¢a- 
brook Farms” and one of a s “ies 
of six recipes using the vege ble 
or fruit. 

What turned conservative M! 
Seabrook into a marketing | 48 
nate? Basically the answer lies 
in the fact that his company |! 
covered that packaging and '0 
cessing foods for such comp: |'& 
as Birds Eye and other pn)?! 
advertisers, and in bulk for "8° 
institutional users, was ent!) 
too seasonal and sporadic. M‘ 


Seabrook watched his busines. "s¢ 
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IN THE FAMILY—The Seabrook foursome, at a luncheon conference here, includes, 
left to right, Belford L., vice-president and chief engineer; John M., vice-president 


and general manager of farm operations; 


Charles F., president and founder, and 


C. Courtney, vice-president in charge of sales. 


and fall with the seasons, while the 
companies he supplied followed a 
consistent year-round selling pro- 
gram. Entering the retail field 
himself, he found that production 
could be gaged and his personnel 
stabilized. The latter often fluctu- 
ated from a normal 1,500 people 
the year around. to 5,000 at peak 
season. 


Top executive positions have 
been kept within the Seabrook 
family, with Charles F. Seabrook 
president not only in name but in 
fact. He and C. Courtney Seabrook 
play an important part in formula- 
ting advertising policy and in di- 
recting expenditures. 

Other executives within the Sea- 


brook group include Belford L., 
vice-president and chief engineer, 
and John M., vice-president and 
general manager of farming opera- 
tions. 

Operations are so vast that di- 
vision managers keep contact with 
central supervision by a two-way 
FM radio system. Four planes are 
kept busy from May to September 
spreading insecticide sprays and 
dusting crops. The Farms has its 
own soil conservation unit with a 
fully-equipped laboratory and full- 
time climatologist, known to his 
co-workers as the “sun doctor.” 


Names G. Lynn Sumner 


Precision Equipment Inc., Dan- 
bury, Conn., manufacturer of one- 
man portable power chain saws, 
has placed its advertising with G. 
Lynn Sumner Co., New York. 


Crandall Appoints Ross 


W. L. Ross, formerly head of the 
Dallas Aviation School, has been 


named an account executive of 
Persons J. Crandall Co., Dallas} 


agency. 


Parsons Names Brisacher 


S.S. SPECIAL 
Parsons Ammonia Co., New FRISKET CEMENT 
York, has appointed Brisacher, $5.00pergal. $1.50perat. 
Wheeler & Staff, New York, to ARTEX ARTIST 
handle its advertising. A news- RUBBER CEMENT 
paper campaign featuring sudsy $3.50pergal. $1. 7Sperat. 
ammonia is being prepared. Kas- 


tor, Farrell, Chesley & Clifford | 
formerly had the account. 


Drug & Cosmetic 


INDUSTRY 


Covers an industry that is 


not afraid of the future. 


Also Publishers of Beauty Fashion 


When the question of extending 
the retail business west of the 
Mississippi was raised, Mr. Sea- 
brook bluntly put his foot down. 
He said he couldn’t possibly com- 
pete with western processors, and 
that he wants Seabrook Farms to 
be able to serve its customers with 
its own fleet of trucks within 24 
hours. 


s Going national, he also points 
out, would force a change in a 
policy of which Seabrook is proud. 
National frozen food companies 
demand that distributors commit 
themselves for a year in advance. 
C. F. Seabrook and his son, C. 
Courtney, who is vice-president 
in charge of sales, haven’t asked 
their distributors to place advance 
orders. “Order when you need it, 
and our trucks will bring it” is 
their avowed policy. 
However, there’s still a chance 
that, as consumer demand for Sea- 
brook Farms brand grows, the 
company may change its mind. 
In 1912 Charles F. Seabroo': 
parlayed his firm convictions about 
truck farming into several thou- 
sand acres of fresh produce bus- 
iness and bustling wagons. Canning 
inserted itself into the Seabrook 
scene in 1922 when a New Yorx 
company set up a canning and 
packing plant on the farm loca- 
tion. After the crash in ’29, Mr. 
Seabrook bought the canning fa- 
cilities. In 1931, utilizing the fa- 
mous Henderson lima bean, the 
Deerfield Packaging Corp. put out 
its first consumer-destined cartons 
of frozen vegetables at the behest 
of a contractor. 
8 Today, Seabrook Farms is the 
largest integrated operation of its 
kind in the nation. It processes 
65,000,000 pounds of frozen foods 
aid another 10,000,000 pounds of 
‘anned foods annually. Its ware- 
hous packs away 50,000,000 
houn is of frozen foods at ten be- 
low ero, and 500 trucks and autos 
sed over the vast farmlands 
lighways transporting these 
upplies. 
rmingled with and beyond 
»0k’s own 40,000 acres are 
of 741 independent contract 
S who supply produce from 
20,000 additional acres in 
1 states. Contract crops are 
under the same rigid speci- 
is Seabrook imposes upon its 
ivisions. 
Farms’ processing, ware- 
shipping and administra- 
verations are centered in 
Jersey, several miles from 
Seabrook Village” also has 
ub near company head- 
‘Ss; it includes 850 family 
ig units, stores, its own 
Supply, fire and police pro- 
, a child care center to aid 
‘g mothers, and a community 
which furnishes recreational 
‘es for the adults. 
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METRO MAGAZINES 
AMERICAN WEEKLY 
PARADE 

THIS WEEK 


Oklahoman & Times circulation from publisher's 
statement to A.B.C. for 6 mos. ending March 31, 1949. 
Sunday supplement circulation in Oklahoma from 
latest available published figures. 


Look 1 THE BOX SCORE! 
ee 


THE SUNDAY OKLAHOMAN 


238,435 
12,622 
7,822 
3,693 
904 


*TESTED for over a year 
by local advertisers with 
outstanding results. Ask 


a Katz man for the story. 
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WOMENS OUTDOOR 
1949 1949 
SEPT. 4203479 118,6/6 
AUG. 974 560 90,068 
1946) 
sept |__| 4#35,075 129,244 
1949 1949 1949 1949 
SEPT. 35.1/0 SEPT. 21.956 AUG. 4/57, 647 SEPT. 306,/59 
AUG. 25,790 AUG. 28. 584 JULY 4,084//7 AUG 191/74 
1946 1948 
sel 147.832 Sor) 24705 Ave L_]4/96,29/ ser] 223 739 
c pape ~ — Lines--——__-—- 
Sept. Sept. lan.-Sept. Jan.-Sept. Sept. > dan. - . dan. -Sept. 
1949 1948 1949 1948 1949 iss toss "i948 
Youth 
The American Girl .......... 14.5 22.1 96.3 143.3 6,238 9,489 41,355 61,5 
 ¢ («Ep Eges ease 16.1 20.0 128.9 148.5 Y 13,573 87,761 Vo3a 
Calling All Girls ............ 316 33.9 222.7 216.2 13,537 14,524 95,487 92,732 
Uo ier 10 3.1 6.0 19.4 449 1,351 568 9,994 
GR 9.2 20.7 84.4 1118 3,934 8,896 36,163 47,941 
_ 2 ea ae “a 72.4 99.8 538.3 639.2 35,110 47,833 263,334 313,236 
Comics Magazines 
Archie Comics ............ 4.5 5.0 a a 1,701 1,890 
Famous Funnies ............. 45 4.0 43.5 38.0 1,742 1,548 16,836 14,706 
Fawcett Comics Group ........ 5.0 4.5 66.0 66.5 1,890 1,701 24,948 25,137 
‘Harvey Comics Group ........ 8.0 9.0 48.9 53.5 3,024 3,402 18,333 20,223 
Lev Gleason Publications ...... 13.5 3.0 72.6 15.8 5,103 1,134 27,441 5,985 
Marvel Comics Group 
. ae 9.5 18.5 200.7 82.7 3,591 6,993 75,808 31,248 
CT canine ceeahes 9.5 4.5 — — 3,591 1,701 
ES ce tuSescinhen sé — 7.0 — — — 2,646 
= POS — 7.0 ee oe oe 2,646 
National Comics Group: 
 £§ kh Bee 12.5 1L0 135.0 143.5 4,725" 4,158 51,129 54,442 
> we Meee 7.5 6.0 74.2 78.3 2,835- 2,268 061 29,593 
(Se pppeigs 5.0 5.0 60.7 65.5 1,890 1,890 23,068 24,759 
**Polly Magazine ........... 12.1 9.6 oe oe 4,918 3,879 354 943 
5 PRR ea 48 = —— a 1,795 oa 
Standard Comics Group ....... 3.0 2.0 29.5 36.5 1,134 756 11,251 15,309 
 , Aer rrapye 17 2.1 — — 700 846 
. -.  £*X ne -Aer 18 3.5 11.7 23.2 747 1,413 4,706 9,388 
I daca ketasnnwed 57.8 55.5 607.9 459.7 21,956 21,105 230,452 176,438 
*Not included in totals. ‘Sept.-Oct. issues combined. ‘Aug.-Sept. issues combined. *Aug.-Sept. issues combined 1948. 


Weeklies, Bi-weeklies, Semi-Monthlies—August 


Pages ———_—_——__, —_——— LI 
Aug. Aug. dan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug 
1949 1948 1949 1948 1949 1948 1 
“American Weekly ........... 55.7 61.1 522. 548.2 55,677 61,070 522,598 548,271 
<i 225.6 247.2 2,302.2 2,447.6 94,770 103,803 966,882 1,027,954 
Christian Advocate ........... 10.4 111 128. 147.2. 4,302 4,678 53,063 61,801 
TE > cGMdh occvess cane 108.4 134.9 1,090.5 1,404.0 73,687 91,739 741,619 954,673 
SE Se Saree 60.1 614 — — 25,797 26,333 
DD” ¢tesbhnawesioeehiad es 15.9 27.4 196.3 252.0 6,818 11,751 86,145 108,110 
Ls echeah ys Oe welse ae bot 14.6 23.0 167.6 188.8 15,286 24,197 75,896 198,174 
len x toe FUSE * Se CkbaRe 238.9 253.0 2,255.8 2,394.9 162,475 (064 1,533,889 1,628,628 
as i Clue das ss + Oh «4 123.3 106.9 862.7 738.2 83,828 72,687 570 501,916 
its eta sedate ss 176.9 208.1 1614.5 1,746.0 74,290 87,422 678,060 733,293 
“New York Times Magazine 128.0 110.3 1,105.6 1,037.2 108,800 93,761 939,729 881.734 
Bae 130.3 151.8 1,779.1 .798.9 55,890 ‘ 763,304 771,742 
EAR ESE oS 25.0 24.7 259.6 219.0 21,269 21,021 229,238 186,308 
CEE . ile s Viviweésiidees 28.3 34.4 330.0 304.2 123 773 141,500 130,564 
Saturday Evening Post ....... 239.9 235.4 2,688.2 2,745.2 163,103 056 1,827,951 1,866,689 
Saturday Review of Literature .. 96.3 20.2 396.4 299.6 41,297 8,680 173,186 293,054 
’Sporting News ............. 26.7 22.6 213.9 196.5 28,550 24,193 228,888 210,325 
“This Week Magazine ........ 41.0 55.2 412.5 426.0 34,872 46,870 350,553 361,991 
, 0 errr 220.3 258.6 2,195.5 2,302.5 92,517 108,591 922, 967,111 
U. S. News & World Report ... 66.9 80.5 714.5 796.2 28,093 33,806 300,074 335,283 
lee 1,972.4 2,066.4 19,245.8 20,092.2 1,157,6471,196,291 11,221,150 11,767,621 
“Four issues 1949; five issues 1948. Five issues 1949; four issues 1948. *Not included in totals. 
Canadian 
Canadian Home Journal ...... 54.9 55.3 372.5 395.4 37,320 37,591 3, 836 
Canadian Homes & Gardens .... 60.1 53.2 407.9 422.3 40,407 35,751 274,265 283,819 
ST. Sasauhe Gh 5050%0 > 50.8 55.7 361.2 396.4 34,570 37,879 245,515 268,569 
Maclean’s (2 issues) ......... 75.8 83.0 536.4 600.1 51,533 56,414 364, 407,706 
TS Tite «ie tes os <a 60 ¢ 46.2 58.4 446.0 568.6 1,059 39,215 299,845 372,103 
National Home Monthly ...... 39.0 37.2 265.6 248.5 26,525 25,299 180,912 169,220 
SP EE acéew bode 0.000008 18.4 27.8 163.6 211.9 7,890 11,924 70,115 90,901 
Reader's Digest: 
English Edition ............ 45.5 29.0 349.0 171.0 +3 8,281 5,278 63,510 31,122 
EE, vcd ecncesad 50.5 29.0 358.5 165.0 9,191 5,278 65,147 29,930 
Revue Moderne, La .......... 33.1 33.9 242.7 263.6 22,490 23,020 165,009 179,112 
Revue Populaire, La ......... 32.9 42.6 287.2 311.9 23,029 29,850 200,908 218,324 
SE. BO. eeccbkectsatioees 19.8 23.2 270.4 264.1 13,864 2 189,289 184,872 
 ¢ Pree 527.0 528.3 4,061.0 4,018.8 306,159 323,739 2,372,641 2,504,514 
“August linage. > 
**Canadian National Weekend Newspapers (Rotogravure Linage) 
ES ere ere 26.1 29.8 27L5 274.8 26,143 29,751 271,675 274,693 
SS 2S 27.4 27.4 281.1 287.4 27,426 27,380 281,102 287,19 
CE os nsn sabeeretVeeer 29.9 32.2 319.5 340.7 29,995 32,203 319,453 340, 63 
 ~« - eae 42.9 43.0 403.4 420.5 40,837 40,867 383,359 399 =21 
ee ee Oe 126.3 132.4 1,275.5 1,323.4 124,401 130,201 1,255,589 1,302 °% 


**August linage. Cumulative totals are for January-August. §Four issues 1949; five issues 1948. 


September Advertising Pages and Linage in Farm Publications 


Sept. Sept. n.-Sept. Jan.-Sept. Sept. 
1949 1 1949 1948 1949 
General 
"Ace Fiction Group .......... 19 5.6 32.3 5L0 419 
merican Forests ............ 7.0 15.5 95.5 104.1 2,940 
American Home ............. 62.7 69.0 553.2 576.9 39,607 Y 
American Legion ............ 10.5 19.6 130.9 146.7 4,415 ‘ 
American Magazine .......... 36.1 46.0 355.0 443.7 15,181 \ 
American Mercury ............ 2.2 3.4 30.7 38.9 406 ‘ 
PEUMER Roo oeccoccvcees 12.3 10.1 100.8 60.3 5,267 ‘ 
Atlantic Monthly ............. 14.5 4.1 135.7 147.9 6,104 ,044 62, 
Better Homes & Gardens ...... 7 144.4 1,14L9 1,153.3 79,441 . 728, 
Christian Herald ............. 33.5 29.5 294. 286.3 14,351 661 126,418 122,733 
ES GOUULs ons ond copee'e 8.6 8.1 54.7 47.2 5,876 5,508 37,257 32,099 
OOM cece cccccccesecess 11.0 7.0 100.0 64.0 2,002 1,274 .200 11,648 
D. cvecscbeeticass 48.3 57.3 477.2 533.8 20,725 24,561 768 ,016 
Dell Men's Group ............. 16.2 13.7 150.1 144.9 6,950 6,313 64,442 62, 
ee a ona 5 66 obs v6 40.2 53.8 348.2 493.5 16,884 596 147,312 207,283 
wank 6 606660006 4.6 3.0 30.9 32.0 1,950 1,267 899 13,419 
og ea 27.8 24.8 238.1 234.5 18,909 16,845 161,757 158,724 
EL, bScecneessoscrcsdvcces 6.0 8.0 oa —— 2,591 3,426 
Esquire (Nat'l) ............. 49.6 53.6 496.2 597.3 33,334 36,050 333,480 1, 
OSS ee 17.3 16.0 166.0 155.7 11,889 11,009 114,170 107,031 
it ttiastchosccee ns ee 89.0 127.5 853.5 1,016.0 56,248 80,580 539,874 642,016 
Grade Teacher, The .......... 55.8 44.1 242.9 225.0 24,627 19,442 107,148 mf 
Harper's Magazine ............ 16.9 18.6 139.3 188.9 7,097 7,826 58,527 964 
tts cdeeesscceud oan 47.6 60.5 560.5 551.2 32,366 41,122 381,182 374,739 
House Beautiful .............. 92.3 114.6 838.8 928.1 58,327 72,430 530,093 586,645 
SEEMED woccccccesvene 94.2 108.2 723.5 784.9 59,516 68,410 457,213 496,144 
PE TD schvede éess'0¢ 24.2 18.0 184.9 159.7 10,389 7,740 79,365 69,621 
Maids eeceaewes 6 35.6 44.6 174.6 189.9 24,368 30,538 119,439 129,953 
EE ae 13.3 23.8 139.0 175.6 5,719 10,220 53,951 75,379 
Macfadden Men's Group ........ 8.9 117 97.9 103.8 3,820 5,011 1,992 44,533 
Mechanix Illustrated .......... 64.5 75.0 629.1 648.2 14,441 16.803 140,887 145,184 
DED cisvesccscecece 62.7 73.3 757.6 912.8 36,848 43,120 444,895 536,663 
National Geographic ......... 32.5 40.8 339.0 340.7 7,693 9,657 80,567 80,926 
Wation’s Business ............ 31.7 31.3 268.9 327.3 13,620 . 13,418 117,053 144,389 
**Nature Magazine .......... 2.2 2.4 16.8 19.2 924 1,016 7,365 8,252 
EE 16.8 13.1 136.4 103.8 11,451 8,939 92,785 70,412 
Popular Fiction Group ......... 10.6 8.8 11lL1 74.7 2,379 1,970 24,881 16,754 
Popular Mechanics .......... 133.9 160.0 1,310.9 1,449.9 29,987 35,840 293,626 324,794 
PED cctesvecsceess 13L5 154.6 1,180.6 1,287.6 29,456 34,62 264,435 288,420 
de 21.0 29.0 208.9 264.1 9,009 12,441 89,575 113,286 
22.4 26.6 188.9 250.1 9,590 11,429 80,981 ,322 
6.9 8.1 78.0 93.9 2,946 3,493 33,440 40,218 
13.9 14.4 116.5 143.6 5,961 6,191 853 60,994 
58.0 83.7 580.6 688:2 24,352 35,151 253,948 288,924 
1L7 12.3 122.4 132.1 2,616 2,761 27,415 29,563 
98. 113.3 525.0 682.2 66,094 76,111 352,80 458,381 
27.7 32.8 260.5 301.9 11,902 . 111,769 129, 
67.4 78.7 763.4 923.0 39,631 46,276 879 542,675 
GD casadsschecde 1,819.4 2,121.9 16,464.8 18,2610 887,103 1,034,757 7,914,298 8,788,027 
*Not included in totals. “Two magazines 1949; four 1948. *August-September linage. 
Women 
I ee 139.2 186.2 847.8 1,116.7 59,738 79,865 324,166 436,974 
Dell Modern Group: 
Modern Romances ........... 30.5 32. 326.5 307.5 13,087 13,843 140,054 131,882 
Modern Screen ............ 36.9 33.8 336.9 319.1 15,830 14,516 144,539 ‘ 
ET cxsb0es kone 35.0 32. 308.7 296.7 15,029 13,943 132,448 7,298 
Family Circle (Nat'l). ........ 27.7 26.7 245.9 237.1 11,889 468 105,506 101,739 
TE in ase hees ss 6 43.1 43.4 377.7 370.1 18,503 598 162,037 ‘ 
Fawcett Women's Group: 
Motion Picture ............ 33.2 42. 299.4 333.2 14,228 18,096 128,408 142,966 
SE GEE cc cccccesseess 32.5 42.2 294.7 330.4 13,959 18,104 126,496 141,715 
True Confessions ............ 41.2 44.1 384.7 400.3 17,658 18,925 998 171,802 
i SS, 128.0 140.2 842.8 849.9 54,919 60,143 3,041 364,575 
Good Housekeeping .......... 163.1 177.6 1,238.1 1,248.0 69,966 256 531,074 535,548 
ee 165.0 185.3 950.4 1,123.1 104,285 117,103 7. 923 
Hillman Women’s Group: 
DE? ogee 6¢cbesns soon 18.7 25.1 186.1 231.7 8,042 10,781 79,851 99,457 
Real Romances ...........- 19.0 21.3 183.4 0 8,178 168 78,718 84,153 
DE cicccescepocne 19.0 21.3 183.4 196.0 8,178 168 78,718 84,153 
*Screen Guide ..........-- 18.7 25.1 186.1 231.7 8,042 10,781 79,851 99,457 
DE ecdussdsesccevedes 13.9 19.2 156.8 185.7 9,753 . 110,078 x 
Sr 40.0 48.5 366.2 352.1 ,155 20,813 157,001 154,653 
Ideal Women’s Group: 

imate Romances ......... 27.4 32.0 257.0 168.0 11,758 13,732 110,255 72,118 
luevie' Life ky Sa 23.6 35.8 244.6 261.1 10,131 15,373 105,011 112,084 
Movie Stars Parade ........ 24.4 35.8 243.6 260.5 10,452 15,359 104,462 111,832 
Personal Romances ......... 29.2 38.0 304.2 303.5 12,512 16, 130,460 130,260 

Ladies’ Home Journal ......... 133.4 159.7 1,048.7 1,193.4 ; 108,576 713,086 $11,510 
Macfadden Women’s Group: 

i Television Mirror .... 25.1 36.1 251.2 294.3 0,779 15,482 107,744 126,278 
Pastapley ee Ee 34.4 60.5 349.9 446.0 14,779 25,975 157,328 181,837 
EE co duscdeicoccic 23.3 37.7 286.7 338.8 9, 16,152 120,018 145,335 
True Love Stories .......... 23.6 38.1 260.6 322.0 10,108 16,339 111,756 138,114 
True Romances ............ 24.1 39.8 284.4 343.9 10,348 17,094 122,009 147,530 

ia 124.4 201.6 1,130.7 1,518.9 53,358 86,504 489,399 651,550 
Ts cocheueenesces sees 80.3 86.4 654.1 760.4 54,613 58,746 444,767 517,049 
OS 2” eee 93.8 109.5 579.3 675.6 40,253 . 252,722 .799 
Parents’ (N. Y. Metro Ed.) ... 103.5 116.8 651.0 739.7 44,413 50,117 279,286 317,329 
Screenland Unit ............- 19.8 oe 171.7 —_ 284 73,442 
ie ws pene sue bhsee oes 21.2 23.5 189.8 195.5 9,091 10,075 $1,083 83,663 
SE has vga keen eee ees € 155.6 150.6 1,003.0 941.2 105,829 02,391 682,095 640,030 
Today's Woman ............. 42.4 31.7 277.1 229.0 18,190 13,596 118,911 98,329 
Ee ens peed sed aes 52.1 60.1 514.1 581.6 22,355 25, 220,110 249,043 
Vogue (2 issues) ............ 249.3 323.5 1,413.7 1,707.2 157,537 204,461 893,436 1,078,905 
Woman's Day (Nat'l) ........ 46.4 56.1 409.3 442.3 19,89 24,054 175,543 189, 
cn ons one heen 48.8 59.1 433.9 466.7 20,947 25,341 103 200,233 
Woman's Home Companion ..... 77.5 81.6 645.6 662.7 52,653 55,519 438,960 450,562 
IEE 5 5a csmeecesces 2,338.9 2,812.1 17,967.0 19,913.1 1,203,479 1,435,075 9,045,555 10,014,514 
*Not included in totals. ‘Sold separately 1948. 
Outdoor 
American Rifleman .......... 63.1 58.5 455.3 449.4 27,085 26,089 195,371 193,781 
Field St a> Sie tes0cees 59.7 67.5 604.5 662.6 25,631 28,969 259,328 274 
Fur-Fish-Game ...........-.. 20.3 21.7 188.4 214.3 8,687 9,301 80,808 91,911 
Hunting & Fishing ........... 19.0 19.0 217.1 248.2 8,185 8,148 93,248 06,451 
PC ésesceenenentees 49.8 58.3 513.1 550.0 21,362 25,016 220,093 235,974 
A 14.8 14.2 182.6 183.0 6,368 6,082 78,315 78,44 
arr 49.6 59.8 548.9 600.8 21,298 25,639 235,485 253,702 
. rr er 276.3 .0 2,709.9 2,908.3 118,616 129,244 1,162,648 1,244,542 
Current Month Com- 
mercial Display, ex- 
Total Advertising, In Pages—, -—Total Advertising, In Lines———, cluding Poultry, 
Jan- Jan- Jan- Jan- Classified and Live- 
Sept. Sept. Sept. Sept. Sept. Sept. Sept. Sept. stock, In Lines 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 
Farm Magazines 
Capper’s Farmer ...... 43.5 56.7 443.1 479.9 29,584 38,523 301,316 326,264 28,791 37,757 
Country Gentleman ... 100.4 101.0 902.3 879.4 68,260 68,670 613,549 597,951 67,290 67,721 
Farm Journal ........ 72.8 115.5 814.0 868.2 31,222 49, 349,091 372,496 30,255 48,479 
Progressive Farmer: 
Carolina-Va. Edition. 64.1 72.6 615.1 649.2 46,664 52,830 448,003 472,535 44,894 51,152 
ke _ 64.3 711 622.4 634.3 46,776 51,779 453,042 461,830 44,887 50,169 
y.-Tenn.-W. Va. 
A iw ry sanse tess. 63.7 70.4 604.3 614.2 46,401 51,234 439,884 447,242 44,530 49,698 
iss.-La.-Ar 
PO 62.7 67.2 596.6 604.3 45,662 48,900 434,300 439,748 43,558 46,979 
Texas Edition ...... 65.7 73.0 636.0 659.6 47,864 53,164 3,080 480,223 45,773 51,209 
*In all 5 Editions ... 56.7 616 537.5 539.5 41,261 44,854 391,260 392,810 965 43,801 
*Aver. S Editions ... 64.1 70.9 615.0 632.3 46,672 51,581 447,656 360 44,728 49,841 
Southern Agriculturist . 28.0 40.8 307.4 344.0 19,601 584 215,218 240,962 18,581 27,650 
Successful Farming ... 85.6 814 816.5 824.8 38,499 36,614 367,368 371,160 37,684 35,695 
Total Group ...... 650.8 749.7 6,357.7 6,557.9 420,533 479,844 4,084,851 4,210,411 406,243 466,509 
* Not included in totals. . 
Monthlies 
Agricultural Leaders’ 
Digest ...... 2.00. 314 411 207.2 218.6 6,160 8,050 40,594 42,841 6,160 8,050 
American Fruit Grower. 18.1 17.0 267.2 300.9 7,747 7,247 113,978 128,442 7,557 6,995 


Current Month om 
mercial Displa, &- 


Total Advertising, In Pages—, -——Total Advertising, In Lines-——.. cluding Pou ‘ry, 


Jan- Jan- Jan- Jan- Classified and =" 
Sept. Sept. Sept. Sept. Sept. Sept. Sept. by stock, In Lis 
1949 1948 1949 1948 1949 1948 1949 1 1949 148 
American Poultry Journal: 
Eastern Edition ..... 28.2 25.0 3311 333.8 12,079 10,719 2, 143,191 10,708 997 
Central Edition ..... 26.5 216 279.0 285.2 11,351 9,257 119,651 122,391 10,444 912 
Western Edition .... 24.7 19.9 242.4 249.6 10, 8,537 103,779 6 9,723 3% 
*In all 3 Editions ... 22.3 184 2220 2324 9,567 7,893 176 7 8,840 692 
Arkansas Farmer ...... 94 101 858 99.9 7.071 7,661 64,919 73,392 6,679 473 
etter Farming 
Methods .......... 28.0 315 274.0 257.0 12,026 13,521 117,571 110,278 12,026 ! 52) 
*Better Fruit ....... 130 129 =—_ == 5460 5411 5,460 4 
Breeder’s Gazette ..... 178 245 1758 3.4 8,036 11,038 79,164 87,158 4,941 316 
California Citograph .. 30.5 31.5 238.5 245.8 20,468 21,168 160,076 165,074 20,258 ~°).972 
Cattleman, The ....... 143.4 160.5 845.0 847.9 60,225 67,431 355,031 356,204 22,603 680 
*Electricity on the 
i Sealipper rae 16.8 32.3 1153 3.2 6,002 11,543 41,083 54,730 6,002 PH 
Farm and Ranch ...... 29.3 338 295.8 313.1 20,512 23,722 207,557 219,535 19.242 53 
Farmer-Stockman ..... 25.1 313 271.5 282.2 19,104 23,814 205,649 213,700 17,330 995 
“Florida Cattleman ... 36.9 29.2 165.6 1624 15,485 12,243 69,556 65.423 8,789 3 
Florida Grower ....... 17.4 218 1457 1681 11801 14815 98,844 114,282 11,266 18) 
>*Idaho Granger .....- 64 63 == === ¢98 65 6,888 79) 
Kentucky Farmer ..... 17.6 20.2 169.6 183.4 13,790 15,839 132,961 143,768 11.311 = 
Michigan Farm News... 17 21 £194 163 4,088 4,936 45,535 38,729 4,028 ™ 
National Live Stock 1 
PET nessec ses. 89 100 723 794 6469 7,338 52,609 58,064 6132 2 
sNation’s Agriculture . . 37 5.7 S546 53.7 1674 2,576 24,496 24,164 . 1,674 5 
ew Jersey - 
Farm and Garden... 31.0 38.4 365.0 356.5 13,952 17,318 164,262 160,614 10,167 ©5 
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Current Month Com- | EEE MAGAZINES MONTHLIES SEMI-MONTHLIES 
mercial Display, ex- 
Total Advertising, In Pages, | ———Total Advertising, In Lines. cluding Poultry, 1949 1949 1940 
Jan- Jan- dan- Jan- Classified and Live- 
Sept. Sept. Sept. Sept. Sept. Sept. Sept. Sept. stock, In Lines SEPT. 420, 573 SEPT. 390,334 AUG 6/2993 
.1949 1948 1949 1948 1949 1948 1949 1948 1949 ©1948 ins 2002 4 a9 ol 492.450 
acific Poultryman .... 28.2 213 276.9 237.0 12,100 9,143 118,829 101,675 8,161 6,551 , Ud66 — F364. " . 
‘oultry Tribune: 1948 1948 1948 
Eastern Edition .... 34.6 33.7 397.4 397.4 14859 14471 170,477 170,516 13,361 12,569 eee | 1479.04 SEPT [76 28/ AUG ee 660804 
Central Edition .... 319 319 343.4 3526 13,669 13,679 150,515 151,241 12,587 12,222 : y 
Western Edition ... . 3 286 2988 302.0 12,145 12,249 128227 129,451 11,306 10,950 
*In all 3 Editions ... 26.0 27.8 2740 2766 11,161 11,931 117,566 118,700 10,322 10,632 BI-WEEKLIES DAILIES CANADIAN 
outhern Farmer ..... 72 92 735 995 8,000 10,151 81,018 87, 6,794 9,676 
‘outhern Planter ..... 22.8 33.1 2284 267.6 15,988 23,168 159,900 187,294 15,260 22,202 1949 1949 1949 
— Oe 38.7 568 368.7 4041 282 3,866 154,945 169,881 8,978 10,978 AUG 65,597 AUG 52.995 AUG 72 O45 AUG. 248,45 
SEED seevdctioas 86.7 1116 848.0 883.9 36,428 46,900 356,342 370,896 17,616 17,836 way 75,085 Juty 50,65/ uy 426,899 uty 272. 85/ 
Total Group Group ...... 804.3 895.7 7,286.0 7,534.6 390,334 438,281 | 3,594,054 3,718,525 293,427 327,329 
e 
Not included in totals. Cumulative totals are for May-September period. "August linage. 4 65.567 ref £0,365 10 D 163.208 i il 290,840 
Newspaper Monthly Farm Sections 
lowa Farm & 
OS aoe 27.3 197 217.1 185.7 29,105 21,037 225,297 198,130 27,908 21.037 pase. =| Pe 
Ree GHEE e000. _50 _* = 5.6 5,026 5,740 41,486 31,627 5,026 5740 -~Total Advertising, In 2. -——Total Advertising, In Lines——, cluding Poultry, 
hoeaiaial Total Group ....... 32.3 23.4 258.2 217.3 34,131 24,747 266,783 229,757 32,934 24,747 4 Jan- Jan- Classified and Live- 
Aug. Aug Aug. = Aug. Aug. Aug. Aug. stock, In Lines 
= panne =| Danke Cm 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 
rch t ° - 
pon. oe Total Advertising, In Pages | ———Total Advertising, In Lines——, cluding Poultry, | Southern Edition ... 37.3 39.8 394.1 423.0 28,127 30,165 297,783 320,004 25,805 27,369 
= -_ ‘ p< Pg er - ey! Live- Dairyman’s League News 9.3 7.6 73.4 69.0 6,789 5,561 53,418 50,236 5,543 4,737 
ug. \ n Lines —_ — 
61,5 194 1948 194d 1 ioe 1948 1949 1948 1949 1948 Me, eo Group +a Pe ies 86.8 884.5 930.1 65,593 65,567 668,327 701,556 59,703 59,151 
. included in 
1 932:««Semi-Monthly—August 
994 Th american Agriculturist . 19.6 20.6 219.3 2322 14,283 15,030 159,684 169,022 12,843 13,143 | Weeklies—August 
47,941 *California Grange News 33.3 298 —— — 36,154 . 35,867 31,766 | Capper’s Weekly ...... 3.9 62.5 66.4 9,218 8,826 139,954 148,705 6,425 6,364 
31323 ft “Yammer s-.-s.----. 222 280 2150 2039 17570 17,418 162,615 154,097 14,713 12,582 | Mat Kamas City 8 a ae zy as39 484,523 452,396 36,907 29,519 
ee. As hs ies tei ae ate Ge te a | wee, So “ps “Baa : qari “Salon “43.382 “Sams 
a Da eecas . . A ’ , , 445 | Total Group ...... \ 1 241.9 57,995 50,365 624, / . 5 
Farmer, The ......... 518 52.7 542.5 470.1 40,624 41,312 421,370 340,652 36,268 .999 Hn a isis four = 1948 on 
Ts.706 Hoard’s Dairyman ..... 30.9 363 3119 342.3 J 26,405 230,194 241,862 16,186 22,003 
25.137 Idaho Farmer yitgtee 29.5 32.5 359.9 344.2 ; 24,545 272,182 260,078 20,394 22,691 Dailie August 
ert Indiana Farmer's Guide 24.4 25.8 2034 223.9 19,130 20,224 159,525 175,557 15,416 15,762 — 
0.223 ff Kansas Farmer ....... 27.6 38.0 309.2 3118 21012 28,864 5,069 239,854 17,859 26,025 | chicago Daily Drovers 
" Michigan Farmer ..... 36.4 40.1 358.3 338.0 7,977 30,791 275,276 259,624 24,658 848 Journal 7.9 17.3 2082 198.6 37,994 36,801 443,057 422,416 25,158 23,697 
sae filler SE SS SB Bi RRR BEERS SHE | sae ily ‘Sn ~ oe ae 
'ssour uralist ..... 5 le > . ’ 5 ’ ’ 
qunmasm Wontana Farmer : 30.5 54.5 442.4 405.7 38.289 41.223 334.817 307.440 22.242 26 020 ean ‘Daly Spree aces 1 23.0 251.3 247.9 53,444 48,843 535,714 527,414 35,774 32,912 
ebraska Farmer ..... J a . ’ ’ , ’ 
oun New England Homestead 218 29.9 280.1 3016 15.269 20,949 195,312 210,998 3338 14386 ma, —_ Deity’ ive’ 22.4 24.2 243.5 259.8 47,732 51,572 517,998 552,914 38,066 42,372 
10 ae . ° ° . . . ’ ° ’ 
54,442 Dregon Farmer ee 30 4 337 3564 3445 22.972 25.527 269,388 260'509 21.080 23.673 Reporter ..... 15.9 12.2 1617 165.0 33,875 25,992 344,159 351,136 25,765 19,481 
5 regon Gra n . — — , ‘ ’ ‘ . 118, 
24,759 Pennsylvania Farmer... 27.6 29.0 3303 3146 1232 "304 250,790 233,088 18,094 1 Total Group ....... 65.4 76.7 864.7 871.3 173,045 163,208 1,840,928 1,853,880 124,763 118,462 
" Prairie Farmer ....... 58.9 50.5 525.0 509.3 42,853 36,789 382,207 370,707 37,001 31,372 Cc di 
[5309 ff Utah Farmer ...-.... 24.0 19.8 265.2 264.8 18,151 14,995 199,079 198, 15,725 14, canadian en 
J allaces’ Farmer owa **Canadian Countryman 25.2 22.8 312.3 288.3 17,656 15,948 218,675 201, 5 5 
baa eo Homestead ......... 67.1 65.9 557.6 5043 52,616 51,662 437,360 399,118 49,014 48,807 ’ 63,372 27,022 28,605 
sm [tert ES Sl Bl Bs Bhs Bee mes Bee ae ae | etch neal eater: og cm? tat om coe sere) Mz wm 
estern Farm Life... . . ‘ , ‘ , ‘ , wh, el ’ , ’ 7,829 44,27 ’ 
176,438 YoHerdsmen Edition 216 274 2137 2279 16954 21518 167555 178764 1706 2488 | quem Edition .... G46 SL? GSLg Sea? 44274 20852 Gelste Serets aN'ze? | 36282 
48. Wisconsin Agriculturist 45.4 46.4 419.8 384.1 35,602 373 108 : 34,704 35,738 Farm & Ranch Review. 20.5 186 201.8 184.8 14,787 13,373 145,359 133,020 14.169 12,916 
"s Advocate & 
Total Group ...... 811.9 876.2 8,208.7 7,920.6 612,933 660,804 6,235,145 5,899,315 526,733 579,975 aay -_ 14,774 13,840 
* Not included in totals. {Smaller page size 1949. Herdsmen edition only. This edition also includes all’ linage carried oS a ee ee ee oe 
a in Western Farm Life. ‘Two issues 1949; one issue 1948. **Free Press . a sees ene 
Po Prairie Farmer ..... 98.8 112. q .2 108, 124,171 1,033,041 999,4 ¥ . 
Rf Bi-Weeklies—August **Western Producer ail 4x0 44s 4092 A392 476,387 474,172 19,874 16,385 
weeres ff ee Fone ..... som — — BE RS inti i | to 370.0 357.4 3,837.8 3,572.2 275,478 319,445 3,613,261 3,358,905 229,735 204,344 
fies Northern Edition ... 40.6 39.4 417.0 438.1 30,677 29,841 317,126 331,316 28,355 27,045 **August linage. Five issues 1949; four issues 1948. *Not included in totals. 
108,110 t., © ’ i “Dai ” @ ciates, Philadelphia, formerly han- 
398171 _[Mactadden’‘s ‘News’ | Detroit paper as the “Daily News.” | TW"s Sales Impact Appoints Kupsick Agency yy aim tt 7 
— So, without aye age a gre we Al d G f E. K. Wertheimer & Son, New . 
733,293 came up with a fictional newspa- rea reatest o York, manufacturer of teen-age 
a8 734 Not a True Stor Y per. D4 jewelry, has appointed J. R. Kup- Selects —_ a gag 
186, 308 New YorK—Bernarr Macfadden ium: Lo wi sick Advertising Agency, New Paddy’s Clam House, New York, 
iieciess properly may be credited with the Chicago Metal Hose Names 4 Any Medi , e York, to handle its advertising.| restaurant chain, has selected Hen- 
1800, . . : +175 Cuicaco—Television, despite its| Newspapers, magazines, business| ry L. Davis Co., New York, to han- 
310.325 Wapenn.syr nd ee fine physique and, Pa nn nee L.. eee relatively limited pe IO ta al-| Papers and direct mail will be|dle advertising. Newspapers and 
361.991 §*' one time, a string of newspapers. memes gt =, : , ; . used. Leonard F. Fellman & Asso-| magazines are scheduled. 
967.111 BBut not (as in AA, Sept 12) with publications of McGraw-Hill In-| ready is proving itself a potent 
335,283 Bh. Detroit Daily teen . ternational Corp., and T. K. Wells,| sales weapon, Mortimer W. Loewi, 
11,767,621 a ., |formerly regional sales manager) director of the DuMont Televi- 
oars There never was a Detroit Daily| of the bellows division, have been sion Network. said last week 
News, according to records avail- appointed assistant to A. S. Keller, Mr. Loewi ‘aie the shetemens 
able, though there was a Detroit| vice-president in charge of sales|. ; dd 2 ten Dale al 
268,8% [Daily and there was, and of course|0f Chicago Metal Hose Corp., in an address, read in his absence 
283,819 a - Maywood, Ill. Mr. MeMillion will| by Alfred McQuillen, DuMont re- 
268569 pull is (and never owned by Mac- . : 
407.706 Mladden) the Detroit News. Mr.| %¢vote his time to sales develop- search director, before the Ad- 
372.103 Macfadd sented tts D t it ment and Mr. Wells will be in| vertising Executives Club. 
169,220 . adden .starte e oi |charge of special assignments. E.| “In evaluating television it must 
_ aly in 1929 and by early 1930/1, Hiter, district sales manager in| pe kept in mind that television’s 
31,122 Me evening paper had 64,492 cir-|the New York office, has been| ombination of moving picture 
291930 Miculation. named manager of sales of the ; : : 
179.112 is ed : sound and immediacy produces 
218.324 Long-time Macfadden employes eastern division. A. W. McGuire, P Ay 
2 ‘ ‘| regional sales manager of the ex-| 2" impact that extends television 
184,£ possibly because “Daily News” - er rae as an advertising medium into the 
504514 Mas | tically a Macfadden trade- | P22S!0 joint division, has been ro 
2,504,51 practically a actadden trade- | anpointed manager of sales of the realm of personal sales solicita- 
mark for a time, still refer to his! western division. tion. It makes the home the loca- 
tion of the point-of-sale presenta- 
274,893 tion and reduces follow-up per- 
= S sonal selling to a minimum,” Mr. 
399 ©21 — — eens , | Loewi said. l KC 
a “All surveys indicate that tele- E- 
1,302 4% -—>, A 10 YEAR RECORD OF PROGRESS >> + ot : fa di AM 6 O 3 
vision, in terms of (1) audience MC: : 
| a on) PEyy identification of sponsor, (2) re- FM 93.7 a 
oo — [ 27 membrance of and understanding — 
of the sales point of the commer- 
int ie cial, and (3) sales results produced, 
: 1e Milk Protein Factor To Help Children Grow Bigger and Stronger 8 WAYS has donates debapenataaian: taal 
| —_ > per person reached than any other 
ng Pow S Re, advertising medium,” he asserted. 
t, In Lives ' 
p = 148 To Morey, Humm & Johnstone 
108 997 Edward H. Blohm, formerly 
144 u with Picard Advertising Agency, 
4 592 has been appointed production 
79 473 j manager of Morey, Humm & John- 
stone, New York. 
6 2 Ask for latest Conlan report. 
a , 
ase 92 Appoints O'Connell Agency See how WSGN delivers more. 
503 «(680 ke Muralo Co., New York, has ; 
eS = named R. T. O’Connell Co., New Represented Nationally 
242 ot “ acces —_— ~« | York, to handle advertising for 
330° PHY IOLOGY POPULARIZED—A dramatic use of the health appeal, fea- | Water paint products in newspa- by Heedley-Reed 
266 181 Hin interesting physiological facts, eye-catchingly illustrated, characterized | Pers and business papers. 
888 yf “ar ental Baking’s new campaign on Wonder Bread, launched with a double 
a 716 ‘9 \dvertisement in the Chicago Tribune on Sept. 13. Ted Bates, Inc. is | Bangor Paper to Mulligan 
951 ‘ ency.(ADV.) The Daily Commercial, Bangor, 
as 576 Me., has appointed Ralph R. Mul- 
| J ligan as its national advertising 
167+ representative. 
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Hartman Places Glamur Test 


Hosid Products, Syracuse, N. Y., 
manufacturer of Glamur rug and 
upholstery cleanser, has named L. 
H. Hartman Co., New York, to 
handle its advertising. Full-page 
newspaper ads will break this 
month in selected test markets 
preparatory to a complete national 
campaign aimed at the spring 
house cleaning market next year. 


3-Year-Old Agency, 
Now Surf-less, Will 
Not Take Small Account 


By JacK GEHLE 


New YorK—Last week Day, 
Duke & Tarleton was unfettered 
by pessimism—or by accounts. 

Its president, William L. Day, 
told AA he is optimistic about new 
business pros- 
pects, and has 
no intention of 
jettisoning the 
agency’s policy 
of accepting 
only big time 
accounts. 

The only ac- 
count DDT has 
has serviced 
during its three- 
year existence 
was definitely 
big time—Lever 
Bros.’ Surf. But Surf was awarded 
to N. W. Ayer & Son in July 
(AA, July 18) as part of a major 
account switch which also sent 
Swan from Young & Rubicam to 
Batten, Barton, Durstine & Os- 
born. 

Mr. Day is sanguine about the 
loss of Surf. “‘As a matter of fact,” 
he told AA, “‘we’ve been promised 
more Lever business—but I don’t 
depend on promises.” 

DDT picked up Surf in March, 
1948 (AA, March 29), and intro- 
duced it in this country and Can- 
ada. Early this summer the com- 
pany told DDT that a larger agency 
was needed to handle the account. 


Fogarty Names Collings 

Earl L. Collings, formerly copy 
chief and account executive of 
Deuss-Gordon Advertising Agen- 
cy, has been named an account ex- 
ecutive and a member of the crea- 
tive staff of C. C. Fogarty Co., 
Chicago. 


William Day 


ry 


s Commenting on Lever’s decision 
for a larger agency, Mr. Day said 
that he had no disagreement with 
the company’s policy and that 
he would not generalize about the 
efficiency of large versus small 
agencies. He proudly added that 
DDT had attained the highest level 
of advertising effectiveness per 
dollar spent of any Lever account 
when it was placing Surf. 
Further citing the agency’s co- 
operation with Lever, Mr. Day 
told AA that when Lawrence 
Dampier, sales manager for Lever 
Bros. Ltd., Canada, was picking 


at ietaags? > : We rn 


.. and throughout the Northwest! It's a program with an average 
quarter-hour rating of 12.6! It's WCCO’s ‘‘Time Out for Sports’... 
10:25 to 10:30 p.m. Sunday through Friday, and 10:15 to 10:30 p.m. 
Saturday (following Cedric Adams). Better phone Radio Sales fast. 
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Day, Duke Unworried 
over Lack of Accounts 


an agency to replace DDT, he con- 
sulted the former Surf agency 
for advice. Mr. Day suggested that 
Canadian advertising for Surf be 
placed with J. Walter Thompson 
Co., and the company promptly 
switched on the strength of his 
advice. 


es Mr. Day, steeped in the folklore 
of agency business, has long been 
an advertising man. His career 
began as a young man of 21 when 
he landed his first job with the 
Welsbach Co., Gloucester, N. J., 
manufacturer of gas appliances. 
From there he became ad mana- 
ger of Fred Loeser Co., Brooklyn 
department store. 

His first major advertising job 
came as a sales representative for 
Curtis Publishing Co. in Philadel- 
phia, where he peddled space un- 
der the sharp eye of Bill Boyd, 
whom he describes as one of the 
smartest salesmen he’s ever known. 

From a background which in- 
cludes service as creative head of 
J. Walter Thompson, Mr. Day has 
definite and unwavering ideas on 
how agencies should function to 
bring top results for their clients. 
While admitting imperfections in 
most agency-client relationships, 
the principles which he holds have 
been formed with a long-range 
viewpoint for long-range success 
in the agency business. 


ws The president of Day, Duke & 
Tarleton believes that advertisers 
basically get off on the wrong foot 
with their agencies through being 
sold on an agency instead of buy- 
ing the services which it has to 
offer. Few advertisers maintain 
a “purchasing department” for 
agency services, he says, and just 
as few make agency selections as 
carefully as their purchasing 
agents do in buying raw materials 
for manufacture. 

If more advertisers, in Mr. Day’s 
opinion, would closely examine a 
prospective agency to determine 
whether or not it is equipped to 
give the type of service needed, 
there would be fewer account 
changes and more harmony in 
working up campaigns. 

He believes that too often ac- 
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» LEUERAL TOOL C’ OR?” 


_ DELUXE NUT CHOPPER es 


~ , gs . CHOPS FINE OR COARSE — 
- : PLASTIC BASE AND TOP | 


20¢ Self Liquidating 


nutchopper with metal top. 
Transparent Plastic cup base 
. chops fine or coarse. 


ER 
OUTSTANDING 
FEDERAL PREMIUMS 
AVAILABLE 


HOSTESSET— 
50c self liquidator 


ALUMINUM 
TUMBLERand 
COASTER— 


50c self liquidator 


SUNMASTER, JR. 
CLOTHESLINE— 


$2.00 self liquidator 


f ls 


CHEESE CUTTER— 
10c self liquidator 


SHORTENING 
MEASURE— 
25c self liquidator 


counts are awarded on the basi: 
of business-social arrangement: 
that make for strained relation- 
ships later, when the agency fail 
to produce the type of campaigi 
needed to sell the product. 


a Proper agency equipment, bot! 
in facilities and personnel, proper] 
sifted to reach the right combina 
tion for a particular advertiser’ 
needs, would eliminate man): 
costly account changes and pro- 
duce better selling campaigns, he 
says. 

When DDT was asked to sub- 
mit its bid for General Electric's 
air conditioning account last fall, 
Mr. Day gave GE a flat “no” so 
far as the agency’s interest was 
concerned. The agency wanted 
GE business but did not feel that 
it was equipped to provide the 
technical service needed in the 
amount of time available to pre- 
pare the opening campaign. DDT's 
policy of straightforward answers 
to GE’s inquiry, says Mr. Day, 
illusirates one of his basic philos- 
ophies on the agency business. 


# Another of his concepts is that 
no agency should misrepresent the 
service it is prepared to render. 
Nor should it misrepresent the 
type and ability of personnel on 
its payroll. If DDT did not have 
technical copywriters and _ idea 
men to promote air conditioning 
equipment, there was no point in 
selling a service which the prin- 
cipal felt could not be properly 
developed in time to satisfy the 
advertiser. 

When DDT receives a bid for 
an account, the agency invites the 
advertiser on a tour of its offices 
to meet its personnel, and the 
factors needed to service the ac- 
count are examined by both sides 
Mr. Day believes this examination 
is more important for success in 
producing ideas that sell the prod- 
uct than any presentation made 
by the agency without complete 
details of the advertiser’s busi- 
ness. 


we In reviewing qualifications 
needed by an agency head for 
directing a campaign, Mr. Day 
pegged the prime prerequisite as 
the ability to determine the client’s 
needs. He emphasized that the 
worth of the agency’s service is 
largely dependent upon a facility 
for seeing the client’s business 
through “advertising eyes.” 

As for DDT’s immediate future, 
Mr. Day declared that the agency) 
is financially sound and without 
outstanding debts. Although some 
of the clerical staff needed to Dill 
Lever has gone, all of the prin- 
cipals with whom the agency 
opened are still on the staff. 

Principals of the agency all 1 ink 
as vice-presidents. F. DuSossol! 
Duke, account executive, was 0r- 
merly advertising manage! 
Time and served in the Arm. as 
a colonel. John V. Tarleton. ar 
director, who became assoc ited 
with the agency following se vice 
with William Esty & Co., nee 
headed J. Stirling Getchell & Co. 
as president. Samuel H. W ber, 
general manager, was media © rec- 
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tor of William Carter & Co., } »ed- 
ham, Mass. 

Day, Duke & Tarleton vuld 
rather lose money without a ac 
count than with several sma ac 
counts on which no profit yuld 
be made. It considers highly 0™- 
petitive consumer products 10 
desirable for two reasons. 35u¢h 
product advertising, says Mr Day; 
brings greater agency profi’ 4° 
gives greater satisfaction b« aus 
results may be directly me: ureé 
in sales volume. 

Glidden Adds New Depar 1¢! 

The paint and varnish di si 
of Glidden Co., Cleveland h# 
established a graphic arts ane | 
sign finishes department wit oe , 

ynad 


C. Zahn, formerly with T. J. 


Co., as manager. 
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LESS THAN 1%-—Lane Ltd., New York 
cigaret and tobacco house, has success- 
fully introduced its new Lords cigarets 
with less than 1% nicotine (about one- 
half the nicotine of popular brands, Lane 
declares) in New England cities with 
newspaper ads like this one. Kiesewetter, 


& Baker, New York, is the 
agency. 


British Advertising 
in Publications Up 
40% in 2nd Quarter 


LONDON—With additional sup- 
plies of newsprint available, Brit- 
ish advertisers boosted their space 
advertising slightly more than 
40% during the second quarter of 
1949, compared with the same ’48 
period, Statistical Review reports. 

Total expenditures during the 
April-June quarter, the publica- 
tion estimates, amounted to £7,- 
472,450. Last year the comparable 
figure was £5,334,241. Increases 
were recorded among all types of 
media. 

Government advertising rose 
slightly, going from £425,911 in 
the "48 quarter to £426,231 this 
year. The Ministry of Food ac- 
counted for the biggest sum, £75,- 
184, followed by: National Sav- 
ings Committee, £68,528; British 
Railways, £62,380; production 
propaganda, £48,698, and Minis- 
try of Labor, £31,598. 


Wetterau 


« Advertisers of medicinal prod- 
ucts ranked far ahead of any other 
group during the quarter, invest- 
ing £418,711 in publication space. 
Although detailed figures for 
June were not yet available, Sta- 
tistical Review points out that 
monthly expenditures have grown 
steadily since January, with May 
20% ahead of that month. During 
the January-May period, com- 
pared with a year ago, London 
horning papers gained 42% in 
fotal advertising, while London 
‘vening papers were up 32%. Na- 
‘onal Sunday papers were up 
"|%: provincial dailies, 27%; pro- 
‘inc.al and suburban weeklies, 
4%: magazines, 22%; technical 
Publications, 138%, and trade pub- 
fications, 10%. Government ad- 
‘rii:ing is up from 6% in maga- 
‘nes to as much as 57% in pro- 
neil and suburban weeklies, 
ut o £35% and 38%, respectively, 
‘ ths trade and technical pub- 
lcatic ns, 


Onsanto Promotes Two 


San Mullin has been appointed 
lanager of special products 
western division of Mon- 
-hemical Co., Seattle, and 
Galber has been named 
nanager of adhesives. Mr. 

was formerly assistant 
anager of the division, and 
ilber was director of sales 
ment for adhesives. 


' Co. Names Sullivan 


d Paper Co., Lyons Falls, 

has appointed Edward J. 
‘n, formerly on the sales 
f Oxford Paper Co., as east- 
les manager with headquar- 
n New York. His appoint- 
iS part of an expanded sales 
service program. 


U. S. Group Buys 
India Newspaper 


NEw YorK—The controlling in- 
terest in The Civil & Military Ga- 
zette, daily newspaper of Lahore 
and Karachi, Pakistan, has been 
purchased by an American syndi- 
cate, it has been announced by 
Leo J. Margolin, syndicate mem- 
ber and agent in negotiating the 
sale. 

Mr. Margolin, formerly with the 


New York Herald Tribune and 
Times, is head of the Clartex 
Corp., New York, American rep- 
resentative for foreign newspa- 
pers. 

Described as the oldest English 
language daily in Pakistan, The 
Civil & Military Gazette will be 
operated, he said, “to promote good 
will and business relationships be- 
tween the people of the United 
States and the people of Pakistan, 
India and all of Asia.” 

Mr. Margolin also reported that 


the syndicate intends to purchase 
newspapers in India and in other 
places in Asia. As with the Paki- 
stan paper, other papers acquired 
will be managed by American 
business men. 


Manz Corp. Appoints Cline 


Manz Corp., Chicago, has ap- 
pointed Jack V. Cline director of 
its art, creative and planning di- 
vision. He was formerly art di- 
rector of Sears, Roebuck & Co.’s 
promotional display and packag- 


Chicago. 


ing departments, and for the past 
three years has been associated 
with the Nugent-Graham Studios, 
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| Month after month, year after year, SALES MANAGEMENT'S “High Spot 
) Cities’? have reported percentage gains in retail sales estimates... current 

month vs. 1939...with Rockford leading all listed markets in Illinois. Out 

of the last 42 monthly reports, (including July 1, 1949) Rockford has been in 

first place 41 times, second place, once. Holy Smoke, what a record! Proof 

| positive that your advertising dollar will do the best job in Rockford where 

ee you can reach 77,680 families daily, (with Sunday issue, 87,723). 
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‘Madman’ Muntz Really 
Merits Another Label 


Aided by Mike Shore, 
He Promotes His Way 
to Big TV Set Sales 


By Bruce BRADWAY 


Curcaco—“Madman” Muntz, 
who parlayed six used cars into 
a $9,000,000 business in three 
years, is making a determined bid 
to duplicate the feat in the tele- 
vision business. 

And Californians, who have had 
a respite from the zany, flamboy- 
ant “Madman” Muntz promotion 
for severai short years, now are 
getting the fully perfected tech- 
nique, as are the citizens of other 
large cities across the country. 

For when Muntz moves into a 
market, most of the inhabitants 
know about it—quickly. Fleets of 
skywriting planes scrawl the news 
over the entire sky in an apparent 
attempt to leave as little space as 
possible for the sunshine. 

Newspaper ads herald the ar- 
rival of “the incredible Muntz 
TV... The revolution in television 
has begun.” Radio spots repeatedly 
tell listeners how a phone call will 
bring a “factory technician” to the 
house for a demonstration—within 
an hour after the phone call. 


es And according to the local rep- 
resentatives in various markets, the 
response in almost every case has 
been “highly satisfactory” or bet- 
ter, even though Muntz headquar- 
ters maintains an official poker 
face. 

Earl William Muntz, as his El- 
gin, Ill., teachers knew him, doesn’t 
look like a madman—doesn’t act 
like one either. He delights in 
wearing flashy bow ties, two-tone 
sport coats and suits with a Holly- 
wood cut, but he speaks softly and 
thinks methodically. 

While he is amply proportioned, 
he is not impressive in the manner 
one usually associates with a per- 
son heading a dealer organization 
with annual sales of close to $50,- 
000,000, although his 130 Kaiser- 
Frazer dealers reportedly did that 
volume when Muntz had two K- 
F distributorships. 


s Born in 1914, Muntz got his first 
taste of selling when he left school 
to work for his father, who had a 
radio business. Young Muntz push- 
ed a good many Elgin doorbells 
selling radios “direct to consumer” 
before he decided there were easier 
ways of making money. 

At the age of 20 he opened a 
used car lot. The venture was 
never a sensational success, de- 
spite the fact that he opened a 
branch in Woodstock, Il1l., in hopes 
of tapping a few dollars in that 
area. He had a Chrysler agency 
by 1937, but spent muth of his 
spare time building and racing 
“Muntz Specials.” 

Muntz thoroughly enjoyed build- 
ing and driving racing cars—so 
much so that his business suffered. 
He apparently came to the con- 
clusion that the people of Elgin 
were not going to give him much 
assistance in building a fortune 
and closed his business in 1941. 


e However, the situation wasn’t 
too different in Glendale, where he 
opened a used car business with 
six cars. In the entire first month 
he was in business he didn’t sell 
a car, and had to give his landlord 
an auto in order to pay the rent. 
There were a large number of used 
car lots in the Los Angeles area at 
the time and Muntz was just an- 
other car dealer—until he met 
Mike Shore in 1943. 

Mike Shore had some ideas on 
building automobile dealers. Be- 
fore he was 21 he had turned a 


New York dealer named Tony Hol- 
zer into the “Smiling Irishman” 
through calculated zany and flam- 
boyant advertising. In 1939 he 
moved out to California, dabbled 
in advertising and produced a 
number of motion picture shorts 
on his own. 

The 29-year-old Muntz liked 
Shore’s proposal for building up 
the business, and although Michael 
was four years his junior, Muntz 
gambled the remainder of his 
funds on a spot radio promotion 
designed to bring people into his 
lot. 


s Starting with a girl’s trio sing- 
ing “Save with M-U-N-T-Z,” the 
spots were aired on 13 Southern 
California radio stations. In a short 
time, they were heard more than 
100 times a day. The theme and 
variations repeated the contention 
that “never in the industry have 
used cars sold so rapidly as at 
Muntz.” 

Browbeating jingles were almost 
always followed by snatches of 
conversations designed to build up 
the impression that Muntz bought 
and sold cars with mad, carefree 
abandon. Posters and newspaper 


MUNTZ AND SHORE—“Madman” Muntz 
and Michael Shore stand behind their 
simplified control television set with the 
Napoleonic caricature trademark on the 
screen. Photo by Wergeles for Newsweek. 


ads also were used to familiarize 
Angelenos with “Madman” Muntz. 

One of the early posters cari- 
catured Muntz as a_e scrawny, 
spindly-legged Napoleon, decked 
out in red flannels, cowboy boots, 
Napoleonic hat with the initial 
“M” on the front, and a challeng- 
ing hand-on-chest stance. 

Shore pulled out all stops in 
writing attention-getting copy. 
Typical was the poster showing 
the French emperor caricature 
(which became the Muntz trade- 
mark) shouting “I wanna give 
‘em away, but Mrs. Muntz won’t 
let me. She’s crazy.” 


ws Another headline blazoned: “I 
buy ’em retail, sell ’em wholesale. 
More’ fun that way.” Still others 
screamed: “You look terrible be- 
hind that wheel,” and “you too can 
be a wealthy pedestrian.” 

Despite the fact that the Los An- 
geles Better Business Bureau de- 
clared that Muntz “violated all the 
ethics of good advertising,” sales 
climbed to $150,000 a month and 
finally to $750,000 a month—all in 
the first six months of 1943. 

Mike Shore made some conces- 
sions to the Better Business Bu- 
reau, 

By early ’44, Muntz claims that 
his ads were costing about $40,- 
000 monthly, and his average 


NO AERIAL—In the Muntz TV ad 
copy and in the photograph of the 
company’s Washington headquarters 
(right) the words “no aerial” are 
given prominent display. In the picture 
of the rear of the same Washington 
headquarters (above), TV aerials are 
prominent. When asked for an ex- 
planation, Muntz sales people ex- 
plained that the building was in 
a bad location. 


monthly sales volume had climbed 
close to the $1,000,000 mark. 

After the groundwork had been 
laid, Shore decided to spend part 
of his time making movie shorts, 
and became vice-president of 
Audio Pictures Co. in 1944. Later 
on, partly as a result of his suc- 
cessful use of radio, he joined the 
Raymond R. Morgan agency as an 
account executive. 


Meanwhile, with the end of the 


war approaching, Muntz and Shore 
looked around for new profit pos- 
sibilities in automobiles. They 
knew that the relatively easy war- 
time cash *could not last forever 
and wanted some protection for 
their nest. 

A Kaiser-Frazer distributorship 
looked like a good bet, and when 
Joe Frazer came out to California 
in the summer of 1945, he got the 
top special Muntz-Shore § sales 
treatment. 


w His telephone rang constantly 
all day long. Each time he picked 
up the receiver, another Holly- 
wood star or celebrity would bend 
his ear with a plea that Muntz get 
the distributorship. 

Joe Frazer naturally enjoyed the 
dosage of celebrities, but he was 
more impressed with the ‘“Mad- 
man’s” sales methods, and Muntz 
got the Southern California dis- 
tributorship. 

Results were impressive enough 
to win the New York K-F dis- 
tributorship a year later, in the 
fall of 1946. By mid-1947, Muntz 
and his 130 dealers had built a vol- 
ume of about $4,000,000 a month 
and Shore was spending from $65,- 
000 to $70,000 monthly on ads. 
Earl claimed that he sold between 
30 new cars and 25 used cars from 
his own showrooms and lots each 
day. 

“Madman” Muntz had incorp- 
orated his Muntz Car Co. in Janu- 
ary, 1946, shortly after getting the 
Los Angeles K-F distributorship 
and just after his wife, Marjorie, 
won her divorce. Mike Shore be- 
came vice-president of the com- 


pany. 


ws The new, eastern operation, and 
the campaign involved, took most 
of Shore’s time. He dropped out of 
the Morgan agency late in 1946 
and resigned from Audio Pictures 
in 1947. 

Even though Muntz’ sales in- 
creased, there were continual dis- 
agreements on sales and advertis- 
ing methods between Muntz and 
Kaiser-Frazer. One of Muntz’ 
techniques was the establishment 
of ten-man sales teams, with a 
captain and two assistants on each 
team. All members worked on a 
percentage of profits and bonuses 
were given the high teams. And 
each month, the two low men were 
fired. One of the low men in 1947, 
incidentally, was reported to have 
earned nearly $900 in commis- 
sions. Muntz’ net profit in 1947 
was $700,000. 

And the outdoor posters and 


radio spots were built around the 
same calculated nonsense as form- 
erly. Muntz continued to sell cars 
at a dizzy pace, until February, 
1948, when Muntz’ Kaiser-Frazer 
franchises were canceled over the 
difference of opinion on how to 
sell cars. 

A month after K-F canceled the 
Muntz franchises, Earl Muntz an- 
nounced that he planned to open 
a chain of retail television stores. 
Before he had a chance to carry 
out his project, however, he wound 
up as president of a taxicab com- 
pany. 

The “Madman’s” decision to get 
into television had been made, 
however, and he didn’t wait very 
long before swinging into action. 
He had investigated a new set, 
designed and built by a TV en- 
gineer named Rex Wilson. The set 
was supposed to need no antenna, 
had one-half to two-thirds fewer 
parts than conventional sets and 
only three controls—an off-on but- 
ton, a channel selector and one- 
knob picture control. Muntz liked 
it and decided to build and sell 
the set from “factory showrooms,” 
eliminating the dealer organiza- 
tion. 


es By Nov. 23, 48, when the corp- 
oration was chartered, 200,000 of 


READY TO ROLL—Muntz TV “factory technicians” in their shiny white trucks 

outside the company’s New York headquarters, ready to serve prospects 

answer the newspaper ads and radto commercials. Formerly an A&P market 
building serves as a warehouse, sales office and showroom. 


the 1,000,000 shares of $1 par value 
common stock had been sold to his 
friends, including NBC Vice- 
President Sidney Strotz and his 
brother, Harold, who has since be- 
come a director of Muntz TV. 
Shore, who had started a Cali- 
fornia advertising agency late in 
1948, became vice-president of 
Muntz TV, although he had no 
stock interest. 

Mr. Strotz, who has been asso- 
ciated with Wilding Pictures Pro- 
ductions Inc. for about five years, 
last week resigned as Wilding 
vice-president to head Muntz TV’s 
West Coast development, giving 
particular attention at present to 
the company’s new Long Beach, 
Cal., sales outlet. 

Principal owners of Muntz TV 
are Earl Muntz and T. E. Court- 
ney, who heads the Northern IIli- 
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nois Corp., DeKalb, IIL, an autc- 
mobile finance company. It ay- 
pears likely that Mr. Courtneys 
company has provided financi:|| 
assistance for Muntz TV, which 
now is reported to be worth more 
than $500,000. 

Earl Muntz’ old friend, Bo» 
Hope, was interested in investing 
in the new television company ur - 
til this July, when he severed cor - 
nections, having become board 
chairman of DuMont’s West Coa + 
distributor, Quality TV Corp. 


’ 


= Muntz TV needed a factory ‘o 
manufacture its sets, and final y 
made arrangements to have them 
made in the Howard Radio Co. 
plant in Chicago. Howard, which 
filed a voluntary bankruptcy pe- 
tition on March 14, 1949, has 
leased most of its factory to Tele- 
Vogue Inc. for the purpose of mak- 
ing video sets. 

Tele-Vogue, an Illinois corpora- 
tion chartered on April 6, has 250,- 
000 shares of common stock. Muntz 
TV claims to own half of the com- 
pany, and Muntz TV investors are 
said to own the other half as in- 
dividuals. Tele-Vogue makes the 
sets which Muntz TV retails 
through its “factory showrooms.” 

Even before final details had 
been worked out between Howard 
Radio, Tele-Vogue and Muntz TV, 
Mike Shore and Earl Muntz 
opened their razzle dazzle promo- 
tion in Los Angeles. The campaign 
broke in Chicago in May after 
Muntz had moved his headquar- 
ters here and then moved in to 
New York in June, and later in the 
month broke in Boston, Detroit, 
Philadelphia, Washington and Bal- 
timore. Cleveland, St. Louis and 
Newark -were invaded during the 
summer months. 


ws In each city, the promotion has 
followed the same pattern. For 
about two weeks, skywriting 
planes streak the sky with smoke 
letters spelling Muntz TV. Large- 
space newspaper copy stridently 
shouts the campaign slogan, “Now, 
without cost or obligation, Muntz 
TV in your home tonight.” 

Spot radio announcements re- 
peat the news that “you can have 
the greatest TV development since 
television began in your home to- 
night.” A demonstration will 
prove, the newspaper and radio 
plugs declare, that with no aerial, 
no costly installation, Muntz TV 
will outpull, outplay and outper- 
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form many other receivers 
market. The reason the cost 
low, the ads continue, is be 
Muntz sells directly from th 
tory to you, without any dea! 

The punch line is the de 
tion that service men are rei 
install the set within an ho 
ter a prospect requests a d: 
stration. 

Sets are sold for cash or 
and customers pay a flat r: 
$4 monthly for service, wh 
supposed to include everyt! 
not excepting the picture 
Most of the sets work with« 
aerial, but when one is ni 
the service crew will install 
an additional $20. 

Despite the summer s 
fierce television price compe 
in New York and Mike S! 
dark hints of “trouble” from ! 
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[ONIGHT—“Muntz TV in your home to- 
nite,” say the newspaper ads used by 
Madman” Muntz and Mike Shore as they 
open up a new market. “The revolution 
in television has begun,” copy modestly 
tells readers, with the introduction of 
one-knob picture control. Muntz usually 
promises to have a set installed on a 
trial basis within an hour ofter receiving 
a prospect’s phone call. 


or video manufacturers, Muntz 
rV is said to have sold 666 sets in 
lew York and Newark areas with- 
n two weeks after entering the 
arkets. 

Recently, however, competition 
las been so stiff that the “Madman” 
as cut prices on two of the three 
ets in the line in some markets. 
is 12%” table model was reduced 
tom $269 to $219.50, and the 12%” 
onsolette from $299 to $249.50. 
he 10” table model now sells for 
179.50, as compared to its original 
rice of $199.50. 


In Philadelphia, the first news- 
aper ad pulled close to 100 leads, 
nd the 12%” table model has 
ten the most popular seller. In 
yetroit, Muntz sold 150 sets in the 
st three days of operation. 
Washington, where Muntz TV 
lade its debut late in June, pro- 
ded a mixed reception. About 
) people crowded into the sales- 
»m on the opening day and the 
‘phone rang constantly. Need- 
MS to say, the 20 salesmen and 20 
vic’ men were swamped. 
Despite the fact that the Muntz 
Hevi'ion promotion has been 
ore -onservative than the Muntz- 
hore auto advertising, the “Mad- 
fan” \as had a number of run-ins 
(th F etter Business Bureaus. 


The BBB’s in several cities 
‘ere Muntz and Shore are op- 
ang still are investigating the 
Ppa: y’s advertising claims on 
* “n) aerial needed” and “one 
° ieture control,” and have 
N@s far as to have the set in- 


im * by an expert technician, to 
mr ne just how “revolution- 


Yt e one-knob control actual- 


he findings have not been 
tublic. The investigations 
an * 
z recently has been the tar- 
lawsuit by George C. Gott, 
arges that Muntz mulcted 
of assets jointly held in a 
ship to make TV sets. 
1 lawyers deny this. The 
Pe ' as not come to trial. 


1949 


Another roadblock which is 
slowing up the Muntz “blitz” op- 
eration is the reported refusal of 
newspapers in some of the cities 
he has entered to carry his ads, 
although several have since re- 
lented. 

In addition, his attractive 21- 
year-old second wife, Diane, won 
a divorce from him Aug. 22. 

But such matters have not 
slowed down the Muntz-Shore 
team. Other cities soon will feel 
the effects of Muntz promotion, 
and, with a tentative 1949 budget 
of $1,000,000 for radio and $400,- 
000 for newspapers, there is suf- 
ficient cushion for a_ sustained 
campaign in all markets that have 
been entered. 

When Mike Shore moved to 
Chicago and established Michael 
Shore Advertising, he resigned as 
vice-president of Muntz TV, and 
now handles the account as his 
major client. 


While Shore declined to give 
any information on Muntz TV 
plans in markets where the com- 
pany has established showrooms 
and service crews, it is probable 
that repeat skywriting perform- 
ances, including the local Muntz 
TV phone number, and radio and 
TV shows will be used. 


# In Chicago, for example, the 
company sponsors “Between Us 
Girls,” a 15-minute song and chat- 
ter stanza on WBBM designed for 
the ladies. Muntz has two of the 
five weekday programs and Rob- 
ert Hall clothes has bought the 
other three days. 

And in Los Angeles, the com- 
pany sponsors “Pick a Winner,” 
a new 15-minute program on TV 
Station KNBH, Thursday eve- 
nings. The show uses three horse 
races on film, picturing the parade 
to the post to give home viewers 
an opportunity to select favorites. 


Joe Hernandez, sportscaster, pro- 
vides the narration during the run- 
ning of the race. One of the races 
is a photo finish, and the station 
will call a viewer to see if he can 
pick the winner. A jackpot of 
prizes goes to the successful guess- 
er. 

The latest series of newspaper 
ads, which broke in Chicago re- 
cently, still feature “Muntz TV in 
your home tonite,” but the “revo- 
lutionary” claim and the “direct- 
from-factory” lines have been 
dropped. The new phrase is 
“Muntz-to-you,” and four TV set 
models are illustrated. 

Despite the difficulties which 
Earl Muntz faces, the corporation 
is making money, its production 
exceeds 5,000 sets a month, its 
monthly sales have passed the 
$1,000,000 mark, and it now seems 
that Muntz, Shore and their as- 
sociates have another jackpot in 
the making. 
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ONE MINUTE 
T. V. FILM 
COMMERCIALS 


- 


PRICE INCLUDES 
Artful Production= 
Animated tricky 
titles— 

Effective 
Illustrations— 
With Off-screen 
voice and music. 


13309 South Wabash Ave., CHICAGO 
a HArrison 7-3395 


“SELECTIVE COVERAGE, 


to fit your sales problem... 


QUESTION: “What are the advantages of 
Pee Jay's three territorial editions ?”’ 


ANSWER: American Poultry Journal pioneered 
this service, offering three territorial editions as 


= shown above in Pee Jay’s map, to aid the adver- 
tiser who desired a select field for his products. As an adver- 
tiser you can buy a media that is “custom tailored” and espe- 
cially edited for your desired locale. Because of volume produc- 
tion, as part of a national publication now celebrating its 75th 
year, each territorial edition has editorial excellence no smaller 
publication can afford to match. However, local color is 
introduced in each edition to interest readers with special 


problems. 


You can buy one, two or all editions with the complete 
coverage reaching half a million high-income farmers and 
poultry raisers. “Sharp shoot’’ your message to hit the target 
ou select—with American Poultry Journal, the voice of the 
ree Billion Dollar Poultry Industry. 


SS ee ea ee 


QUESTION: “How can Pee Jay benefit ad- 
vertisers in the Eastern Edition?” 
ANSWER: The Eastern Edition of American 


Poultry Journal covers all the states bordering 
the Atlantic Ocean offering more than 160,000 


_ 


A.B.C. circulation. About 85% of this circulation is north of 
the Carolinas, therefore, it offers a large volume of concen- 

srry circulation where poultry raising is most inten- 
sive. The 17 states covered by the Eastern Edition account for 
33.3% of the national income from poultry and eggs. 


trated 


160,000 


medium for reachin 


tral states. 


*PHD Means POULTRY HATCHES DOLLARS 


QUESTION: “What does Pee Jay offer Cen- 
tral Edition advertisers ?”’ | 


ANSWER: The Central Edition of American 
Poultry Journal covers nine states. More than 

x ultry raisers read it, and more than 
90% of them are in the 6 northern states. Advertisers whose 
main trade area falls within these states can advertise in the 
Central Edition with profit because they can concentrate their 
efforts at a low cost in an area where 21.6% of all eggs (more 
than 40 million cases) are produced a year. 


QUESTION: “Why can Pee Jay best serve 
/ Western Edition advertisers ?” 


ANSWER: 42.7% of all chickens are raised in 
the Western Edition states. The best advertising 
the poultrymen who raise 
these chickens is the Western Edition of the American Poul- 
try Journal. The Western Edition covers all states west of the 
Mississippi River. Most of the 160,000 A.B.C. circulation is 
concentrated in the West North Central and West South Cen- 


AWE VOICE OF THE 3 BILLION DOLLAR PouLTRY INDUSTR 


ee: 


ADVERTISING REPRESENTATIVES 


New York —W. A. Barber & Assoc. 55 West 42nd Street Phone Longacre 4-6630 

Detroit — Hil. F. Best 131 W. Lafayette St. Phone Woodword 2-7298 

Minneapolis —J. P. Maloney Co. 1019 Northwestern Bank Bidg. Phone Atlantic 2229 
Les Angeles — Robt. W. Walker Co. 684 S. Lafayette Pl. Phone Drexel 4386 
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‘Anomaly’s’ Throttle Still 
Moot Question Among Fliers 

To the Editor: Dallas Wyant’s 
letter to the editor [Aug. 29] in 
which he states the opinion of a 
certain Maj. Bishop regarding 
changes of power settings of air- 
craft interested me greatly. To 
such an extent, in fact, that I feel 
compelled to reply with a few 
opinions of my own. 

Although I am only a captain, I 
feel that 17 years of flying has 
given me some measure of knowl- 
edge of aircraft overation. 


oe 
2° Be eT 


This department is a reader’s forum. Letters are welcome. 


According to the letter in ref- 
erence, the Maj. Bishop stated that 
a pilot never opens the throttle 
upon meeting a headwind because 
it would “tear the airplane to 
pieces.” Now, I strongly disagree 
with this. There is no reason for 
not using additional power to 
maintain a given ground speed 
when encountering stronger head- 
winds, provided the engine’s nor- 
mal operating procedures are ad- 
hered to. This, of course, involves 
the type of engine, etc. 

Using additional power will not 


No Fallen Arches 
in Keystone (ow . 


Salesmen don’t have to wear their arches to the 


nub in Keystone ... WMT gets around for them. 


The town itself isn’t much bigger than a statistic, 
but when added to the Big Rocks and Stone Cities 
and 1058 other towns and cities in WMTland, it 


becomes a part of one of the world’s most prosperous 


markets. 


The way to build a triumphal arch of sales into this 


area is clear: use WMT, Eastern Iowa’s only CBS 


outlet. 


Ask the Katz man for full details. 


5000 Watts 
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BASIC COLUMBIA NETWORK 
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tear an airplane to pieces. How- 
ever, increased power and airspeed 
in extremely turbulent air can 
impose excessive loads on the air- 
craft structure and under these 
conditions it is advisable to reduce 
the airspeed by a reduction in 
power setting. I’m quite sure this 
is what the Major meant. 

This type of letter as written by 
Mr. Wyant is precisely the type of 
writing that confuses and misin- 
forms those not familiar with air- 
craft. I’m of the opinion that Maj. 
Bishop should have been consulted 
further by the writer of the re- 
ferred letter while it was being 
written. 

Perhaps we can have a clarify- 
ing word or two from the Maj. 
Bishop in the interests of accuracy. 

Lynn H. MAYFIELD, 

Advertising Manager, M. Von- 

sen Co., Petaluma, Cal. 


Opening Throttle Depends 
on Amount of Turbulence 


To the Editor: Perhaps Texas’ 
turbulent tormadoes have Mr. 
Wyant and Maj. Bishop up in the 
air (AA, Aug. 29), for a pilot at- 
tempting to make schedule would 
indeed open the throttle if a head 
wind were all he encountered. 

Most civilian airplanes permit 
a rather wide variation in normal 
cruising throttle settings, known 
as the normal operating range. To 
save cumulative wear and tear on 
engines, to avoid excessive vibra- 
tion on airframe and perhaps pas- 
sengers and for greatest fuel econ- 
omy, pilots and airline operators 
prefer to operate their aircraft 
well below the yellow line, or 
maximum normal operating speed, 
which is the topmost point in the 
normal operating range. The pro- 
cedure also permits schedule ad- 
justments where necessary. 

An increasing head wind, as 
such, is simply an accelerated 
movement of an air mass and, at 
altitudes of from 5,000’ upwards, 
usually contains no turbulence. A 
pilot taking off from San Antonio 
for Dallas under a no-wind condi- 
tion and who was advised over 
Austin of a 10 mile per hour 
“head,” or north, wind could easily 
open his throttle toward maximum 
cruise, but still well within it, in- 
crease his indicated air speed 10 
miles per hour and make Dallas 
on the nose. 

Of course, where heavy turbu- 
lence was present (but many are 
the air mass movements where it’s 
not) he would reduce his throttle 
setting, and his air speed along 
with it, to avoid hitting gusts at a 
speed which, in combination with 
the gust velocity, might seriously 
overload the wings and cause 
structural failure—a set of condi- 
tions which led to the crash of a 
new airliner in Minnesota last 
year. Or he would, if circum- 
stances permitted, seek a flight 
level containing more favorable 
winds. 

This undoubtedly will also set- 
tle the question of whether or not 
to increase advertising budgets. 

RoBert O. LEONARD, 

Public Relations Director, 

Western Pine Association, 

Portland, Ore. 


Says Norda Set Pattern 


To the Editor: If you can’t make 
that better mousetrap, maybe just 
a lee-e-tle changing of somebody 
else’s mousetrap... 

Almost three years ago now we 
started a campaign for our client, 
Norda Essential Oil & Chemical 
Co. The first advertisement, years 
ago, used the theme “Norda Makes 
Good Scents” (it’s been registered 
a long time). Since then, we have 
added the themes, “Norda ‘Makes 


Selling Scents,” “Norda Makes 
Sales Scents,” and used them wide- 
ly. 

Each advertisement, since the 
beginning, has used a distinctive 
art and layout treatment, com- 
bining whimsy, humor, and hard, 
hard selling in quite different and 
unusual ways. 

The Norda advertising has been 
effective. It has helped sales. It 
has spread the Norda story in 
profitable places. It has been the 
most discussed advertising in the 
industry. 

And the most envied, it might 
seem ... because recently we have 
seen pronounced evidence that 
Norda advertising has set a pattern 
that others like. 

Copy, artwork, particular phrases, 
the whole tone of Norda’s distinc- 
tive advertising seem to have been 
“borrowed” extensively. Such a 
similarity—this recent resemblance 
to a whole advertising pitch that 
Norda established years ago, and 
has used successfully and con- 
stantly since—must be more than 
coincidence. 

Nobody really minds, though. 
After all, imitation is you know 
what... 

RALPH BENNETT, 

Creative Director, Fred Gard- 

ner Co., New York. 


Recommends Demonstration 
of Quiet for Television Fan 

To the Editor: In re and follow- 
ing up your mention of Lewyt and 
the new Video-Pak television in- 
terference eliminator, I should like 
to advise your television fan friend 
that he really needs a Lewyt. For 
Lewyt is the vacuum cleaner that’s 
so quiet in operation that his wife 
can vacuum while he listens to the 
radio, carries on telephone conver- 
sations, and yes, watches televi- 
sion. 

A demonstration of the Lewyt 
would convince him of Lewyt’s 
quiet operation. It might, thereby, 
save any possible homicide in his 
home life! 

DONALD B. SMITH, 

Sales Promotion Manager, 

Lewyt Corp., Brooklyn. 
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Middle Alley Still Open 
To the Editor: Now that Buick 
is priced right down my alley and 
Plymouth is value-wise right up 
my alley—who’s selling the middle 
alley? 
Ep CARLIN, 
Philadelphia. 


Finds Startling Similarity 
in Mass. Poster Pair 

To the Editor: I thought you 
might be interested in this trans- 
parency I recently snapped near 
my home in Everett. I was sur- 
prised at the similarity of these 
contiguous boards, when I listed 
the points that were alike. The 
posters are similar in these re- 
spects: 

1. Each girl is lying on her 
stomach. 

2. Both figures aim at lower left 
corner. 

3. The girls are propped up on 
their elbows. 

4. Each girl is smiling at you. 

5. Each girl is holding a bottle 
in her right hand. 

6. They are both wearing two- 
piece, light colored bathing suits. 

7. Both figures are casting shad- 
ows in the lower left hand corner. 

8. Both posters have white back- 
grounds. 

Last, but not least, both have 
glasses in their left hands, ale in 
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one, and sun in the other. 
WILLIAM J. CUMMINGS, 
Art Director, Doremus & Co., 
Boston. 
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The sun never sets on 
Marion Shovels 


The world’s largest producer 
of power shovels is the Marion 
Power Shovel Co. It’s the 
“Empire State Building,” the 
“Yankee Stadium,” the “Pacific 
Ocean” of them all. This com- 
pany and dozens of others have 
made it possible for 74% of our 
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Three-Fold Plan 
Helps Push Both 
Sales, Job Rolls 


Pacific Mills Combines 
Research, Ads, All-Out 
Promotion to Customers 


New YorK—What research, plus 
advertising, plus sales promotion 
at the retail level can do to main- 
tain national sales, as well as em- 
ployment in a manufacturing com- 
munity, is exemplified in the re- 
cent experience of Pacific Mills’ 
worsted division, whose largest 
manufacturing unit is at Lawrence, 
Mass. 

Early this year business began 
to slump in woolen fabrics, par- 
ticularly in worsted fabrics. Mills 
began working on short schedules 
of one shift, three days a week. 
Most mills cut prices. 

On Aug. 7, the Lawrence Sun in 
a Page 1 story stated: “With the 
federal government planning meas- 
ures for the relief of serious un- 
employment in New England and 
the entire woolen and worsted in- 
dustry suffering its worst slump 
in a ten-year period, the local 
plant of Pacific Mills stood out last 
week as the one bright spot in the 
local textile picture. With the third 
shift resuming full operations, 
over 3,100 workers were at their 
jobs and the mill was running 90% 
of capacity. 


s “It probably will come as sur- 
prising news to most people in 
Lawrence,” the newspaper said, 
‘to learn that the normal force 
was never laid off at Pacific Mills, 
and that there was but a period 
of four to six weeks when some 
staggering was necessary. Even 
then at least 50% of the total 
working force was kept on the job. 
At the first upswing of business, 
the remaining Pacific employes 
were called back until today the 
plant provides jobs for 90% of the 
working force employed at the 
peak of operations.” 

The key to the success of the 
company’s operations, AA has 
learned, is a three-point program 
ieveloped over the past few years. 

This program consists of (1) 
extensive research in the develop- 
ment of improved fabrics; (2) 
selective consumer and dealer ad- 
Vertising; and (3) consistent sales 
promotion directed at the custom- 
trs of the mill’s customers. 


« The company’s research, headed 
‘by Harold Leach, who is recog- 
lized as one of the leading tech- 
cians in the industry, has de- 
veloped many improvements in 
Worsted fabrics, notably, in 1947, 
me Pacifixed process which makes 
l’abr'es washable and non-shrink- 
ng, and the process of controlled 
Yam eter yarn, which gives a more 
"ven fiber and better feel to fab- 
hes. Recently it developed what is 
‘ov n as a new stabilized process, 
whic. is said to offer greater re- 
‘istai ce to wrinkling, stains and 
‘Orin ‘ing. This process is confined 
‘| pi sent to a limited group of 
‘om: a’s wear fabrics. 

Th advertising part of the pro- 
Fram consists of copy in consumer 
Nae ines, newspapers and busi- 
‘ss papers. For the most part, 
US| seasonal promotion planned 
junction with leading cloth- 
inufacturers and retail stores. 
ot, however, cooperative ad- 
ng in any sense—Pacific 
Pays ‘he bill. It features men’s and 
‘on “n’s garments made of Pacific 
ill. worsted fabrics. 
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Aout three to four weeks be- 


*re Easter in the spring, and after 
“6 r Day in the fall, the com- 


pany merchandises its forthcom- 
ing consumer advertising in the 
trade press. It uses full-page ads 
in such publications as Women’s 
Wear Daily and Daily News Rec- 
ord to announce its new seasonal 
consumer advertising. 

The latter consists of full-color 
pages in such magazines as Charm, 
Glamour, Harper’s Bazaar, Made- 
moiselle, Parents’ Magazine and 
Vogue. To cover the men’s field, 
The Saturday Evening Post and 
magazine sections of Sunday news- 
papers are used. Also once each 
season black and white ads are 
run in newspapers of 25 or 30 key 
cities. These consist of full pages 
and 1,200-line ads. 

Through cooperation with local 
newspapers many retailers are tied 
in with these ads and either run 
their own copy along with the 
Pacific Mills advertisements or as 
follow-up copy. ‘ 

The advertising is handled by 
Williams & Saylor, which has 
handled all advertising and pro- 
motional material for Pacific Mills 
since the early 1920’s, when the 


company’s advertising budget for 
space was $25,000. Today the 
amount spent for space is close 
to $1,000,000. 


w The third feature of the com- 
pany’s program that has helped it 
to operate at near capacity is its 
sales promotion. This consists of 
direct mail advertising, for itself, 
for manufacturers to whom it 
sells, and for or to retailers who 
are the customers of its customers. 
Pacific Mills maintains a staff ot 
field promotion men who make 
calls regularly on its customers’ 
customers. These promotion men 
work with retailers all over the 
country on merchandising, tech- 
nical, advertising, and sometimes 
personal problems. 

Results of this three-fold pro- 
gram have been constructive in 
three ways: Production and sales 
have been stepped up; dealer re- 
lations and consumer acceptance 
have improved, and employe re- 
lations and community backing 
have become more satisfactory. 

Credit for creation of the pro- 


gram is given to E. Dean Walen, 
Ist vice-president in charge of 
the company’s woolen and worsted 
manufacturing and sales; W. E. 
Plaisted, 2nd vice-president and 
general manager of woolen and 
worsted operations, and Mr. Leach, 
the research director. 
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Brosius Names Murray 


John C. Murray, formerly with 
Republic Steel Corp., Youngstown, 
has been named general sales man- 
ager of Edgar E. Brosius Co., Pitts- 
burgh. He will make his head- 
quarters in the company’s plant 
in Sharpsburg, Pa. 
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SPONSORED BY THE PREMIUM ADVERTISING ASSOCIATION OF AMERICA 
‘THE NEW YORK PREMIUM CLUB - 


HOME: 


Meeting Place for Decision-Makers 


S in the home that needs and 


wants arise. 


It’s in the home that decisions to 
buy are made—on everything from 
toothpaste to television sets, towels 


to tires. 


It’s in the home that brand prefer- 
ences are built—through experience, 
reputation, word-of-mouth conversa- 


America's £2 Rint of Sale , 


A SCREENED MARKET OF MORE THAN 3,000,000 BETTER HOMES 


tion and advertising. 
That’s why Better Homes & Gardens 


is truly “America’s Ist Point of Sale.” 


use it goes directly to 


because of its unique standing with 


readers. 


Unlike any other magazine with that 
much circulation, it gives them 100% 
pure Service content on the topics 
that interest them most—ways to im- 


prove the home and enjoy better living. 


It spurs them to action by suggesting 
that they do things—and have things 
—that are modern, worth-while, bene- 
ficial to the whole family. And siace 
these things involve the spending of 
money, America’s First Service Mag- 
azine opens the reader’s mind to the 
buying impulse. 

It you’d like to have this impulse 
directed toward your product in three- 
million-plus select homes, sit down 
for fifteen minutes with a Better 
Homes & Gardens representative. 


P.S. Fora real ask the BH&G 
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Joins Clark & Rickerd 


Henry J. Claire, formerly as- 
sistant production supervisor of 
McGraw-Hill Book Co., New York, 
has joined Clark & Rickerd, De- 
troit agency, as assistant produc- 
tion manager. 


Tilo Rooting to Lindsay 
Lindsay Advertising Agency, 
New Hayen, Conn., has been re- 
tained to handle the advertising 
= Tilo Roofing Co., Stratford, 
onn. 


Materne Joins ABC Sales 


William M. Materne has joined 
the network sales staff of Ameri- 
can Broadcasting Co., New York. 
He formerly was on the sales 
staff of the Mutual Broadcasting 
System. 


Weaver Joins MacLaren 


Ernest G. L. Weaver, formerly 
with Walsh Advertising Co., To- 
ronto, has joined the Montreal of- 
fice of MacLaren Advertising Co. 
as an account executive. 
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San Diego 

Retail Drug 

advertisers 


give 91% 


to the UNION 
and TRIBUNE-SUN 


preference 


HERE is an excellent guide for national adver- 
tisers in any field! Media Records of retail drug 
advertising prove that it is both safe and wise to 
concentrate your San Diego newspaper campaign 
in the San Diego Union and Tribune-Sun. Get 
greater impact for your sales message by making 


just one ‘“‘buy’’... follow 
the lead of retailers who 
are analyzing results of 
store sales daily! 


Ask the West- 


The UNION and TRIBUNE-SUN 


carried 213,980 lines of retail 
drug advertising the first 6 
months of 1949... 91%! That's 
leadership. 


Holliday Man! 


"News with Partiality to Non 
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San 


UNION and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago + Denver + Seattle - 


Portland + San Francisco + Los Angeles 


_ 


A 5,000 W 
1420 Ke, 


F M 47 Kw. 
103.7 Me, 


the No. 1 Network 


Monday through Sunday . . morn- 
ing, afternoon, evening . . WOC 
Hooper Ratings average as much 
as 5.9 points higher than the na- 
tional averages for the same pro- 
rams. That's the story told by the 
ast Fall-Winter Quad-City and Com- 
prehensive Hooper Reports. Thus 
WOC gives NBC Network and 
on advertisers bonus audiences in 
this wealthy industrial area . . proof 
of the listener-loyalty that makes 
WOC the Quad-Cities'’ FIRST 
station. 
Col. B. J. Palmer, President 
Ernest Sanders, Manager 


DAVENPORT, IOWA 


S 
FIRST in tHe 


DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE 


Basic Affiliate of NBC, 


C.P. 22.9 Kw. visvol 
and ayrol, Channel 5 


Sept. 17-20. Mail Advertising Service 
Association International convention, Con- 
gress Hotel, Chicago. 

Sept. 18-20. Tenth district, Advertising 
Federation of America, Biltmore Hotel, 
Oklahoma City, Okla. 

Sept. 18-20. New York State Publishers 
Association, annual meeting, White Face 
Inn, Lake Placid, N. Y. 

Sept. 21-23. Direct Mail Advertising 
Association, annual conference, Congress 
Hotel, Chicago. 

Sept. 26-30. Premium Advertising As- 
sociation of America, annual Premiums 
& Advertising Specialties Exposition, 
7ist Regiment Armory, New York. 

Sept. 29-30. Newspaper Advertising 
Managers’ Association of Eastern Canada, 
second annual convention, Mount Royal 
Hotel, Montreal. 

Sept. 30-Oct 2. Inter-City Conference 
of Women’s Advertising Clubs, Cleveland. 

Oct. 4-5. Annual eastern conference of 
American Association of Advertising 
Agencies, Hotel Roosevelt, New York. 

Oct. 6. Export Advertising Association, 
first annual convention on international 
advertising, Hotel Biltmore, New York. 

Oct. 10-11. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 10-12. Association of National Ad- 
vertisers, annual meeting, Waldorf-As- 
toria, New York. 

Oct. 17-18. Inland Daily Press Associa- 
tion annual meeting, Congress Hotel, 
Chicago. 

Oct. 18-19. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Association, Chicago. 

Oct. 19-21. Association of Canadian Ad- 
vertisers, 35th annual convention, Royal 
York Hotel, Toronto. 

Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, 
Edgewater Beach Hotel, Chicago. 

Oct. 20-21, Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 


Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 
Tex. 


Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 

Nov. 4-5. Sixth district, Advertising 
Federation of America, Racine, Wis. 


Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 


Nov. 13-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 
cago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 


Tele-tone to Spend 
More in Fall Drive 


New YorK—Tele-tone Radio 
Corp.’s biggest advertising cam- 
paign will promote its 1950 line 
of television sets. Expenditures 
this fall will be up 70% over last 
fall. 

Timing of the drive, to be han- 
dled by Moore & Hamm, will de- 
pend on shipment of new models. 
The ’50 line includes ten sets and 
features a 10” receiver priced at 
$149.95 and a 12%” set at $199.95 
—the lowest Tele-tone prices yet 
for those screen size categories. 
Prices range up to a $319 receiver 
with a 16” screen. 

One-minute film spots are be- 
ing tested on three Detroit video 
stations, preliminary to breaking 
them in other cities. The company 
will support the television promo- 
tion with radio announcements and 
newspaper copy. Tele-tone’s ad- 
vertising will be localized on a 
market-to-market basis as the 
dealers’ supply of new sets ar- 
rives. 


Canadian Admen Elect 


William C. Stannard, vice-pres- 
ident and general manager of the 
Snap Co., has been elected pres- 
ident of the Canadian Advertis- 
ing and Sales Federation. Other 
officers are: Vice-presidents, 
Graeme Fraser, Harold Donahue, 
Clarke Simpkins, Cecilia Long, and 
N. Roy Perry; secretary, Lloyd 
Kenney, and treasurer, Lockhart 
Johnson. 


NBC Is 37th Taking 
Hooper TV Service 


New YorK—National Broadcast- 
ing Co. is the 37th subscriber to 
sign for C. E. Hooper Inc.’s TV 
network ratings. Publication of 
this service started in June with 
17 subscribers. 

Viewers in 36 cities were cov- 
ered in the current report. The 
September report, due Oct. 23, will 
show audience composition and 
total lookers per set by hours. 

Subscribers to TV-network 
Hooperatings: 

N. W. Ayer & Son; Batten, Barton, 
Durstine & Osborn; Buchanan & Co.; 
Biow Co.; Campbeli-Ewald Co.; Dancer- 
Fitzgerald-Sample; William Esty Co.; 
Foote, Cone & Belding; Geyer, Newell 
& Ganger; Kudner Agency; Lennen & 
Mitchell; Marschalk & Pratt Co.; New- 
ell-Emmett Co.; Ruthrauff & Ryan; Sul- 
livan, Stauffer, Colwell & Bayles. 

Borden Co.; Brown & Williamson To- 
bacco Corp.; Chrysler Corp.; Colgate- 
Palmolive-Peet Co.; Electric Auto-Lite 
Co.; Firestone Tire & Rubber Co.; Gen- 
eral Mills; Goodrich Rubber Co.; House- 
hold Finance Corp.; S. C. Johnson & 
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Son; Lever Bros. Co.; P. Lorillard C: ; 
Macfadden Publications; Quaker Osz's 
Co.; Radio Corp. of America; Texas C: . 
United Cigar-Whelan Stores. 

National Broadcasting Co.; Statio 
CBL, KSTP and WBAP; TransAmeric. » 
Broadcasting & TV. 


Hair Joins Cole & Mason 

Thomas R. Hair Jr., former y 
with Phoenix Mutual Life Insw: - 
ance Co., has joined Cole & Maso», 
Chicago, publishers’ representativ e. 


Jet black and waterproof 
Craftint New “66” Drawing 
Ink is second to none. It flows $ 
evenly — covers well ond is 
permenent. 

At your dealer or write direct. 


CRAETINT 

NEW +66" 

JET BLACK 
DRAWING INK 


@ The Courier-Express reaches 
those who must be sold to sell 
the Buffalo area. And it reaches 
them more economically. That is 
why its general (national) linage 
has increased 71% in the last ten 
years while its competition 
gained 51%. 


Remember, your dollar in the 
Courier-Express buys greater im- 
pact on the families with more 
money to BUY your products. 


Representatives 
Osborn, Seolare., Meeker & Scott” 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings we. 


207 North Michigan, Chicago 
FRanklin 2-5854 
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ATTRACTS PROSPECTS—Mid States Trailer 

Sales Inc., Chicago, through M. Glen 

Miller Advertising, has attracted plenty of 

ottention with this 40’ painted sign near 

co Cook County Trailer Sales lot in the 
Chicago area. 


U. S. Magazines 
Sell Well Abroad, 
Says Malcolm Muir 


New YorkK—Of many American 
advertising and publishing men re- 
turning from overseas business 
trips, Malcolm Muir, president and 
155 chairman of the editorial board of 

Newsweek, was the first to report 

on sales of U. S. publications and 

the newspaper industry abroad. He 

completed a two months’ investi- 

gation of foreign publishing in- 
eaches @oustries and of Newsweek’s inter- 
: il national edition’s operation. 

oO se “Leading American magazines, 
reaches B:lthough on restricted sales in 
That is @2urope, are a familiar sight at 
li every railway stand, boulevard 
Amare Biiosk, and news store in Great 
last ten @pritain and the Continent,” re- 
etition §rted Mr. Muir. He pointed out 

that the wide distribution in Eu- 

rope shows the interest of informed 
-in the Europeans in the American point 

3 of view. 

ater 1m-@ Mr. Muir rated the newspaper 
h more §industry in England as in excellent 
lucts. shape. He noted that, while British 
papers have been granted an in- 
crease in newsprint during the past 
year, they have not engaged in 
costly circulation competition. He 
doesn’t think the commission which 
the labor government has sug- 
gested be established by the papers 
for controlling and policing them- 
elves can succeed. 

In the magazine industry, Mr. 
Muir pointed out, magazine sales 
increased in England until candy 
fationing was removed; then 
sweets claimed a larger share of 
the consumer’s buying power and 
magazine sales dipped. Candy ra- 
toning has been reimposed, and 
Magazines sales are expected to 
dimb again. 


tirchild Appoints Smith 


Warren R. Smith has been ap- 
hinted director of public relations 
‘nd assistant to the president of 
Pair hild Engine & Airplane Corp., 
ae rstown, Md. The public re- 
atlons activities have been moved 
itm New York to Hagerstown. He 
Minel the Fairchild Aircraft di- 
"slo: in 1946 as divisional di- 
recto’ of public relations and as- 
‘start to the vice-president and 
pne: al manager. 


igis:'n Account to JWT 


Th California Raisin Advisory 
“arc a recently established grow- 
's' ( ganization, has appointed J. 
alte Thompson Co., San Fran- 
“sco. “to handle raisin promotion 
"Sa ‘urther means of stabilizing 
he ndustry and its markets 
_— thout the world.” Gerald F. 
hor as Advertising Agency, Fres- 
°, as been appointed to han- 
‘€r gional relations in the raisin 


g 0 POW ng area. 


%n International Silver 

Fr nk Pollitt, formerly on the 
rt taff of Ferres Advertising 
h Tv +e, Hamilton, Ont., has joined 
“€ dvertising department of In- 
Tm: ‘ional Silver Co. of Canada, 
am ton. 


Hauptman Adds Two Accounts 


Racon Electric Co., manufac- 
turer of public address equip- 
ment, and Daleo Enterprises, mak- 
er of television cabinets, both New 
York, have appointed H. W. 
Hauptman Co., New York, to han- 
dle their advertising. Business 
papers and direct mail will be 


POP U LATION: 1910—1,938. . . 1920—4,051 
.- - 1930—20,520 .. . 1940 —31,853 . . . 1947—55,000 


and now over 
CITY ZONE ABC PAR. 28 


LE fOr BO RE 


Two Appoint Artwil Agency 


Artwil Co., New York agency, 
has been named to handle a cam- 
paign in general and women’s mag- 
azines for Kenwood Books Inc., 
publisher. Annadear of New York, 
mail order women’s fashions, also 
has appointed the agency to direct 
its advertising, using newspaper 
supplements and magazines. 


‘Journal’ Names Biggers 


George C. Biggers Jr. has been 
named assistant manager of the 
general advertising department of 
the Atlanta Journal. He has been 
with the newspaper for a num- . a if 
— of years, working Bg ~ , dite i ee ai eat) 
culation department an ret 
a conecal’ Gieaiiae inde TEXAS DAILY PRESS LEAGUE, INC. ° etlanal Representatives 
ments. 


Circulation 
Now OV Ola. 
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“FIRE RESCUE" by Peter Marcus 


What makes a newspaper great? 


Here are a few of the prize-winning 
photographs which have earned 53 
awards during the past two years 
for the 17-man photographic staff of 
the Minneapolis Star and Tribune: 


[ atetaied Ce oe 


“LOSERS WEEPERS” by Bonham Cross 


© ei 
a . 


“CONTOUR PLOWING” by Wallace Kammann 


Minneapolis 
Star zxd Tribune 


EVENING MORNING & SUNDAY 


585,000 SUNDAY - 465,000 DAILY 


JOHN COWLES, President 
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McGivena Tells 
Salesmen About 


Pitney’s Ads 


Writes 20-Page Memo 
on Purpose of Drive; 
Pre-selling with Ads 


STtamForp, Conn.—Along with 
preprints of its coming four-color 
pages in The Saturday Evening 
Post, Pitney-Bowes Inc. has sent 
its 500 branch managers and sales- 
men a 20-page, informally written 
memo from Leo McGivena, head 
of L. E. McGivena & Co., PB’s 
agency, with suggestions for mer- 
chandising the insertions and mak- 
ing the ads do the best possible 
pre-selling job. 

Pitney-Bowes has never used 


MOSS ts 


: WOMEN! | 


To UP SALES, direct extra advertising 
at the biggest buyers — MOTHERS! 


Use this seal to build 
confidence and UP SALES! 


Py 
| _ 1,200,000 mothers and 
61% of their husbands read 


4 
} 
4 


‘PARENTS’ 


MAGAZINE 


52 Vanderbilt Avenue, New York 17 
Los A 
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the Post before. “There was al- 
ways that little matter of money,” 
Mr. McGivena candidly explained. 
“The first color page represents 
one-fourth of PB’s total 1939 na- 
tional magazine advertising ap- 
propriation—and about one-four- 
teenth of this year’s...It took 25 
years for Pitney-Bowes to grow 
up to The Saturday Evening Post.” 

The company’s first schedule in 
the magazine kicked off with 
a four-color page in the Sept. 10 
issue (AA, Sept. 12) and will be 
followed by the same size space in 
the Oct. 15 and Nov. 26 issues. 

“There are show-offs with color 
spreads in the Post,” he continued, 
“but nothing nor nobody can make 
a violet out of a PB ad the first 
three times out.” 


es Mr. McGivena explained why 
Pitney-Bowes entered the publica- 
tion, and the objectives of its 
magazine advertising. 

“In the business magazines,” he 
explained, “we made call after 
call, month after month, year aft- 
er year...until the business man 
reader gradually became aware 
of what a postage meter was and 
did...and might be a good thing 
in some offices, although he didn’t 
need one! 

“That’s how prospects are made 
by advertising,” he continued. “Put 
out enough pitches in print, and 
to the readers they eventually spell 
Magnolia, or Mother, or Meter 
(postage). 

“PB advertising did a mission- 
ary job that gradually saved you 
time, shoe leather and tonsil 


|| strain. Every time you came across 


a gent who knew what a postage 


‘|Imeter was but didn’t need one, 


you could come out of the kinder- 
garten and start punching!” 

After recalling the history of the 
pmegeane, Mr. McGivena explained 
that “the purpose of this [SEP] 
advertising is not to produce leads 
or locate prospects... but to make 


Keep Your Eyes On Charleston, S. C.! 


WHAT'S sOvN U SY IAN L ABOUT 


In Charleston peanuts often are called “ground-nuts”’ 


r ‘‘goobers.” 


Of course this is a colloquialism; and, 


as is generally known, the speech of this old seaport 
city differs in many ways, especially in accent, from 
that of other segments of the nation. 


But right now peanuts has become an important 
word to the port of Charleston, and it will be even 
more important in the future. For peanuts have been 
added to the ever-increasing list of valuable exports 
from Charleston, the State Port of South Carolina 
and, since the war, the fastest-growing port on the 


South Atlantic Coast. 


Late in August 2,250,000 pounds of shelled pea- 
nuts —the first cargo of peanuts ever to move 
through the port of Charleston — was loaded for 
shipment to France. This was the first of a series of 
such cargoes scheduled to go from Charleston to 


French oil 


manufacturers.— And these peanuts, 


grown in South Carolina and Georgia, were shelled 
and packed in Darlington, S. C., one of the pros- 
perous towns in Charleston's prosperous retail trad- 


ing area. 


THE CHARLESTON EVENING Post 
— She News and Courier 


CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 


the postage meter known and un- 
derstood by as many people as 
possible. 

“In addition to the huge audience 
of business men, we want the girls 
and young men who work in the 
offices to want a postage meter, 
because their mass pressure can 
make more sales more quickly, 
more easily than your best indi- 
vidual efforts. 

“The stories in our adv2rtise- 
ments are about the office work- 
ers who have most to gain from 
the postage meter—not in postage 
and payroll savings, but in time, 
effort and energy savings. 


a “We started this series two years 
back in Fortune ...as you may re- 
member, The standard specifica- 
tions are: 

“1. A mildly humorous illustra- 
tion which the casual reader can- 
not understand without some ex- 
ploration of the text. 

“2. A somewhat screwball head- 
line which startles without satis- 
fying. 

“3. A situation which compels 
the reader to learn what happened. 

“4. A good dose of selling, mixed 
into the yarn, plus a brief closing 
commercial, with an urge to call 
or write. 

“5. An over-all appearance that 
has nothing of the typical orthodox 
office appliance advertisement.” 

Mr. McGivena told the PB sales- 
men and executives: “We cannot 
get readership checks on our 
color pages in Fortune. But when 
the same advertisements have been 
run in black only in Time, with 
its smaller page, they have con- 
sistently averaged 5% or better 
in the ‘read most’ designation. 

“Few advertisements, even with 
much shorter copy than ours, get 
such a rating. If 5% of the read- 
ers cover the canvass points, you 
know they know a lot about a 
postage meter. A recent check 
showed readership running almost 
exactly 100% better than for ads 
of comparable products.” 


a Mr. McGivena offered the sales- 
men ideas for getting the most 
benefit out of the Post series. He 
advised them to: 

“1. Send marked copies of the 
Post to a limited list of important 
prospects and people... the maga- 
zine has a definite known value— 
15¢ a copy, and 15¢, plus the per- 
sonal touch, can buy a lot of good 
will—-never wasted, pays big re- 
turns. 

“2. Do a public relations job for 
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JOB-RATED—Dodge truck advertising this 
fall will dramatize its slogan that a 
truck should be designed to fit the job. 
Typical is this full page showing the 
truck and boxing ring. Ross Roy Inc., 
Detroit, handles the account. 


yourself and the company with 
the preprints (either loose or as 
a set).. 

“Send copies to public officials, 
your Chamber of Commerce sec- 
retaries, advertising club officials, 
important business men—whether 
meter prospects or not. 

“Send copies to your local news- 
papers—to the business and fi- 
nancial editors in particular, and 
to the paper’s columnists. Don’t 
ask or expect mention in the paper; 
just bring to their attention an un- 
usual and amusing advertisement 
which you think may be of interest 
to them. 


s “Get copies to your local radio 
station—again without any attempt 
to get publicity; just as advertising 
which they, in the business of ad- 
vertising, may find interesting. 
Your local newscasters may be 
hard up enough to mention or 
quote the copy—but don’t ask for 
publicity or suggest it. This ad- 
monition is important! 

“Maybe you think that with 
your peerless personality and high- 
powered salesmanship, you can sell 
them on giving you publicity—and 
maybe you can! Once! But ever 
after you'll be labeled as a space 
hound and gimme guy, and some 
day when you come around with 
something legitimate for publicity, 
you'll be a dead duck! Keep it per- 
sonal. Moreover, Pitney-Bowes is 
not looking for a free ride. 

“Remember, newspapers and ra- 


dio stations are in business to 
sell advertising, and trying to ge 
for free what you pay for in th 
Post is not cricket! How would you 
feel if somebody wanted to bor. 
row a postage meter for a fev 
months? 


s “3. Cover your list of customer 
and prospects with preprints. Bu: 
don’t merely fold and mail. Cli» 
to the preprint a notesheet, or 
your calling card with a pencile| 
or inked comment or remark, c 
a short typed message with your 
personal signature—no rubber 
stamp. 

“4. Use the preprints on your 
calls...The more people you edu- 
cate, the more intertst and de- 
mand you build for postage meters. 
Set up a sales pressure that works 
for you in each office and else- 
where. 

“5. You may have a better idea 
of your own for merchandising 
this advertising than any we have 
suggested—go ahead and use it. 
The more you help this advertis- 
ing, the more it will help you! 

“Given time, these Post adver- 
tisements will do a job by them- 
selves. But at $16,000 per portion, 
we can’t sit on our hands and wait. 

“However, if every PB salesman 
promotes every ad, the promotion 
alone is worth more than $16,000 
—and we can’t lose! And The 
Saturday Evening Post advertising 
is something you never had before 
—to promote! Get ’em_ while 


.they’re hot, gents!” 


North American Dye Corp. 
Launches Fall Campaign 


North American Dye Corp., Mt. 
Vernon, N. Y., is launching a cam- 
paign this month for its Sunset 
household dyes with more than 
1,400 rural and 50 city newspapers 
covering 30 states, supplemented 
by broadsides for retail outlets. 

Sunset Dytint retails at 10¢ a 
package, and Sunset dye in the 
larger size, claimed to have 2% 
times the strength of the smaller 
package, is specially priced at 20¢. 
Atherton & Currier, New York, 
handles the account. 


Schedules New Publication 
Installment News, new official 
monthly publication of the Na- 
tional Installment Service Bureau, 
Hollywood, Cal., will make its first 
appearance in October. The new 
publication will be devoted to the 
house-to-house instalment busi- 
ness. Sol Hirschhorn is editor and 
publisher and H. R. Seaman, gen- 
eral manager. Offices are locatec 
at 6763 Sunset Blvd., Hollywood. 
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CHART I 


URBAN-PHONE RATING TECHNIQUES MUST OVERWEIGHT 
THE INFLUENCE OF TV ON NATIONAL AM LISTENING 


INROADS OF 


CHART Il 
TV IN LARGE CITY PHONE HOMES 


AS AGAINST ALL HOMES 


TOTAL WU. S$. 36 METRO. AREAS 36 METRO. CITIES NATIONAL NRI 
39,280,000 Redie Homes* 7,268,000 Phone Homes*** sedeecun — 
? 
Amplitude | 97.9%! | 92.1%6| | 77.5% 99.4%! | 96.2%! | 94.5% 
Modulation ? 
Only 
150,000°*| | 5.5% 1,640,000 || 22.5% he 
“18 As of August |, 1949—NEC Research eeAn estimate from reliable tources ae? 
TV ; S ecud 
‘ ve fie 2.2% ' 04% 3.7% 1% 
Note over-weighting of TV set ownership in “36 cities”: 22.5% as egainst Homes _———J 


5.5% of all radie homes—over 4 times as great! 


Nielsen Blasts 
'36-City’ Report 
of TV Influence 


Cuicaco—A. C. Nielsen Co. last 
week warned national advertisers 
and their agencies that radio pro- 
gram ratings obtained from urban 
telephone homes are unreliable be- 
cause they overweight the TV au- 
dience. 

In a new analysis of AM vs. TV 
nationally, reported in the com- 
pany’s “NRI News,” Nielsen’s radio 
research division keynotes its re- 
port with the headline, ‘Television 
is good—but let’s keep the radio 
record straight!” 

“We believe you would be ill- 
advised to make decisions based 


CHART IV— EFFECT OF TV ON AM IS OBVIOUS (AND 
STRONG) IN AREAS WHERE TV IS A REALITY .. . but the 
effect from a national standpoint is almost counterbalanced 
by geins in AM listening in creas not reached by TV. 


Nielsen Avg. Aud. Evenings — All Days of Week 6-11 P.M. 


Homes Using Redic (Ampl. Med. Only) 


Jan. 48 Apr.'49 Aug.'49 Jen. 'S0 


sources, the urban-telephone-home 
‘coincidental’ measurements show 
no change in sets in use in 
the first four months of 1949 
against the same period last year,” 
a conclusion which Nielsen says 
“is made possible only by the fact 
that TV viewing has been in- 
cluded in the computations.” Actu- 
ally, it says, the level of the na- 
tional AM audiences in the first 
four months of 1949 was 2% below 
last year. 

2. The “36-city” report shows a 
substantial decrease in AM even- 
ing program ratings, but Nielsen’s 
national ratings show no change. 

3. Actually, more homes were 
listening to radio in the January- 
April period than last year, al- 
though the urban-telephone-home 
reports show a decline in the 
“share of audience.” 

4. For the four months, 5% 
fewer homes were tuned to AM 
in metropolitan areas (“where TV 


4-MONTH AVERAGES 


375 +4% 


ob- 
telephone 
homes in urban areas, where tele- 
vision has been making by far its 


on radio program ‘ratings’ 


tained solely from 


greatest inroads (on AM radio 
listening),” says the report. It 
adds: 


8 “We want to make it clear that 
this analysis does not—in fact, 
could not—take any credit away 
from television. This medium is 
fast making a place for itself. 
However, at its present stage of 
development, its exceptional values 
are available only to homes in 
whan areas. This will be true for 
years to come, as the industry now 
sizes up the situation.” 

Nielsen’s study, results of which 

are shown in a series of charts, 
Compares data obtained by its 
%Wn National Nielsen Radio In- 
dex with listening in “36 Metro- 
Politan Areas,” an obvious refer- 
fnce to data published by C. E. 
Hooper Inc. 
One chart suggests that only 
%5% of listeners nationally are 
attracted by TV, against 22.5% of 
the 36-city audience. 

A second chart on “inroads of 
TV in large city phone homes as 
against all homes” indicates that 
oy next January the discrepancy 
Will be greater than at present 
and far greater than it was a 
yea’ and a half ago. 


® \ielsen also reports in comment 
on other charts that: 

“According to information 
whch has come to us from reliable 


is a reality”), but 4% more homes 
in medium-size cities and 2% 
more in small towns and rural 
areas were tuned in to AM radio. 


KSTP Cuts Nightly 
Station Break Rates 


MINNEAPOLIS—Station KSTP, 
50,000-watt, basic National Proad- 
casting Co.-Northwest Network 
affiliate, has reduced its time rates 
by as much as 25%. 

The new rate card (No. 36) 
shows Class A, B, C, and D rates 
unchanged, but Class E rates (11 
p.m. to 6:59 a.m.) have been 
lowered from a one-time hour 
fee of $125 to $100. 

Most impressive reduction listed 
is the 25% cut in daytime station 
break prices. The station recently 
increased the commercial allow- 
ance for such breaks from 15 to 20 
seconds and from 30 to 50 words 
“to meet the needs of advertisers 
in the fast developing buyers’ mar- 
ket.” 


Goodall Changes Name 

Goodall Co., Cincinnati, subsid- 
iary of Goodall-Sanford Inc., San- 
ford, Me., has changed its name to 
Palm Beach Co. Richard G. Will- 
iams has been appointed sales di- 
rector of the company. 


Grenier Names Reynolds 

C. J. Grenier & Co., Montreal, 
manufacturer of corsets and spe- 
cialty foundation garments,’ has 
appointed E. W. Reynolds Ltd.,| 
Toronto, to handle its advertising. ' 


Jan.'48 Apr.'49 Aug.'49 Jan. °S0 


Tea Bureau 
Tells How It 
Picked Agency 


(Continued from Page 1) 
ditional $500,000 has been ap- 
proved by all affiliated boards ex- 
cept the central board of India, 
which, because of changes in its 
personnel, has taken no action. 

Mr. Hyde said that he hopes the 
recommendation will be approved 
before the end of the year, which 
will give the local Tea Bureau an 
over-all budget of $1,000,000 for 
all expenses. 

“Obviously,” Mr. Hyde said, “we 
wouldn’t have appointed an agency 
or been justified in doing so on a 
fee basis unless we expected to do 
a substantial amount of advertis- 
ing. In view of the fact that it us- 
ually takes an agency six months 
or more to familiarize itself with 
a marketing problem such as we 
have, by the time we are ready to 
begin advertising on a _ national 
scale we will be able to move into 
high gear without having to ex- 
perience many of the usual vexa- 
tions that beset clients and agen- 
cies during the initial stages of a 
new campaign.” 


ws The steps taken by the bureau 
in the selection of its agency con- 
sisted of the following: (1) Prep- 
aration of a list of criteria; (2) 
selection of agencies to make pres- 
entations; (3) mailing invitations 
to the selected agencies; (4) ar- 
rangement of appointments; (5) 
first interviews; (6) consultations; 
(7) second interviews; (8) the 
final selection after a concluding 
interview. 

The bureau set up three general 
or negative criteria: (1) The 
agency could not have another 
tea account; (2) it had to have a 
minimum of $5,000,000 gross bil- 
ling, and (3) it could not have a 
competing beverage account, al- 
though this was not strictly pro- 
hibited. 


es “The first of these criteria is ob- 
vious,’ Mr. Hyde said. “On the 
second, we felt 
that a small 
agency would not 
have the facilities 
we needed. On 
the third point, 
we felt that the 
possession of a 
coffee account, 
for instance, 
might be accep- 
table, but would 
have to be ex- 
amined.” 

The positive criteria on which 
the bureau selected its agency con- 
sisted of six points: (1) Basic 
thinking and experience in the 
food field; (2) creative service— 
copy, art, radio, television, etc.; 
(3) research; (4) merchandising 
and sales promotion; (5) 
licity; (6) criterion “X.” 

With respect to criterion 


Anthony Hyde 


“uy ” 
’ 


pub- | 
| sulted, and clients of the soliciting 


the pamphlet sent to agencies said, 
“We are sure there are many fine 
agencies, any one of which could 
do a creditable job for the Tea Bu- 
reau. We are seeking more than 
this. We want a superlative job 
done. We are aiming high because 
we sense that a downtrend of many 
years’ standing can only be re- 
versed if our program and adver- 
tising pack a terrific wallop. We 
think we face a difficult job but 
we also think that if we can de- 
liver that wallop, the result we get 
can be quite startling.” 

Mr. Hyde personally wrote the 
memorandum sent to agencies. He 
himself has had considerable 
agency experience, having been a 
copywriter with Lord & Thomas 
and with Young & Rubicam, and 
also an account executive with the 
former agency for a number of 
years. 


@ Assisting Mr. Hyde in selecting 
the agencies and in sitting in at 
interviews were John Alden, an 
advertising consultant, formerly 
executive vice-president of the 
Biow Co.; Milo Perkins, formerly 
director of marketing, U. S. De- 
partment of Agriculture; James 
Booth, advertising and promotion 
manager of the bureau; Lawrence 
Giles, formerly executive vice- 
president of Safeway Stores; John 
A. Pierce, director of operations; 
Einar Anderson, director of re- 
search; and Bill Treadwell, direc- 
tor of information of the bureau. 

The agencies’ presentations, Mr. 
Hyde said, were of three types: 
The usual stock agency presenta- 
tion employing charts, visuals, 
etc.; specific presentations which 
attempted to outline a program 
explicitly for the bureau, and in- 
formal oral presentations. The last 
was in the minority. 

After the preliminary interviews 
were held, the bureau committee 
retired for consultation and form- 
ulated questions which were asked 
by Mr. Hyde. Two of these ques- 
tions and the answers were par- 
ticularly pertinent. 


s In reply to the question, “Why 
do you want our account? ,” most of 
the answers, Mr. Hyde said, gave, 
usually, these three reasons: Be- 
cause the agency was particularly 
interested in the food field, be- 
cause the bureau’s problem pre- 
sented a challenging job, and be- 
cause of the prestige value of the 
account. 

Asked to define merchandising, 
most of the agencies gave a var- 
iety of answers. Only one answer 
was close to the bureau’s own def- 
inition, which is “anything which 
moves a product towards the con- 
sumer,” as opposed to advertising 
“which moves the consumer to- 
wards the product.” 

In several cases second inter- 
views were held with agency rep- 
resentatives. At the concluding 
interview with representatives of 
Leo Burnett Co., members of the 
merchandising committee of the 
Tea Association of the U. S., the 
chairman of its research com- 
mittee, of its junior board of di- 
rectors and its executive secretary 
attended. The association, which 
is composed of American tea dis- 
tributors, and the bureau, which 
is supported by tea producers, 
work closely in all matters, Mr. 
Hyde emphasized. 


@ The selection of Leo Burnett 
Co. was a unanimous choice, Mr. 
Hyde said, because as an organi- 
zation it is equal to the best, it 
has had broad experience in the 
food field and it has Leo Burnett 
himself, “a man of exceptional 
creative ability in the advertising 


and merchandising fields.” 

As a prospective client, the bu-| 
reau did a good deal of checking | 
on the qualifications of soliciting | 
agencies, Mr. Hyde said. Non- 
competing agencies were con- 
also asked for 


agencies were 


opinions. 

“One of the reasons why we 
took so much time and trouble 
in our selection,” Mr. Hyde said, 
“was because we never want to 
have to choose another agency. 
We want our agency to be part of 
our team. We want to give the 
agency every opportunity we can 
to do a good, creative job. We are 
confident we have the _ right 
agency, and that the way we went 
about selecting it was logical and 
constructive for all concerned.” 


2 As Walter Weir, president of 
Walter Weir Inc., one of the agen- 
cies that solicited the Tea Bureau’s 
account, stated in AA Sept. 12 in 
connection with one of the “Agency 
Man X” articles on agency selec- 
tion that appeared in these col- 
umns during the last several 
weeks, “I think the Tea Bureau 
went about its selection of a new 
agency in a model manner.” 

Agencies that made presenta- 
tions to the Tea Bureau include: 
Biow Co.; Brisacher, Wheeler & 
Staff; Leo Burnett & Co.; Dancer- 
Fitzgerald-Sample; Ellington & Co.; 
Hewitt, Ogilvy, Benson & Mather 
Inc.; Charles W. Hoyt Co.; C. J. 
LaRoche & Co.; Al Paul Lefton Co.; 
J. M. Mathes Inc.; McCann-Erick- 
son; L. E. McGivena & Co.; Newell- 
Emmett Co.; Ruthrauff & Ryan; 
St. Georges & Keyes; J. Walter 
Thompson Co., and Walter Weir 
Inc. 


Rival Precedes 


Cowles’ New ‘Flair’ 


New YorK—The September is- 
sue of What’s New in Home Eco- 
nomics carries a new continuing 
teen-age section called Flair, des- 
cribed as a “magazine-within-a- 
magazine.” 

Published by Harvey & Howe 
Inc., Chicago and New York, the 
new magazine has appeared on the 
heels of Cowles Magazines’ an- 
nguncement of its Flair (AA, Sept. 
12), slated to bow in January. 

At press time, no solution of the 
Flair vs. Flair situation had been 
reached. W. S. Harvey Jr., presi- 
dent of Harvey & Howe, was in 
Chicago conferring with represent- 
atives of the Cowles organization. 
According to Gardner Cowles, it 
was one of those matters which 
might be settled with relative 
speed, or drag on for some weeks. 


es Harvey & Howe counsel made a 
search of the name last spring and, 
finding it clear, went ahead and 
applied for copyright of the title. 
Meanwhile, in what Mr. Cowles 
calls an “unfortunate coincidence,” 
it seems that the Cowles organi- 
zation made a similar search with, 
of course, no indication of any 
conflict in the name’s use. 

Rates for the new Harvey & 
Howe Flair will be the same as 
those for What’s New in Home 
Economics—$625 for a b&w page. 
The average controlled circulation 
of the magazine is 36,000. 

Cowles Magazines has an- 
nounced the appointment of Will- 
iam H. Weintraub & Co., New 
York, as the agency for its Flair. 
It is understood in ad circles, 
meanwhile, that the organization’s 
Quick will definitely carry adver- 
tising and that an announcement 
to that effect will be made early 
in October. 


Caltex Names Lesage 

Vince Lesage, formerly general 
manager of Rose Marie Reid, Los 
Angeles, swim suit manufacturer, 
has been named executive vice- 
president and general manager of 
Caltex of California, Los Angeles, 
swimwear manufacturer. 


Baker Opens Own Agency 

Mare Baker, advertising man- 
ager of Gray Mfg. Co., Hartford, 
for the past three years, has re- 
signed to open his own advertising 
agency in Hartford. 
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Albert Taub Uses Radio 

Albert Taub & Co., Cleveland, 
maker of Creamy Whip peanut 
butter, is using radio for the first 
time with its sponsorship of 
“Kousin Kay’s Karnival” over 
WJW, Cleveland, Monday through 
Friday, 4:30-4:45 p.m. The show 
is being promoted with teaser ads 
in Cleveland newspapers, followed 
by car card advertising. Dealer 
displays and point-of-sale mer- 
chandising displays also will be 
used. Ann Koblitz Advertising 
Agency, Cleveland, is the agency. 


La Salsa Appoints Agency 


La Salsa Corp., Riverside, Conn.., 
manufacturer of frozen spaghetti 
sauces, has appointed Sheldon, 
Quick & McElroy, New York, to 
handle its advertising. Newspapers 
and television will be used. 


Dow Appoints Branch 


C. Benson Branch of the plastics 
division has been appointed man- 
ager of the technical service and 
development division of Dow 
Chemical Co., Midland, Mich. 


- 
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Nashville Chamber of 
Commerce figures. 


Newspaper Printing Corporation, Agent 
represented by the Branham Company 


IN PANS ELAN gl LIES 


The "MONEY TOWN” of the South 


EUNIOVIAL IFEEIDS 


add more than 


$5,000,000 


*. 


annually to the 
buying power of 
the “Money Town” 
of the South. 


Reach this prosperous 
market through two | 
great newspapers. 


———. 


— 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


Unhappy Wife 


Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KKOK delivers more Hooper audi- 
ence per dollar than any other St. Louis network station. No wonder Ding-Bat 
products are going to town. When your husband checks KXOK’s low-cost- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Louis 


rates, he'll be even cockier! 


Basic ABC 


5,000 Watts 


KXOK, St. Louis 


630 on the dial 
A “John Blair" station 


FCC Giveaway 
Edict Halted 
in Court Test 


(Continued from Page 1) 
this.” 

The judge had inquired earlier, 
without affirmative answer, 
whether there was anything “sa- 
cred” about FCC’s Oct. 1 date. 
“You're in the driver’s seat,” he 
observed at another point in the 
proceedings, after commenting 
that: “You don’t threaten to do 
anything to anybody, but they’re 
mighty afraid you are going to do 
something.” 

In view of the importance of the 
nationwide radio industry, Judge 
Igoe said, FCC could adopt the 
“orderly way” and suspend its Oct. 
1 rule. The case would be given 
thorough consideration by a three- 
judge court and, “in the mean- 
time, this industry wouldn’t be dis- 
rupted and the commission would 
be done no harm,” he said. But he 
pointed out, of course, that the 
FCC was within its rights in in- 
sisting that the effective date not 
be changed. 


s In opening arguments Monday, 
Walter Tinsley, representing Radio 
Features, contended that FCC does 
not have the authority to issue the 
anti-giveaway rules it announced 
Aug. 18, because it violates con- 
stitutional guarantees of freedom 
of speech and protection of proper- 
ty. 

The commission’s action, said 
Mr. Tinsley, was intended obvious- 
ly to do one thing: To outlaw give- 
away programs because they are 
giveaway programs. The action, he 
added, “destroys businesses that 
are not illegal.” 

Radio Features not only has re- 
ceived notices of cancelations, he 
continued, but has not been able 
to make a single sale to a station or 
advertiser since FCC announced 
its new rules. If the anti-lottery 
order stands, he said, the company 
“will be out of business by Oct. 1 
or before, and never will be able to 
get back what it has lost.” 


a Radio Features’ immediate loss- 
es, since the ban was announced, 
were cited in an affidavit filed for 
Kenneth Houston, vice-president, 
in court testimony by Walter 
Schwimmer, president of the com- 
pany and executive vice-president 
of the Chicago agency, Schwimmer 
& Scott, and by exhibits detailing 
correspondence with radio stations 
canceling, or threatening to cancel, 
the giveaway shows. 

The latter included notice from 
WBNS, Columbus, O., that it would 
end its agreement with Radio Fea- 
tures Sept. 30; telegraphed word 
from WIL, St. Louis, that it was 
canceling with regret, and advice 
from the Don Lee Network (which 
had just confirmed a new contract 
calling for weekly payment of $300 
for “Tello-Test” on a_ sustaining 
basis and $500 sponsored) saying 
it was uncertain whether the pro- 
gram could be carried after all. 

Over objection of FCC counsel, 
the plaintiff also introduced an in- 
quiry from WSTV, Steubenville, 
O., saying the show was under 
consideration and asking what ef- 
fect the FCC ban would have upon 
it. 


es Mr. Schwimmer, who told the 
court that this is the “heart” of 
the selling season for his syndi- 
cated shows, confirmed that the 
Don Lee Network planned to drop 
its contract, and that other indi- 
vidual stations had canceled or 
threatened to cancel the shows. 
Radio Features had intended to ad- 
vertise its programs to the trade 
this fall, he said, but halted these 


efforts when the ban was dis- 


ce 


closed. 

At the sustaining rate for a nor- 
mal 18-month period, he said, Ra- 
dio Features stands to lose be- 
tween $20,000 and $25,000 on the 
Don Lee contract alone, or 40% 
more if the shows are sponsored. 
The same ratios would apply to 
other sales, he said. 

The Chicago company, he told 
the court, has done everything in 
its power to hold “jittery” sta- 
tions to their contracts and to re- 
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assure them that it would go to 
court “and fight tor our rights and 
win a court test.” Radio Features 
doesn’t believe FCC has the au- 
thority to issue these rules, he said, 
and “we are not a lottery.” 


w Attorney Goldman inquired 
whether Radio Features had con- 
sidered modification of the pro- 
gram feature under which the tele- 
phoned “Tello-Test” question is 
' repeated from day to day, with 
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greatest home delivered 
Northern California 


Oakland 2H2£ Tribune 


youve MISSED IT ... 
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ee 


IN METROPOLITAN 


OAKLAND“ 


if your sales message isn’t being directed 
through the Oakland Tribune. 


Alone covering this huge, lucrative market, The 


With 7 out of every 10 newspapers being delivered 
to the homes, The Tribune, since 1939, has had the 


f the people that do the 


daily city circulation in 
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and Thread Picker‘ 


Two tools in one with RIP 
The curved prong picks out 
the fine steel blade rips t 
neatly—quickly—SAFELY. 


-A-STITCH! 
the thread, 
he seam— 


MILADY THANKS YOU—Your prod- 


uct—your business—everytime she uses 


the easy finger saving RIP 


-A-STITCH, 


with your name or product printed on the 


attractive plastic handle. 


YOUR NAME IN “SAFE” 


HANDS— 


Goodbye to cui, scarred fingers—the 
RIP-A-STITCH is the modern safe way 


to rip seams, to pick or to cut threads. 


Safe in the hands—safe in 


the home. 


Constantly used. Constantly appreciated. 
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nounting awards in cash or mer- 
chandise, until the proper answer 
s made. Judge Igoe sustained Mr. 
Tinsley’s objection to that query. 
“Is there any reason why that fea- 
ture of the program is indispens- 
able?” Mr. Goldman wanted to 
know. 

“It’s essential,” said the Ra- 
dio Features head. “It’s like ask- 
ing ‘What would the Bob Hope 
program be without Bob Hope?’ 
It’s the guts of the program.” | 

Answering the company’s 14- 
page complaint (AA, Sept. 12), 
government attorneys filed a com- 
paratively brief memorandum 
which contended that “the only 
preper and adequate remedy for 
the removal of the uncertainty 
and jeopardy created by the an- 
nouncement of the commission’s 
interpretation of Section 1304 [of 
the U.S. criminal code, covering 
lotteries] is the final judgment 
in this action.” 

In addition, the government de- 
clared, a court of equity should 
not render a preliminary declara- 
tory judgment “conferring on all 
those who may choose to act in a 
manner inconsistent with the com- 
mission’s announced interpreta- 
tion of the law a total immunity 
from the possibility that the com- 
mission may be right in its in- 
terpretation of the law.” 


es Mr. Goldman, in support of 
FCC’s contention, said the Aug. 
18 rules represent the commission’s 
legal interpretation of the criminal 
code with respect to broadcasting. 
Judge Igoe wanted to know why 
the statute itself wasn’t plain 
enough. There is a good deal of 
law—old and new—on lotteries, 
and “little legislative light’ has 
been thrown on some questions 
about them, Mr. Goldman replied. 

The FCC rules, he contended, 
“interpret” the criminal code and 
do no more than that. The commis- 
sion’s announcement of its in- 
terpretation to the industry, he in- 
sisted, is “the fairest way of deal- 
ing with this problem.” “It is an 
announcement of policy on how 
the commission will behave in the 
future,” he added. 

The commission, Judge Igoe 
commented, is “trying to make 
your own law.” He had inquired 
whether FCC had turned over 
evidence of violations to the Jus- 
ice Department for prosecution. 
Told that the department had not 
acted in one case, he observed that 
the Attorney General had served 
notice, in effect, that “you haven’t 
made out a good case.” 


« Mr. Goldman stressed that, un- 
‘er a restraining order, stations 
would be offered a chance to “op- 
trate with impunity” before the 
teal merits of the case are decided. 
The Justice Department counsel, 
Mr. Hickey, held that no court 
action could properly be taken be- 
‘ore Oct. 1, and pointed out that 
10 station license renewals will 
me up for decision before Nov. 
The preliminary injunction, he 
4id, would in effect hold that the 
mMmission’s “thinking” on the 
Natter of station violations of the 
‘Ottery laws is wrong. 


ET GIVEAWAYS ALONE, 
MINNESOTANS DECLARE 


_MINNEAPOLIS—The majority of 
Minnesotans, 54%, believe the ra- 
“0 giveaway shows should “go on 
& they are,” according to inter- 
“ews conducted in the latest 
“Mir nesota Poll.” 

‘rviewers for the Minneapolis 


ne’s public service feature, 
1 covers a statewide cross 
“clin of men and women 21 or 
found that 19% would “pre- | 
‘wer shows” of the giveaway | 
“Do away with them,” 15% | 
‘id Qualified answers were given | 
Y %, and 11% expressed no! 
on. The survey was made just | 
-0°@ the FCC announced its Oct. 
* an on the prize programs. 
Twenty-eight per cent of the 


people interviewed said they lis- 
ten to giveaways “very often.” Of 
the others, 39% said “once in a 
while”; 25%, “very seldom,” and 
7% “never.” Qualified answers | 
were given by 1%. 


Sets Midwest Hotel Show 


The 14th annual Midwest Hotel 
Show, sponsored by the Illinois 
Hotel Association and Greater Chi- 
cago Hotel Association, will be 
held at the Stevens Hotel, Chicago, 
March 15-17, 1950. Vernon Hern- 
don, manager of the Palmer House, 
is chairman of the show committee. 


REPLY-O LETTERS 


will do your selling job 


¥ More Efficiently 
y Less Expensiuely 


The Reply Is: 
In the LETTER 


THE REPLY-O PRODUCTS CO. + 150 W. 22nd ST. « NEW YORK 11, N.Y. 


NATIONAL ADVERTISERS SAY: 


“On parallel test - 
Reply-O vs. regular 
letter — Reply-O Let- 
ter gave us 26% more 
on a $3.50 offer."’ 
Robert Stone, Vice of new business."’ 
President The Nationol George Kelley, Director of 
Research Bureou Soles Publications New York 
4 life Insurance Company 


_ 


“Results of Reply-O Letter 
Direct Mail to business and 
professional men — 96,000 
Reply-O Letters; 25,700 re- 
plies; $17,843,000 volume 


Martin Appoints Fisher 


Martin Brothers, Toronto, maker 
of heating and air-conditioning 
equipment, has appointed James 
Fisher Co., Toronto, to handle its 
advertising. 


The winning combination in northern Ohio! 


OUTSTANDING LOCAL SHOWS. __ 


_ TOP NETWORK SHOWS — 


a) Selle ce 


:30 


- See=-Hear eitle 


STAN ANDERSO 


Crosby 


\ The great voice of Radio— 
4 . 1 s “Bing.” 
WGAR Wins Press Radig the peerles 
j es 
3d Year in Row; dga B 834 
= , Jar Berge, 
ed awa th the top hono Edgar and cj 
atta OCg Z Poll for the third Mortime, Snerd a M cCarthy 


Jack Ben 


America’s foremost comic 
returns with all the gang. 


irthur Godfrey 


oss .t29Riders, WGAR, and 
Midians Games, WIW (tie). 


10 O'Clock Tunes, WGAR f A preview of tomorrow's stars on 
Record Show Arthur Godfrey's Talent Scouts.” 
ec 
10 O'Clock Tunes GAR Z " 
WHK (sp . a 
nd Wian’s nn, WGAR. a ) Gene 
Ringwall_ Presents, ow é‘ EO “King of the Cowboys with song 
Brook€#; Daytime, Week-Ene GAR. ; = nd stories of the Western plains. 
im DA Fairytale Theater, W e Ww a 
palic News, . as 
-. \ Games, WJW 


WGAR. 


For the third year in a row, readers of the Cleveland 
Press, Ohio’s largest daily, choose WGAR’s local 
programs as their favorites. This fact, together with 
the greatest line-up of CBS network shows in radio, 
is paying off for advertisers. 

Hitch your sales to WGAR. Reach a receptive 
six billion-dollar market of WGAR listeners. . 
people who prefer Cleveland’s Friendly Station... 
people who can be your customers. 

Get the facts from any Petry man. 


NO 


50,000 watts - Cleveland 


Represented Nationally by Edward Petry & Co. 
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English Named President 


Ellis D. English, vice-president 
in charge of southwestern opera- 
tions, has been named president 
of Commander-Larabee Milling 
Co., Minneapolis, affiliate of 
Archer-Daniels-Midland Co. Clar- 
ence M. Hardenbergh has been 
appointed chairman of the board. 


Bates Shoes Uses Video 


Bates Shoes Co., Webster, Mass., 
will sponsor a five-minute round- 
up of college football scores over 
WNHC-TV, New Haven, starting 
Sept. 24. One-minute and 20-sec- 
ond spots will be used nationally. 
James Thomas Chirurg Co. is the 
agency. 


© Two facts recommend Bur- 
goyne’s pretesting methods: (1) 
national advertisers have used it 
for years, (2) as new problems 


present they repeat. 


® Tailor-make it te fit your 
needs. The study will be thrifty. 


The answers will come in time to 


be useful. 


® Let us tailor a proposal for you. 


Burgoyne Grocery ér Drug td 


DIXIE TERMINAL ° 


pretesting pays 


@ Use Burgoyne store pan- 
els in these representative 
cities to measure in advance the 
success of your 1950 sales, adver- 
tising or merchandising plan. 


SYRACUSE 
@ The Central New York 


market has for years been 
considered one of the key 
markets of the United 
States. 


@ It is high in the list of 
agricultural and industrial 
production areas... 
among the best in per 
capita income and spend- 
ability. 


@ Proof of the tremen- 
dous sales potential here 
lies in its established ac- 
ceptance as one of the top 
test markets of America. 


@ Central New York 
coverage through the 
HERALD-JOURNAL and 
POST - STANDARD with 
202,831 daily! The unit 
rate is 45c per line ... in 
1939 15% less circulation 
cost 60c! 


CINCINNATI 2, OHIO 


a 


the customers hands! | 


vo 


Topay’s big question in shipping is not 
arrival but safe arrival of your products. 
That’s why more people depend on Mason 
MailMaster —the only mailing box with 
the extra margin of safety built right in.* 


VWAIJOIE box COMPANY 


ATTLEBORO FALLS, MASS. — Phone No. Attleboro 37 
NEW YORK, N. Y.— Phone Algonquin 4-0466 


*Containers Laboratories, Inc. 
—an Independent testing or- 
ganization—reports: ‘Mason 
MailMasters ore 2.9 times 
stronger than the average of 
the three other leading mail- 
ing boxes tested . . . Mason 
MailMasters care 1.8 the 
strength ef next box tested.” 
Write for free samples and 
prices. 


Hairdressers Call 
AP Story Spurious, 
Imply Toni Influence 


CuiIcaco—In a letter to Robert 
McLean, Associated Press presi- 
dent, which was made public last 
week, the National Hairdressers & 
Cosmetologists Association pro- 
tested over publication of an AP 
story, and implied that the story 
was inspired by propagandists for 
Toni division, Gillette Safety Ra- 
zor Co. 

The Associated Press story, an 
ironical piece which suggested that 
the American public is. blase 
enough to know that Toni’s “twin” 
ads depended upon professional 
hairdressing assistance; that rail- 
road passengers might possibly 
look out a railroad car window 
and see slums; that airlines might 
not be able to furnish all pas- 
sengers with beautiful seat com- 
panions; and that wives might 
wreak havoc with magazine re- 
cipes of attractively garnished 
cakes and biscuits, drew concen- 
trated fire from the association. 

Maye Whitley, president of the 
NHCA, charged in her letter that 
the Associated Press has asked 
the public to lose faith in the “ac- 
curacy and believability of beauti- 
ful, colored advertisements.” 


w She said, speaking for the as- 
sociation: “We want to believe in 
the truth of...editorial features, 
as well as in the truth in the ad- 
vertising columns. We don’t want 
anyone to lead us in the break- 
down of our faith and belief in 
the press.” 

After contending that the hair- 
dressers and cosmetologists charged 
FTC’s stipulation proved Toni ads 
false and misleading, because of 
the Federal Trade Commission 
act’s stipulations, the NHCA asked 
AP for answers to the following 
questions: 


s “1. Who inspired or influenced 
the person who wrote this article? 
From what source did it come? 

“2. Are the opinions of the writ- 
er as to the credulity of the Amer- 
ican readership of advertising his 
own, or do they reflect the opinion 
of the officers and members of the 
board of the Associated Press? 

“3. How many papers received 
this article, and of that number 
how many published it with its 
full implications in its attack 
against the believability of ad- 
vertising? 

“4. Will you give the same space 
in your dissemination of news to 
this letter of protest to refute the 
article as you gave to the article 
of Sept. 3?” 

In conclusion, Maye Whitley 
added that she can bake a cake 
“that looks just like the pictures 
in the advertisements...that the 
country looks beautiful ,from the 
train windows...,” that her hus- 
band “thinks I look like a Miss 
America runner-up—or even the 
champion—in the dresses I select 


from photographs in the adver- 
tisements.” 
New York Chapter of ANPA 


Elects Kelley President 


Vincent J. Kelley, Jann & Kelley 
Ine., has been elected president of 
the New York chapter of the Am- 
erican Association of Newspaper 
Representatives. He succeeds Step- 
hen P. Mahoney, of Burke, Kuipers 
& Mahoney. 

Dan Carroll of Dan A. Carroll 
Associates has been elected vice- 
president, and Herbert Meeker, of 
Osborn, Scolaro, Meeker & Scott, 
has been named secretary. Robert 
S. McLean, of Reynolds-Fitzgerald 
Inc., has been reelected treasurer. 


Hotel Show Scheduled 
The 34th National Hotel Exposi- 


tion will be held Nov. 7-11 in| 
Grand Central Palace, New York. 
Frank A. Paget is exposition com- | 
mittee chairman, and Arthur L.| 
Lee is general manager. 
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Ipana Copy Shifts 
to Anti-Decay Data 


New YorK—Bristol-Myers Co. 
has switched from the “model 
mother” theme to “fight tooth de- 
cay and gum troubles” for its fall 
campaign in magazines and news- 
papers for Ipana toothpaste. 

The campaign broke over the 
weekend in The American Weekly, 
and will be carried on a similar 
print schedule to that used for 
the “model mother” promotion. 

Copy theme is based on dental 
research, which the ads claim 
proves you can help prevent tooth 
decay as you guard your gums. 


Ads point out that gum troubles 
cause even more tooth losses than 
decay, according to dental author- 
ities. 

Layouts illustrate the dental re- 
search process and show families 
using Ipana. 

Doherty, Clifford & Shenfield 
handles the account. 


‘Star-Times’ Appoints Two 

John C. Roberts has been 
named director of advertising of 
the St. Louis Star-Times, a posi- 
tion that has been vacant for some 
time. E. M. Roberts has been ap- 
pointed to the newly created posi- 
tion of assistant publisher. Both 
are vice-presidents of the Star- 
Times Publishing Co. 


Chain Food 


OF 


PASADENA 


STORES 


s 
CHAIN FOOD STORES in Pasa- 
dena pick THE STAR-NEWS by a 
more than 2 to 1* as their No. 1 ret 
advertising medium. ne 
wh 
The wise advertiser knows that to get the most " 
out of his advertising dollar he must advertise in = 
att 
a NEWSpaper that is read every day. tha 
sto. 
71 
sel] 
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UP SEATTLE WAY—Two officers of the Advertising Association of the West talk 
things over at the Seattle Advertising and Sales Club. Seated (I. to r.) are Warren 
Kraft and Lorna Moitoret of Honig-Cooper, and Herbert H. Kirschner, head of 
Kirschner & Co., San Francisco, president of the AAW. Standing: Charles W. (Chick) 


Collier, executive vice-president of AAW, 


and Harry Pearson, Pearson & Morgan, 


president of the Seattle club. It was President Kirschner’s first visit with the Seattle 
: group since his election by AAW in June. 


200 Stores Use 
Detroit Admen's 
‘Security’ Plan 


(Picture on Page 1) 


DeTROIT—A new “Home _ Se- 
curity Plan” is being offered to 
retail furniture outlets throughout 
the country by Evans & Brisbois, 
Detroit advertising agency, under 
which instalment purchasers are 
protected in times of distress. 

Fred E. Evans, partner of the 
agency, claims that the plan has 
attracted widespread attention and 
that he expects upward of 1,000 
stores to take over the program. 

The program, which the agency 
sells to the furniture dealer, calls 
for the issuance of a “Home Se- 
curity Plan” certificate to all in- 
stalment buyers. This certificate 
orotects the buyer from having to 
make payments in case of illness, 
unemployment, death, fire, dis- 
abling personal accident or in case 
of strike. 

The protection is only good for 
a period equal to that which he 
has made payments. 


s But the real gimmick in the 
plan is its value as a collection 
device. One of the conditions of 
the certificate is that it is kept 
in force by the instalment pur- 
haser only as he keeps up his 
payments. 

“People today are more inter- 
ested in security than ever before 
n the history of our country,” Mr. 
Evans said, “and it is for this reason 
that we find the new ‘Home Se- 
urity Plan’ even more popular 
than we had anticipated.” 

Mr. Evans said that the copy- 
Writed plan was first developed 
in (938 but was withdrawn during 
the war years when several 
state insurance commissions ob- 
ected to the insurance provisions 
in cases of fire and sickness. 

Recently, Mr. Evans said, in- 
sur;nce policies have been made 
ava lable in those states, princi- 
pally Ohio, to meet the objections. 

“Ve have found that the ‘Home 
Sec irity Plan’ has become a real 
sale; stimulant,” Mr. Evans said. 
‘In talment buyers have long 
feaed the loss of merchandise 
“hn sickness, strikes or other 
Mis ortunes prevented them from 
Kee ing up with their payments.” 

vans & Brisbois supplies the 
ba! icipating stores with a full ad- 
ve: ising service to promote the 
Prsram. This service includes 
a 0 seripts as well as newspaper 
Me s and direct mail. 

ir. Evans said that about 200 


stores are now using the plan and 
that he expects this number to be 
doubled or trebled by the first of 
the year. 

Stores offer the “Home Security 
Plan” to customers without extra 
charge. 

Under the promotion line “The 
government gives you Social Se- 
curity. We give you. Home Secur- 
ity,” ad copy says: 

“When you buy on deferred 
payments, you naturally expect to 
pay the obligation out of future 
earnings. Your ability to pay will 
depend upon your future earning 
capacity. Experience proves that 
strikes, illness, accidents, unem- 
ployment, death and loss by fire 
are the main reasons why obli- 
gations are not met in accordance 
with the contract. 

“After long years of actual ex- 
perience with thousands of custom- 
ers, we have adopted a ‘Home Se- 
curity Plan’ that guarantees your 
credit will be protected in case of 
any adversity over which you have 
no control.” 


ABC Decides Not 
to Promote Liquor 


New YorK—American Broad- 
casting Co. last week formally 
stated its position on hard liquor 
and radio advertising. Robert E. 
Kintner, executive vice-president, 
in a speech to Texas affiliates, 
said ABC has decided against ac- 
cepting hard liquor companies as 
clients. 

ADVERTISING AGE on Aug. 22 re- 
ported that ABC had, after much 
deliberation, decided not to ac- 
cept a Schenley Industries pro- 
gram promoting its hard liquor 
brands. 

Last week Mr. Kintner explained 
why. 

“There is at present a divided 
feeling on the part of the liquor 
industry itself. [The Distilled Spir- 
its Institute issued a statement op- 
posing the lifting of radio’s long- 
standing ban against hard liquor 
advertising shortly after news of 
Schenley’s overtures to networks 
and stations leaked out.] Various 
important organizations and sig- 
nificant segments of public opinion 
throughout the country have evi- 
denced their strong disapproval of 
such sponsored programs. And 
there have been certain indica- 
tions that, if liqour advertising 
over the radio were accepted now, 
a campaign to prohibit the adver- 
tising of wine and beer on radio 
would be undertaken, both na- 
tionally and on a state level.” 


Melamed-Hobbs Moves 


Melamed-Hobbs Inc., Minnea- 


4? 


Last Minute News Flashes 


CBS Names Cowden Manager of Advertising 


New YorK—John Cowden, formerly promotion director for Colum- 
bia-owned stations, has been named general manager of the sales pro- 
motion and advertising department of the Columbia Broadcasting Sys- 
tem. Announcement of Mr. Cowden’s promotion, the first executive 
shift since Victor M. Ratner resigned as CBS advertising vice-president 
to accept a similar post at R. H. Macy & Co., was made by Louis Haus- 
man, director of sales promotion and advertising for the network. 
Thomas Means, assistant to the director of promotion for network- 
owned stations, has been appointed promotion director of Columbia- 
owned outlets. 


Reynolds Sponsors Mystery on CBS-TV 


NEw YorK—R. J. Reynolds Co. will sponsor a new mystery drama, 
“Man Against Crime,” over CBS-TV starting Oct. 7 at 8:30 p. m., EST. 
William Esty Co. is the agency. Jimmy Durante may take over the time 
spot for a couple of test shows this fall if he can be persuaded to go 
before the TV cameras. 


Bennett, Walther Gets Welch Candy 


Boston—Bennett, Walther & Menadier has been named as the new 
agency for James O. Welch Co., Cambridge, Mass., maker of Welch’s 
candy. Chas. W. Hoyt Co., New York, formerly had the account. 


Campana Continues on CBS; Other Late News 


Campana Sales Co., Chicago, had a change of heart and decided to 
continue “The First Nighter’’ on CBS after announcing the program 
was to be dropped after Sept. 29...Joseph Schlitz Brewing Co. is 
considering buying the new CBS radio package, “Halls of Ivy,” with 
Ronald Coleman...American Association of Advertising Agencies 
radio-video committee today (Sept. 19) is releasing a checklist of 
“points for consideration in negotiating television facilities contracts.” 
Most suggestions, made by the committee after a protracted study, per- 
tain to special situations and “problem areas” not covered in present 
contracts... 

Mail Order Network programming—average of 13 hours weekly 
transcribed fare with Sid Walton as a featured pitchman—will start 
today (Sept. 19) in 58 markets, Harold Kaye, president of the network, 
reports. Mr. Kaye, whose mail order products are being sold on a per 
inquiry basis on WOR, New York, declined to reveal the station call 
letters... 

W. B. Geissinger & Co., Los Angeles, has appointed C. M. Grove 
vice-president in charge of art and production. He came to the agency 
three years ago from Batten, Barton, Durstine & Osborn... Ford Deal- 
ers will sponsor “Big Ten Football,” weekly film commentary, on 16 
midwestern video stations... Twenty-nine magazines and farm papers 
will be used in National Carbon Co.’s newly opened drive for Prestone 
anti-freeze. William Esty Co. is the agency... 

Clyde M. Vandeburg has resigned as assistant to the chairman of 
the board of Crowell-Collier Publishing Co. He has held the position 
for the past year, and reportedly no successor will be named. He was 
formerly associated with N. W. Ayer & Son...Courtlandt P. Dixon, 
formerly vice-president of Buchanan & Co., has joined Ted Bates & 
Co., New York, as an account executive for Brown & Williamson... 

Edward Petry & Co. outlined plans for a separate new television de- 
partment headed by Keith Kiggins, former ABC vice-president, an en- 
larged AM selling force in New York, directed by H. E. Ringgold, and 
a new five-man promotion staff, headed by Seth Dennis, formerly of 
ABC, assisted by T. B. Ellsworth, formerly of CBS, following a meet- 
ing of affiliates last week. No reference was made to the court battle 
between Edward Petry, president of the station representative, and 
Henry I. Christal, secretary-treasurer, for control of the company. 


Hearing Aid Makers 
Set Up Foundation; 
PR Drive First 


Greystone Sponsors 
Mail Order Program 


New YorK—Another new Mail 


Order Network show, “Mrs. Fix 
It,” will bow tomorrow (Sept. New YorK—Hearing Foundation 
20) over 61 ABC stations with|Inc., a non-profit organization, has 


been established by the hearing 
aid industry to forward educational 
projects in the field. 


Greystone Press as a_ sponsor. 
Time for the program—3 to 3:15 
p.m., EDT—was bought through 


H. B. Humphrey Co. 

The broadcast will offer helpful 
hints to Mrs. Housewife while sell- 
ing her “money-saving” reference 
books under an initial four-week 
contract. 

Film excerpts of outstanding 
football games of the week will 
be televised over ABC stations 
by Chrysler’s sales division.’ Mc- 
Cann-Erickson also has cleared 
time for another program, ‘“Na- 
tional Pro Highlights” over WENR- 
TV, Chicago, and for more foot- 
ball films over eastern stations. 


Adclub Offers New Courses 

A new set of advertising courses 
will be offered during the coming 
season by the Advertising and 
Sales Club of Seattle. The schedule 
includes: Layout course, opening 
Oct. 6, Harry Bonath of Harry 
J. Bonath & Associates, coordina- 
tor; production, spring course, 
Fred Marinacci, Western Agency, 
coordinator, and TV clinic for ex- 
ecutives, Al Hunter of KING-TV, 
coordinator. 


Coleman-Jones Moves 
Coleman-Jones, Advertising, has 


polis, has moved its offices from| moved from 404 W. Ninth St. to 
the General Mills Bldg. to 1050) 1250 Wilshire Blvd., Los Angeles 
Builders Exchange, Second Ave. S.| 14. 


A public relations drive, to be 
launched immediately, will aim at 
overcoming public prejudices 
against the use of hearing aids, 
educating the hard of hearing to 
the technical advances of hearing 
aids, and alerting the industry to 
the public service aspects of their 
business. 

S. Richard Stern, the founda- 
tion’s newly-appointed director, re- 
ports that during National Hear- 
ing Week, tentatively set for next 
spring, there will be advertising 
of two types: Ads run by those in 
the industry cooperating with the 
foundation, and institutional ads 
prepared by the foundation in con- 
junction with local organizations. 

The first year’s budget is ex- 
pected to reach $100,000, with the 
bulk of it going for publicity and 
lecture bureau activities. 


Anaconda Promotes Luna 


E. F. Luna, formerly advertis-| 


ing manager of Anaconda Wire & 
Cable Co., has been promoted to 
sales promotion manager, a newly 
created post. He will be respon- 
sible for sales-advertising liaison, 
new product promotion, market 
analysis -and development, sales 
training and public relations. 


TV Offers Finest 
Points of Any 
Media: Schofield 


New YorkK—Arthur C. Schofield, 
director of advertising and sales 
promotion, DuMont Television 
Network, combined demonstration 
with documentation to show “how 
television incorporates the best 
points of all media,” in a speech 
before the American Marketing 
Association last week. 

As a demonstration, he dropped 
an “unbreakable” dish which 
bounced up off the floor. 

“You could tell about that dish 
on radio and you could describe 
and picture it in a printed me- 
dium,” he said, “but only on tele- 
vision could you say all you wanted 
to say about it, let a housewife 
see for herself just how beautiful 
it is, and then show her what rough 
treatment it can take.” 


a To document television’s success 
he cited the following: 

An offer of a free sample of 
Coty’s perfume on Kathi Norris’ 
“Television Shopper” (WABD) 
brought 10,000 requests in a little 
over a week. 

Ko-Kette aprons used television 
as an opening wedge for depart- 
ment store distribution. After an- 
nouncement on “Television Shop- 
per,” the line secured a major New 
York store as an outlet. 

Dennis James’ ‘“Mystery-Hold” 
contests for wrestling fans brought 
entries from 15,000 viewers who 
could hope to win nothing more 
spectacular than a box of cigars 
or a box of candy. 

“On the radio,” Mr. Schofield 
asserted, “a prospect just hears 
words and, if momentarily dis- 
tracted, can miss entirely the 
meaning of a commercial that a 
sponsor has spent a lot of money 
to put across. Moreover, it’s easy 
to misunderstand the spoken word 
because words mean _ different 
things to different people. 


a “The printed word is there for 
all who want to take the time to 
read it, but it lacks the impelling 
force of motion. 

“TV, however, by combining 
sight and sound with motion, can 
dramatize and demonstrate your 
service or your product to pros- 
pects under ideal selling condi- 
tions—can perfect your sales mes- 
sage to the ’nth degree and project 
it to an audience, relaxed and re- 
ceptive, in the comfort of homes.” 


Ad Specialty Show 
Buying Equals ‘48 
Convention Sales 


CuicaGo—The 100 manufactur- 
ers of advertising specialties, gifts 
and calendars, who showed their 
merchandise at the 46th Adver- 
tising Specialty National Associa- 
tion’s convention and fair last 
week, appeared satisfied with sales 
resulting from the show. 

The exposition, an annual af- 
fair open only to ASNA members 
and established jobbers, was as 
successful as last year’s fair. Ex- 
hibitors reported that buying was 
equal to or better than that of 
last year, and said that most of 
the visitors this year were buying 
rather than “just looking.” 

Gifts, including cutlery, time- 
pieces and other items not usually 
offered as advertising specialties, 
were prominent among the ex- 
hibits. Television set banks, dinner 
gongs and similar objects were 
included among the usual assort- 
ment of desk and pocket special- 
ties and calendars. 

Most of the trade association 
business conducted during the con- 
| vention was handled in a series of 
group and committee meetings. As 
is customary, luncheon and dinner 
meeting business was held to a 
| minimum. 
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CUT RISING COSTS IN 


ADVERTISING PRODUCTION 


ic CRAFIINT 


DOUBLETONE 


Drawing Papers 
with the hidden shoding screens . . . 
thet ore instontly “brought up” with the 
ion of developers. Finished art can 
have two tones of gray plus black and white 
ond still reproduce as straight line work. 
WRITE TODAY for pattern chart and infor- 
mation. Available at your dealer or direct. 
THE CRAFTINT MFG. COMPANY 
x 1615 Collamer Ave., Cleveland 10, Ohio 


Tints 


JOHN M. CALLAHAN 


59, vice-president of 


ident. 


CINCINNATI—John M. Callahan, 
the U. S. 
Printing & Lithograph Co., died in 
a hospital here Sept. 8. Mr. Calla- 
han spent his entire business ca- 
reer with the printing concern, 
starting as an office boy in 1907. 
After service in World War I, he 
became director of purchasing and 
was named secretary and director. 
In 1946 he was appointed manager 
of the company’s western division 
and last year became vice-pres- 


Mr. Callahan had served two 
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Display your ad 


proofs in attractive, 


new laminated 
easel frame 


Change Ads or Photos 
as often as you wish 


© EASILY SET UP 
* EASILY CLEANED 
* EASILY SHIPPED 
* LOW IN PRICE 


For dealer windows ¢ counters « showcases 
office displays * employe bulletins 


Get maximum dealer sales at minimum cost 


Write or phone for your sample 
Ad - Display Frame today 
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BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 
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terms as president of the Inter- 
national Association of Printing 
House Craftsmen, and also served 
three times as president of the 
local Craftsmen’s unit. 


A. T. WALKER 


San Francisco—A. T. Walker, 
57, central district sales manager 
for Harris-Seybold Co., died here 
Sept. 6 following a series of heart 
attacks. He had come to California 
to attend the International Asso- 
ciation of Printing House Crafts- 
men’s convention. 

Mr. Walker had been with the 
company since 1916, serving for 
many years as assistant to the 
vice-president in charge of sales. 
In 1945 he was named central dis- 
trict sales chief for the Cleveland 
company. 


W. N. P. REED 


New YorkK—W. N. P. Reed, 77, 
former printer, proof-reader, print- 
ing trades teacher and assistant 
editor of The Engineering & Min- 
ing Journal, died Sept. 10. In 1947 
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he retired from his editorial po- 
sition and from teaching classes 
at the New York Employing Print- 
ers’ Association. 

Born in 1872, hé joined the New 
York Times and later headed the 
proof room of the old New York 
Tribune. Mr. Reed was active in 
New York Typographical Union 
No. 6. He was also a member of 
the Printing Teachers Guild of 
New York and the National 
Graphic Arts Educational Guild. 


VICTOR MORAN 


JAMESTOWN, N. Y.—Victor Mo- 
ran, 59, inventor and manufacturer 
of novelty savings banks, who at 
one time was advertising director 
of Stein-Bloch Clothes, died here 
Sept. 12 of a heart attack. 


GEORGE M. ROGERS 


Oxtp SAYBROOK, Conn.—George 
M. Rogers, 69, former general man- 
ager and vice-president of the 
Cleveland Plain Dealer, died Sept. 
10 at his home here. He had been 
in complete retirement since re- 


signing his post on the War Labor 
Board in Washington four years 
ago. 

Mr. Rogers had been a vice- 
president and director of the Am- 
erican Newspaper Publishers As- 
sociation, and was active in the 
association’s mechanical confer- 
ence division. 


Minnesota Mining Shifts 
Top Management Posts 


Minnesota Mining & Mfg. Co. 
St. Paul, has shifted top manage- 
ment posts and given major pro- 
motions in filling the newly) 
created post of chairman of the 
board. 

William L. McKnight, president 
since 1929 and associated with th« 
company from 1907, has_ been 
elecied chairman with additiona! 
duties as finance committee chair- 
man. Richard P. Carlton, formerly 
executive vice- president in charge 
of research, engineering and man- 
ufacturing, will succeed him as 
president. Archibald G. Bush, for- 
merly executive vice-president of 
marketing and distribution, has 
been promoted to the chairmanship 
of the executive committee. 
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Hospital Management 
100 E, Ohio St. 
Chicago 11, 11). 


Gentlemen: 


have found it a 
1933» cepartannte of the hospital. 
is read eac 


t 
Hospital Managemen” superintendent; 


department heads: 
intendent; 
Dietitian; X-Ray; 
Pharmacy. 


Laboratory; 


With best wishes 


advertising message to hospitals. 


a powerful selling force. 


Largest net paid ABC 


hospital circulation. 


Herrick Memorial Hospital 


acirowmmrs 


nt since 


Manageme 
ita) ve lusble publication 


We have subscribed to eyo valuable 


h month by our nine 
Assistant Super- 


t Social Service; 
Director Of tory; office Managers 


al re 
library for gener 
20 is alee heb aS ee continued success, 


Yours sincerely, 


alfred’ E. Maffly 
administrator 


The fact that Hospital Management has the 
greatest net paid ABC hospital circulation is 
reason enough for selecting it to carry your 


But what makes Hospital Management your 
ideal buy is its unique readership among hospital 
department heads—those who initiate purchases. 
This departmental readership is the dynamic 
plus-factor which makes Hospital Management 


Pass-along readership in the usual sense may 
often be discounted. But here, where a survey 


Staypital 
Mans ecmant 


100 E. OHIO ST. CHICAGO 11 


“HOSPITAL MANAGEMENT IS READ BY 


OUR NINE DEPARTMENT HEADS”. . 


ze 
rains o08 ALFRED E. MAFFLY 
Administrator 


HERRICK MEMORIAL HOSPITAL 
Berkeley, California 


ference. 
I am 


Here’s Why HM is Such an Ideal Buy for 
Advertising Effectiveness in Hospitals 


shows that 88.56% of hospital administrators 
regularly route Hospital Management to their 
department heads—where letters like the one 


above report it in detail—where editorial struc- 


overlook. 


ture deliberately fosters it—it is no factor to 


The fact is that with an editorial departmen: to 
meet the needs of every important hospital de- 
partment, Hospital Management has become 


must reading with all those whom you must re ich 


to do an adequate selling job in this highly 
specialized field. 


* 


Send for your copy of ou: 
new reader penetration study 
it is interesting and valuabl: 


* 


PREFERRED READING AMONG HOSPITAL EXECUTIVES 
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National Nielsen-Ratings of Top Radio Shows 


Week of Aug. 7-13, 1949 
All tigures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 1,964 5.0 —0.5 
1 2 Mr. Keen (CBS, Whitehall Pharmacal) ........... 3,810 9.7 —0.6 
2 13 This Is Your F.B.1. (ABC, Equitable Life) ........ 3,732 9.5 +14 
3 12 Adventures of Sam Spade (CBS, Wildroot) ........ 3,692 9.4 +11 
4 3 Crime Photographer (CBS, Toni division) ........ 3,614 9.2 —10 
5 4 Mr. District Attorney (NBC, Bristol-Myers) ...... 3,575 9.1 —0.9 
6 7 Our Miss Brooks (CBS, Colgate-Palmolive) ........ 3,457 8.8 —0.3 
7 * Corliss Archer (CBS, Electric Companies) ........ 3,417 8.7 * 
8 17 Mystery Theater (CBS, Sterling Drug) .......... 3,142 8.0 +0.1 
9 5 Gy GN Ges WU MD og oid ce cdcccceccccces 3,103 7.9 —16 
10 10 Inner Sanctum (CBS, Bromo Seltzer) ............ 3,103 7.9 —0.5 
ll 22 Henry Morgan Show (NBC, Bristol-Myers) ........ 3,103 7.9 +0.4 
12 19 Gene Autry Show (CBS, Wrigley) ............... 3,103 7.9 +0.1 
13 6 “The Fat Man’’ (ABC, Norwich Pharmacal) ...... 3,064 7.8 —L5 
14 33 Your Hit Parade (NBC, American Tobacco) ....... 2,907 7.4 +14 
15 31 Grand Ole Opry (NBC, R. J. Reynolds) .......... 2,868 7.3 +0.9 
16 36 King’s Men (NBC, S. C. Johnson) .............. 2,789 y A | +1.2 
17 8 First Nighter (CBS, Campana) ................. 2,750 7.0 —19 
18 18 Curtain Time (NBC, Mars Candy) .............. 2,710 6.9 —0.9 
19 23 A Life in Your Hands (NBC, Raleigh) ........... 2,671 6.8 —0.5 
20 14 Mr. & Mrs. North (CBS, Colgate) .............. 2,632 6.7 —1.3 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 1,218 3.3 0.0 
1 2 Counter-Spy (ABC, Pepsi-Cola) ................ 2,514 6.4 +1.0 
2 1 Lone Ranger (ABC, General Mills) ............. 2,435 6.2 0.0 
3 4 News of the World (NBC, Alka Seltzer) .......... 1,689 4.3 +0.1 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) 1,768 4.5 —0.6 
1 15 My True Story (ABC, Sterling) ................. 2,868 7.3 +0.6 
2 1 Arthur Godfrey (CBS, Liggett & Myers) .......... 2,828 7.2 —2.5 
3 3 Right to Happiness (NBC, Procter & Gamble) ..... 2,750 7.0 —0.9 
4 14 Our Gal, Sunday (CBS, Whitehall) .............. 2,710 6.9 +0.1 
5 4 Pepper Young’s Family (NBC, P&G) ............ 2,710 6.9 —0.7 
6 10 My True Story (ABC, Libby) .........c.ceceees 2,632 6.7 —0.4 
7 5 Backstage Wife (NBC, Sterling) ................ 2,593 6.6 —0.7 
8 8 Young Widder Brown (NBC, Sterling) ............ 2,514 6.4 —0.8 
9 13 p,..lUllU SS ae ee 2,514 6.4 —0.5 
10 9 When A Girl Marries (NBC, General Foods) ...... 2,514 6.4 —0.7 
ll ll Stella Dallas (NBC, Sterling) .......ccccccvecce 2,475 6.3 —0.7 
12 18 SD, cicneksbeccnecatoewas ooe 2,357 6.0 —0.4 
13 12 Ramen Gomi Gis BOTEF BHO) noc cccc cc cccccccs 2,357 6.0 —0.9 
14 2 Arthur Godfrey (CBS, National Biscuit) ......... 2,357 6.0 —19 
15 7 Wendy Warren (CBS, General Foods) ............ 2,278 5.8 —1.4 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 1,964 5.0 —0.8 
1 1 Grand Central Station (CBS, Pillsbury) .......... 3,457 8.8 +0.4 
2 3 Stars Over Hollywood (CBS, Armour) ........... 3,417 8.7 +0.7 
3 2 EE EE vcice even nadniscesoaad 2,946 7. —0.6 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 982 2.5 +0.1 
1 * Martin Kane, Private Eye (MBS, U. S. Tobacco) ..2,475 6.3 * 
2 1 House of Mystery (MBS, General Foods) ......... 2,475 6.3 —0.5 
3 2 Choraliers (CBS, Longine-Wittnauer) ............ 1,296 3.3 —0.5 


Not listed oa previous Nielsen-Rating. 


Becomes Crier Partner 


John L. Willett has resigned as 

account executive of Fuller & 
Smith & Ross, Cleveland, to be- 
come a partner, with William V. 
Linas, in Crier Advertising Ser- 
vice, Cleveland. Mr. Linas, pro- 
duction director of Industrial 
Rayon Corp., will now devote full 
lime to the Crier agency, which 
he started in 1931. 


GE Promotes Weston 


D. E. Weston, who joined Gen- 
tral Electric’s appliance and mer- 
thandise department in 1937, has 
een appointed merchandising 
manager of GE’s receiver division, 


Syracuse, N. Y. 


American Central Forms 
New Sales Departments 


The American Central division 
of Avco Mfg. Corp., Connersville, 
Ind., has established two new sales 
departments—one to cover Amer- 
ican kitchens sales to distributors 
and dealers, and the other to cover 
contract sales to other manufac- 
turers. 

F. F. Duggan, formerly general 
sales manager of the Deepfreeze 
division of Motor Products Corp., 
North Chicago, has been named 
general sales manager, handling 
all products sold to distributors. 
C. Fred Hastings, with the com- 
pany for the past 20 years, has 
been appointed contract sales 
manager. 


UB 


magazines offer, this is the score 

on business owners and partners who 
read The KIWANIS Magazine. 
Another 33% are corporate officers 
and directors. Write for the complete 
analysis of the Kiwanis market. 


SHED FOR COMMUNITY LEADERS 
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If you are interested 
in the KIND of circulation 


520 N. MICHIGAN AVE. 
CHICAGO 11, 
ILLINOIS 


Latest Nielsen List 
Shows Shifts Among 
Top-20, Daytimers 


CuIcAGO—Not since the summer 
hiatus began have the top-rated 
evening shows shifted as much as 
on the latest Nielsen-Rating re- 
port. And the first ten list is top- 
heavy with mysteries. 

Five shows moved into the top 
20 group from lower positions on 
the previous report. Greatest 
point gains were scored by “Your 
Hit Parade” and “This is Your 
F.B.I.” 

Daytimers also moved about 
more than usual, and most of them 
registered declines in listenership 
from the last rating report. 

The All-Star football game 
broadcast on Aug. 12 had a rating 
of 7.6%, as compared to its 9.2% 
rating last year, when it was aired 


on Aug. 20. Average audience 
ratings by time zone were: 

1948 1949 
Eastern Time Zone 2.5 1.9 
Central Time Zone 6.9 5.3 
Pacific Time Zone 2.5 3.7 


Mutual Broadcasting System 
carried the game on both occasions. 


GE Appoints Rondel 


J. W. Rondel, sales manager of 
GE table and portable radios, has 
been named assistant to the gen- 
eral sales manager of the elec- 
tronics department of General 
Electric Co., Syracuse. G. O. Cross- 
land, sales manager of GE console 
radios, has been appointed sales 
manager of GE radios for the re- 
ceiver division. 


Publishes Directory 

The Chicago Association of Com- 
merce and Industry has _ issued 
a revised and enlarged edition of 
its “Directory of Federal Govern- 
ment Purchasing Offices for Chi- 
cago Companies.” 


Avco Appoints Simons 

George E. Simons, formerly ad- 
vertising manager of major ap- 
pliances for General Electric Co., 
has been appointed national adver- 
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tising manager of the Crosley divi- 
sion of Avco Mfg. Corp., Cincin- 
nati. He will report to V. C. Ha- 
vens, assistant general sales man- 
ager in charge of advertising and 
public relations. 


Appoints Ruth Woods 


Public Relations Enterprises, 
New York, has appointed Ruth 
Woods as promotion director to 
create promotion policy for na- 
tional accounts. 


CHICAGO’S HOME FESTIVAL—The equivalent of more than 50 pages of 


advertising appeared in the 4-section supplement with which the Chicago 
Sunday Tribune launched the 3rd annual Chicagoland Home and Home Fur- 
nishings festival Sept. 11. Featuring 79 demonstration homes, many of them 
furnished by leading retailers, the festival, sponsored by 15 major trade 
groups representing more than 11,000 manufacturers, builders and retailers, 


continues through Oct. 10. (ADV.) 


MEMBER A. B. C, 


oe covers the Quality Market of 
Chicago . . . 2,500,000 annually. If your 
client or product is dependent on people who 
set the style, Stagebill will be of interest to 
you. Send for your copy of “The Quality 
Market of Chicago,” a comprehensive study of 
readership, locality, occupation, income, travel 


and other data on theatre patrons, together with 


distribution and rates. 


SEPTEMBER STAGEBILLS 


“MISTER ROBERTS” 
“SUMMER AND SMOKE” 
“DEATH OF A SALESMAN” 
“KISS ME, KATE" 
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In Chicago, both the “aspiring many” and the “wealthy few” read 
00 OF and respond to The Chicago SUN-TIMES. 


Here’s evidence: Every seat was taken and every inch of standing 
room was packed Aug. 3 at The Chicago SUN-TIMES Square Dance 
Festival (above). One week later, every seat was taken 


and every inch of standing room was packed at The 
Chicago SUN-TIMES Horse Show (below)—the first event 
of its kind sponsored by a Chicago newspaper. 


These are but the most recent of dozens of public events 


: produced each year by The Chicago SUN-TIMES—events that 
IC Oans invariably attract eager, capacity crowds. 
ges 


The same enthusiastic response of readers in every income bracket 
is profitable to advertisers in The Chicago SUN-TIMES. 
Whether yours is a “class” or “‘mass” market, you can reach it 


effectively in Chicago through The SUN-TIMES at one of the nation’s 
[ CSpon lowest milline rates. Ask a SUN-TIMESman for details today! 


TOTAL CIRCULATION 


635,346 


Average Net Paid Daily 
(ABC Publisher's Statement, 3/31/49) 
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